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Abstract 
 
Social data is increasing rapidly. Nevertheless, many business sectors haven’t utilized its full potential 

despite the open access to the data sources. While the benefits are examined in the academic research 

for the tourism and hospitality industries, less research has been done for the event management 

industry, especially within the context of music festivals. Hence, the motivation for this study is to 

explore, whether the same benefits can be gained within the music festival management. Another 

interesting consideration within music festivals and audience profiling is the internationalization of 

the festival audience. As today’s tourists are willing to travel longer distances to participate in an 

experience, music festivals are attracting audience from all parts of the world. The diversity in the 

audience requires companies to consider, whether the different cultural backgrounds affect the 

preferences among the audience, or whether these preferences are homogeneous. The aim of this 

thesis is to explore the possibilities of social data, especially in the form of textual user-generated 

content, and to explore how these modern techniques can be applied in the context of music festivals 

and audience profiling. The main objective is to identify the diversity in the preferences of the festival 

visitors, when the cultural aspect is considered. The study is conducted as a case study for the Danish 

Roskilde festival. To fulfill the objective of the research, a mixed approach from text mining methods 

and online survey are combined. The preferences were analyzed using text mining methods for 

discussions in the Roskilde festival’s Facebook comments from the years 2011-2017 and by 

surveying past and potential festival visitors to gain deeper insights regarding the differences. The 

diversity in the preferences within the survey respondents were explored considering the importance 

of the 6 main features, which affect the success of the music festival: the artist performance, 

atmosphere, company, food and refreshments, accommodation, and hygiene. The findings indicate 

that the international festival visitors tend to attend the festival due to the artist line-up, whereas the 

Danish audience attends the festival for socialization purposes. The biggest difference was found on 

the music preferences, whereby the Danish visitors mostly listen artists from the Pop genre, while the 

international visitors are more open to different music genres. The results further support the 

statement that cultural background indeed impacts the visitors’ preferences and their behaviors. 

However, as the cultures between most of the survey respondents coming from Finland and Denmark 

are fairly similar, no significant difference was found in the preferences regarding the main features. 

 

Keywords: text mining, social data, music festivals, cultural dimensions, audience profiling, 

segmentation 
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1. Introduction 

 

1.1  Background 

The interest towards event management as a research field has increased throughout the years. (Getz, 

Andersson, & Carlsen, 2010) Events attract a lot of tourists to a city but are further relevant for 

community-building and cultural development for the local residents, as suggested by Getz. (Getz, 

2008) In contrast to other events focused on sports, education or politics, the motivation behind 

participating in a festival is focused around celebration, and festivals are usually less dependent on 

external facilities, such as the venue. Moreover, festivals differ on their overall objective and strategic 

incentives, as many of the festivals are created by non-profit organizations and thus involve multiple 

stakeholders with different targets. Hence, festivals can be viewed as a sub-field within event 

management with unique challenges and characteristics, which are different from the other event 

formats.  

 

Alongside the other types of events, music festivals attract a lot of tourists, who nowadays 

travel to different destinations to add more program to a booked holiday or to solely experience 

something new. As the motivation behind festival attendance is strongly linked to socialization and 

celebration, the festival management industry needs to be able to respond rapidly to the changing 

consumer preferences and trends. In addition, Pope et al. (Pope, Isely, & Agbetunsin, 2017) argue, 

that music festivals provide financial benefits and awareness for the local society. In contrast to 

smaller events that focus on educational or political purposes, larger music festivals attract visitors 

from all parts of the world. The globalization of the industry thus provides an interesting research 

field, as the festival audience comprises of visitors from several nationalities with unique cultural 

backgrounds. An interesting consideration on the cultural aspect is the diversity in the customer 

preferences among different festival visitors, and whether these segments should be approached 

differently. 

 

At the same time, social media has become a crucial part of a company’s marketing strategy 

and an increasing amount of user-generated data is created in the different social media platforms, 

providing new interesting opportunities to understand consumers and their preferences. In fact, the 

size of the data is already too large to be analyzed using traditional database technologies, which 
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signals a need for new advanced methods and the importance of using such insights in different 

business sectors. (Rydén, Ringberg, & Østergaard-Jacobsen, 2017) Indeed, exploring the possibilities 

within social data is a hot topic both for academic research and businesses across industries. 

Interestingly, 80% of the available data is unstructured data, comprising of photos and text from social 

media. Whereas the benefits from the textual user-generated content are widely used within hotel and 

travel industries, less research has been done within the event management sector, especially within 

the context of music festivals. Nevertheless, the advances in technology affect the event management 

industry and can greatly improve festival management as well. Not only does social data help festival 

marketers to understand their consumers better, but it also shows what content attracts the most 

engagement, where users are located during the event or which artists are streaming at specific periods. 

As these advantages have not been studied in the context of music festivals extensively, the music 

festival sector provides an interesting opportunity to examine the potential benefits of social data. 

 

 

1.2  Research problem 

Whereas the motivation behind festival attendance has been studied well in the past, less research has 

been done in the cultural aspects for audience profiling with modern techniques. However, to attract 

more visitors, the festival organizers need to consider cultural differences among the audiences. (Getz,  

et al., 2010) As the music festival audience often comprises of several nationalities, it is of utmost 

interest for festival marketers to understand, whether these visitors can be attracted in a similar 

manner. In fact, according to Getz et al., considering marketing strategies for multi-cultural audiences 

is one of the key dimensions within festival management. The authors suggest that the behavior of 

festival visitors might differ depending on the geographical location. Hence, more research is needed 

to explore the cultural differences in the music festival audiences. Lee and Kyle (Lee & Kyle, 2014) 

enhance the latter, highlighting the importance of understanding the target audiences’ needs, as many 

festivals fail due to limited budgets and lack of marketing knowledge. Hence, segmenting festival 

visitors and understanding the differences in their needs is crucial to ensure effective marketing 

strategies and long-term profitability of the music festival. Based on the past research on audience 

profiling and due to the fast development of marketing technologies, more advanced methods are 

available to explore the customer preferences. Compared to other industries, using user-generated 

content as an information source for music festivals appears to be less explored in the academic 
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research despite the high interest from the business side, which is why a gap was identified in the 

literature. To explore the possibilities of social data in the music festival context, one of the biggest 

music festivals in Europe, the Danish Roskilde Festival, was chosen for a closer examination. 

 

Due to the fast growth of the industry throughout the years, ensuring the success and the 

profitability of the festival is crucial. As emphasized by Kinnunen and Haahti (Kinnunen & Haahti, 

2015), the more visitors the festival attracts, the more income can be expected. Hence, attracting 

foreign visitors is of interest for the festival organizers, as it could be argued that these visitors are 

likely to spend more money throughout their stay and thus can affect the long-term profitability of 

the festival. Indeed, one of the goals of Roskilde Festival in 2018 was to increase the number of 

international visitors. In 2019, 71% of all visitors were past visitors of the festival. (Roskilde Festival, 

2020) Therefore, using Roskilde Festival as a case study for this research provides an interesting 

opportunity to analyze the customer preferences between local and non-local festival visitors, in order 

to discover if any difference can be identified among different nationalities. If these preferences 

would vary among the festival visitors, Roskilde Festival marketers could benefit from the results by 

adjusting their marketing strategies accordingly. Moreover, the social data could reveal interesting 

insights regarding the past and potential festival visitors. Some key considerations are for example: 

Why do some visitors come back each year and others never return? Are there any differences among 

the audience, that comprise of visitors from various nationalities, or are the preferences among 

different nationalities heterogeneous? Should marketing strategies be adjusted according to the 

cultural differences or are these strategies universal? Thus, this research aims to explore the 

differences in the preferences among the two target groups: international and local festival visitors. 

 
 
 

 1.3  Research objective and research questions 

As discussed above, due to the internationalization of the customer base, it is of utmost importance 

for today’s businesses to be able to understand their customers deeply and communicate with them 

in a way, that meets the target segments’ needs. The main objective of this thesis is therefore to 

examine the cultural aspects in the customer preferences and the diversity among those for different 

nationalities. In addition, this research explores the opportunities within social data and text mining 

techniques to explore, whether these modern approaches are of value in the context of music festivals. 
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Another research question relates to marketing strategies, and whether these should be adjusted 

according to the target segments. The research objectives are summarized below. 

 

§ To explore the differences in the preferences among the festival audience with different 

nationalities 

§ To examine differences in marketing strategies according to the target segment 

§ To explore the effectiveness of text mining user-generated data in the festival management 

industry 

 

Hence, the following research questions are identified to achieve these objectives: 

 

Q1:  “What are the differences in the preferences between the international and Danish festival 

visitors?” 

 

Q2:  “How can Roskilde Festival use these insights to identify potential market segments and 

increase the number of international visitors?” 

 
 

 1.4  Thesis structure 

The structure of the thesis is organized as follows: 
 
The first section of the thesis provides an overview of the topic’s background for this research and 

introduces the gap that was identified in the current academic research. The research objectives along 

the research questions are introduced and the structure is discussed to guide the reader through the 

thesis.  

 

The second chapter introduces the past research that has been conducted within social data 

usage in the event management industry. In addition, the segmentation strategies for the music 

festivals and existing research for text mining user-generated data are introduced. The literature 

review aims to provide a clear overview of the current state of academic research and serves as a base 

for the final discussion of the research findings. 
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Next, the third chapter defines the relevant concepts for the research questions, which are 

Hofstede’s cultural dimensions framework and customer retention. The conceptual framework is 

further applied in the discussion part and used to give suggestions for better-targeted marketing. 

 

The fourth chapter comprises of the methodology part, which introduces the chosen 

techniques and methods, the case study company, data collection process and the chosen datasets. 

The first study focuses on the social data utilization for the case company Roskilde Festival, whereby 

the user-generated content is analyzed using text mining methods. The second study was conducted 

using an online survey, whereby the reasoning behind the chosen questions is elaborated. The data 

analysis procedure is discussed in detail in both sections, along with the data quality and both the 

challenges and advantages of the data. 

 

The fifth chapter elaborates the findings of the study in detail. The findings are first discussed 

for the text mining study, and then completed with the results from the online survey. The latter 

provides a general overview of a typical festival visitor profile and compares the differences between 

the local and non-local festival visitors. As the biggest number of survey respondents were found in 

the Finnish and Danish festival visitors, it was decided to compare these two target segments to 

identify differences in their preferences. To support the results and to ensure a faster understanding 

of the key insights, a few visualizations were added to the study. 

 

Next, the sixth chapter discusses the findings and connects the findings with the literature 

introduced in chapter 2. The importance of social data in the music festival context is discussed in 

contrast to the findings from the text mining results. Furthermore, the differences among the festival 

visitors are compared using Hofstede’s cultural dimensions framework. Finally, marketing strategies 

are suggested to ensure, that the two target segments are approached according to their preferences. 

The sixth chapter additionally discusses the importance of keeping festival visitors satisfied and 

suggest ways to increase the re-attendance intensions for future events. 

 

The final chapter summarizes the findings of this study as well as the suggested activities that 

Roskilde Festival should consider when approaching the festival visitors. Furthermore, limitations of 

the study are introduced, as well the future research that could complement the findings of this study.  



11 
 

2. Literature review 

As discussed above, a gap has been identified in the past music festival management studies, and 

more research is needed within new techniques for audience profiling. The following section 

examines the audience research that has been studied in the context of music festivals, the 

opportunities of utilizing social data to help building a detailed audience profile, as well as new 

possibilities within text mining.  
 

 

2.1   Segmentation strategies 

The cultural aspect of the consumer behavior has increasingly gained interest in the literature recently, 

because consumers’ needs differ based on the situation, culture and individual characteristics. (Brady, 

Goodman, Hansen, & Keller, 2010) Hence, when studying the unique behaviors of the consumers, 

Brady et al. suggest looking at three different dimensions: the cultural aspect, social group behavior 

and the behavior of the consumer at the individual level. According to the authors, these dimensions 

significantly influence the buying behavior of the consumer, which is the main objective of 

segmentation and might vary depending on the culture. Therefore, festival organizers need to separate 

the mass market into smaller segments and understand which segments are of interest for them and 

how to serve the diverse needs of these segments efficiently. Understanding the differences in these 

segments and approaching them accordingly is thus a significant factor to ensure the long-term 

profitability of the festival.  

 

To ensure that the marketing efforts are targeted efficiently, a company needs to understand 

its market segment.  According to Brady et al., a market segment “consists of a group of customers 

who share a similar set of needs and wants.” (Brady et al., 2010, p. 334). To differentiate oneself 

from the competition and to increase profits, a marketer should thus identify these segments and their 

needs and decide the most profitable ones to target. A study from Nielsen et al. (Nielsen, R., Nielsen, 

A., & McQueen, 1974) emphasize the latter, highlighting the importance of understanding the 

consumer and their motivation behind the participation in an event. According to the authors, 

segmenting the audience will help festival organizers to understand the audiences’ needs and wants, 

and help to identify the strengths and weaknesses of the festival program. This way, the organizers 

are more able to adjust their communication towards the segment and plan objectives for the 
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audience-program development accordingly. To enable the latter, Brady et al. (2010) introduce four 

key dimensions for segmentation, namely the geographic, demographic, psychographic and 

behavioral segmentation. 

 

A geographical segmentation divides the market to separate units based on the location of the 

consumer. According to Brady et al., even the most specific targeting is enabled, as the amount of 

geodemographic data increases. In contrast, a segmentation based on demographics examines the 

target group based on variables, such as age, family size, gender, income, nationality or education. 

As the effectiveness can be easily measured and the attributes can often be associated with the needs 

of the customer, this approach is often preferred by marketers. For example, Pampers divides the 

market based on the infant’s age, whereas Gillette divides the market based on the consumer’s gender. 

Similarly, the Danish supermarket chain Irma targets consumers with a higher income, while the 

discount supermarket chain Netto offers products for consumers with a lower income and interest in 

price discounts. According to Brady et al., a psychographic segmentation then divides the consumers 

to different units based on their personality traits, lifestyle and values. Thus, despite the similarities 

of the demographical attributes within a segment, the personal preferences of the consumers in this 

segment might differ significantly. The authors suggest that segmentation based on psychographic 

factors often reveals differences in the culture. An example from psychographic segmentation is 

provided through the company called Martini, that focuses its advertising on building an image of a 

desirable life by using their products. Finally, in behavioral segmentation, the company examines 

consumers’ behavior towards the brand or products and differentiates these into unique segments 

based on their attitudes. According to Brady et al., the behavioral variables such as usage rate, loyalty 

status or attitude, provide an effective basis for building a market segment. (Brady et al., 2010) 

 

Although widely used, the segmentation levels suggested by Brady et al. are some of the many 

possible strategies. As Kruger and Saayman (Kruger & Saayman, 2017) explain, new innovative 

strategies are needed, and using a combination of the different factors could enhance the strategy 

when segmenting the audience. As this research aims to understand the differences among local and 

international visitors of Roskilde Festival, the key focus is to provide a detailed profile of each 

segment. For this reason, it could be argued that the chosen segmentation strategy is a mix of both 

psychographic and behavioral segmentation. While the behavioral aspects are discovered by 

surveying the past and potential festival visitors, the differences within the audience are further 
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examined by looking at psychographic factors. An example could be the music preferences, which 

are determined through the user-generated Facebook content. The following chapter introduces the 

segmentation strategies within other music festivals and the research that has been done in this matter. 
 

 

2.1.1  Segmentation of music festivals 

As discussed above, segmentation is crucial to ensure that the most profitable customers are attracted 

to visit the festival. Although motivation to attend music festivals has been examined broadly in the 

past, less research is focused on audience profiling and finding segments among those. As argued by 

Brady et al. (2010),  the market can be segmented by looking at various factors. The following section 

introduces the research, that has been done for segmentation of music festival visitors. 
 

Mallette et al. (Mallette, George, & Blum, 2018) studied the festival attendees’ motivation 

towards attendance in a military music festival, which is organized annually in Canada. The authors 

compared different groups of tourists and explored the correlation of the festival visit and patriotic 

emotions by distributing a survey through the festival organizers during the event. The respondents 

were asked to answer questions related to their experience of the festival and their loyalty considering 

a re-visit. The data was collected between the years 2008-2012, which resulted in total of 1359 

responses. As a result, the authors could gain valuable insights regarding the cultural tourist audience 

and build nine possible target segments for the festival, along with suggestions on how to retain these 

consumers.  

 

Similarly, Dragin-Jensen et al. (Dragin-Jensen, Schnittka, Feddersen, Kottemann, & Rezvani, 

2018) segmented the festival audience based on the visitors’ motivation and their physical distance 

from the festival. The authors analyzed the festival visitors of the Danish Tinderbox festival and 

collaborated with the event organizers to distribute an online questionnaire to the visitors on the 

festival’s Facebook page. The survey was shared ten days after the festival and despite the lack of 

any incentives given for the participation, 943 responses were gathered within three days. The results 

revealed that the closer the participant lived to the festival, the more the person’s motivation towards 

attending the festival was built on socializing, entertainment and location of the event. In contrast, 

visitors that lived further abroad from the festival location, were motivated by demonstrating loyalty 

towards the festival and the performers. Hence, the authors were able to identify, which dimensions 



14 
 

of motivation indicate a re-visit in the festival and build target segments among these dimensions 

both for local and non-local visitors. 

 

Two of the past studies examined the music preferences among the audience to segment 

festival visitors. Pérez-Gálvez et al. (Pérez-Gálvez, Lopez-Guzman, Gomez-Casero, & Fruet Cardozo, 

2017) conducted a survey to the festival visitors of a Spanish music festival, with the objective to 

segment the audience according to their music preferences, examine whether motivation for 

participation in the festival are heterogeneous and whether these contribute to the overall satisfaction. 

The survey was conducted both in English and Spanish and done in person in different areas of the 

festival within 16 days in 2016. A total of 612 valid responses were gathered, which indicated that 

the festival visitors’ music preferences differed. The authors were able to build three segments, 

namely the segments rock, classical and guitar-lovers. Whereas the rock segment was motivated by 

cultural motives and the socializing aspect of the festival, the classical segment attended the festival 

solely for cultural reasons. However, the segment of guitar-lovers demonstrated the greatest cultural 

and social motives, along with attending the festival out of convenience. The better understanding of 

the differences among the music preferences thus enabled the authors to identify the most profitable 

segments among the audience.  

 

To compare, Kinnunen et al. (Kinnunen, Luonila & Honkanen, 2019) examined the music 

preferences of Finnish rhythm music festival audience with the objective to examine the changes in 

preferences throughout the years 2014-2016. Using the results from 7797 survey responses which 

were gained through distributing the survey through e-mail and social media, the authors were able 

to differentiate the audience into three groups according to their music preferences: the hedonistic 

dance crowd, loyal heavy tribe and the highly educated omnivores. The results revealed, that not only 

do the segments differ based on their music preferences, but also regarding the intention to re-visit 

the festival, as well as some demographic variables, such as the age of the visitor. Whereas 

participants of the segment loyal heavy tribe demonstrated the highest intention to visit the festival 

again and comprises of older attendees with higher incomes, the income among the younger 

hedonistic dance crowd is lower and the music preferences are likely to change throughout the 

following years. As a result, the authors were able to identify the most profitable segments for the 

festival organizer and gain valuable insights regarding their preferences. 
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Another popular approach to identify potential segments among the audience is to look at the 

visitor demographics, as discussed earlier in this section. A research from Lucian (Lucian, 2014) 

demonstrated the benefits of segmenting the audience of a Romanian music festival based on their 

age, residence, education and the needs and preferences of the consumers. The objective was to 

determine a typical audience profile of current and potential visitors and to understand the motivation 

behind the participation in a classical music festival. In addition, the paper aimed to propose a 

marketing strategy to ensure the future success of the festival due to the rapidly changing consumer 

needs. The study was built around a literature review on past festival studies, as well as on a survey, 

which resulted in 120 responses. As a result, the author suggested categories of consumers, which the 

festival organizers should focus on. The results indicated that the older visitors were more loyal 

towards classical music festivals. As most of the visitors were local residents, who knew about the 

festival through posters, directing marketing efforts to print advertising could be encouraged. 

 

Furthermore, Pilcher and Eade (Pilcher & Eade, 2016) examined the differences among the 

audience of a Purbeck Folk Festival located in UK in 2014, with the purpose to identify correlation 

between visitor demographics and visitor motivation. Hence, the study differed from other 

motivational studies within music festivals by examining the importance of visitor demographics, 

such as the age and gender of the visitor. The data was collected through in person interviews on site, 

resulting in 106 interviews. As a result, five motivational categories were identified, which were 

further analyzed in relation to the visitor demographics. Five segments among the audience were 

recognized: the escapists, the socialites, the family type, the experience seekers and the folknists. The 

findings indicated that segments do differ on motivational and demographical dimensions and that 

these correlate with each other. 

 

A study from Oakes (Oakes, 2010) focused on the audience of an international jazz festival 

located in Cheltenham, UK. The objective of the study was to provide a detailed audience profile of 

the visitors, where festival visitors were segmented based on age, gender, educational degree and 

other demographic factors. The data was collected through a survey on site and targeted for two 

categories of jazz fans, depending on whether the respondent preferred solely modern jazz or 

traditional jazz as well. In the end, 244 questionnaires were completed. The author found significant 

differences in the demographics and preferences among the modern and hybrid jazz fans. Based on 
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these differences, Oakes was able to suggest enhanced marketing strategies according to the preferred 

media of the segment. 

 

Finally, Kruger and Saayman (2017) explored the post-festival behavior of festival visitors to 

identify differences among the segments. In addition, the authors studied whether attendance in a 

music festival corresponds to a greater appreciation towards new music genres and measured the 

importance of the four factors, namely music involvement, music appreciation, music sharing and 

music tourism, for these segments. The study followed a quantitative approach by conducting a 

survey for the visitors of an international jazz festival in South Africa, which comprised of 17 

different motivational factors. The questionnaires were distributed during the festival in 2016 and the 

participants were selected randomly. In the end, 311 usable responses were gathered, which were 

used to analyze the differences among the market segments. The findings demonstrated the 

effectiveness of using post-festival behavioral intensions as a market segmentation tool. According 

to the results, music festivals are able to stimulate music tourism and increase the appreciation for 

specific music genres. Along these results, three potential market segments were identified with 

different post-festival behavioral intensions: the high-intention segment and the medium- and low-

intention behavioral segment. Whereas the respondents belonging to the high-intentional segment 

signaled the appreciation of all four post-festival behaviors, the segment with a low-intentional 

activity after festival solely appreciated new music genres. The three segments thus indicated 

significant differences regarding the attendance in the festival, despite the similar demographic 

variables. 

 

As seen above, many of the past studies consider motivational aspects alongside the 

segmentation strategies for festival audiences. A modification in relation to this study is however the 

recognition of cultural differences among the audience profiles and the diversity between nationalities. 

Although few past studies point to cultural differences, it is only considered in relation to the 

motivation for attendance. Hence, more research is needed to be able to provide detailed audience 

profiles within an international festival audience.  
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2.2  The role of social media and social data in audience profiling 

The aforementioned studies illustrate, how visitor feedback has been used effectively to identify 

potential consumer segments within the audience. Nevertheless, less studies utilize user-generated 

content from the social media comments as a potential information source for customer preferences. 

The topic is increasingly gaining attention in literature, with more and more studies describing the 

advantages of social data, and is slowly being acknowledged for business purposes as well. 

 

Textual data is a significant factor in social data, as most of the information in social media is 

stored in textual format. Hence, being able to extract information from this data, such as concepts and 

relations among them, is a crucial factor within text mining. Due to the fast increase in the amount of 

social data in these various platforms, text analytics provides useful techniques for research and 

business purposes, as well as to understand and meet users’ diverse needs. (Aggarwal & Zhai, 2012). 

In fact, according to Erevelles et al. (Erevelles, Fukawa, & Swayne, 2016, p. 898), the rapid 

development of technology has “turned the average consumer into an incessant generator of both 

traditional, structured, transactional data as well as more contemporary, unstructured, behavioral 

data”, whereby the richness of this data enhances decision-making in marketing. Specifically, the 

increasing amount of unstructured data provides new opportunities for marketing management, 

although the potential is not fully utilized by many firms. Liu et al. (Liu, Singh, & Srinivasan, 2016) 

enhance the latter, arguing that the textual data has been underexploited in past business research due 

to the lack of tools for analysis. In addition, most of the research has been done for online reviews 

within the tourism and hospitality sectors. However, the value of user-generated content has been 

acknowledged within product development (Ho-Dac, 2020) and tourist segmentation (Hernández, 

Kirilenko, & Stepchenkova, 2018). According to Liu et al., user-generated content can provide useful 

insights regarding consumer intentions and decision-making. Moreover, Balducci and Marinova 

(Balducci, & Marinova, 2018) suggest, that listening customers with regards to user-generated data 

not only creates value for customers, but also enables firms to extract valuable insights for forecasting 

future performance. The authors emphasize the benefits of these insights for marketing professionals 

and brand managers, as the user-generated content can help companies to identify brand threats. As 

a result, it can be concluded that online user-generated content, specifically in textual format, is a 

valuable information source for understanding consumers and their needs better. This indicates the 

importance for companies to be present in different social media platforms. 
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  Within the context of music festivals, the role of social media appears to be strongly linked 

with marketing communication. For example, Brown et al. (Brown, Donne, Fallon, & Sharpley, 2020) 

explored the correlation between digital marketing communication throughout the customer journey 

and the perceived experience of the festival visitor. The authors were able to demonstrate the 

effectiveness of social media in the early stages of the customer journey, highlighting the importance 

of creating excitement before the actual festival day. The role of digital marketing communication 

was proven to be crucial for information sharing, creating excitement and in building virtual 

communities. This was further enhanced by Laurell and Björner (Laurell, & Björner, 2018), who 

found that festivals encourage users to engage in social media discussions throughout the whole 

customer journey. The study from Klára (Klára, 2020) expands on the community aspect by looking 

into the relationship between brand communities and the commitment and positive word-of-mouth 

of festival visitors. In addition, the visitor’s self-image corresponds to the brand community’s image. 

Hence, the results indicate that social media can be viewed as an effective tool to build brand 

communities, which further increases positive word-of-mouth and enhances the intentions to re-visit 

the festival. Furthermore, Hudson et al. (Hudson, S. & Hudson, R., 2013) analyzed the use of social 

media in the music festival context by conducting a case study for three major music festivals located 

in the USA and UK. The results indicate that most music festivals use social media to engage with 

the consumers throughout their customer journey, where especially the evaluation and advocacy 

stages are crucial for festival marketers. The authors emphasize, that consumers utilize user-generated 

content as an information source and often enter an open-ended relationship with the according brand 

after the purchase. The effects of social media on brand relationship and word-of-mouth were further 

studied in 2015 (Hudson, Roth, Martin, Madden, Thomas, & Hudson, 2015), where Hudson et al. 

found that the relationships built in social media lead to positive word-of-mouth and affected the 

emotional attachment to a festival. Hence, whereas social media platforms are effectively utilized for 

marketing communication and branding by the festival organizers, less research has been done on 

how to effectively benefit from social data created in these platforms, especially when it comes to 

music festivals. 
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2.3  Introduction to text mining  

As discussed above, the advance of technology has led to increasing amounts of online textual 

information created by the users, which again awakes the interest for extracting meaningful insights 

from this user-generated content. To glean useful information from a large number of textual 

documents quickly, automatic methods such as text mining to process large amount of textual data 

becomes crucial.  

While data mining is the process of discovering patterns from data and the identification of 

unknown or hidden information (Han, Kamber, & Pei, 2012), text mining is an extension of data 

mining to textual data. As an emerging technology, it allows simultaneous analysis of hundreds of 

text sources and attempts to extract meaningful information from a large amount of unstructured 

textual data (He, Tian, Tao, Zhang, Yan, & Akula, 2017). Text mining uses computer techniques to 

automatically identify unknown patterns and trends in data and then creates explanations or models 

that interpret interesting patterns and trends in the textual data. Beyond the content and linguistic 

analysis of texts, extended functions such as database building, statistical analysis, and outcome 

visualization are often applied with text mining. (Tang & Guo, 2015) According to Tang and Guo, 

text mining is typically done from qualitative, quantitative or a mixed approach. Qualitative analysis 

is usually used to understand the underlying reasons and motivations, themes or relationships and to 

develop hypotheses based on non-numerical information. On the other hand, the quantitative 

approach handles text as objective data and construct numerical data, which is more popular, due to 

it can be directly used in conventional statistical analysis. The figure below illustrates a traditional 

framework for text analytics. The textual content is first extracted from the data source, such as a 

social media platform, and preprocessed afterwards to ensure effective analysis. Subsequently, the 

content is represented through techniques such as Bag-of-Words or TF-IDF. The final step comprises 

of knowledge discovery, which often utilizes sentiment analysis, event detection and clustering of the 

data.  
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Figure 1: A Traditional Framework for Text Analytics (Source: Aggarwal & Zhai, 2012) 

 

2.3.1  Existing research on text mining  

To explore the current state within social data usage and text mining techniques and to identify a gap 

in the existing research, the past research within the field is examined in the following section.  

Historically, text mining was commonly used in disciplines such as psychology to analyze the content 

of written information and to forecast the psychological states and behaviors of individuals (Tang & 

Guo, 2015). Today, text mining is used for different purposes, such as to analyze customer 

satisfaction rate and factors (Berezina, Bilgihan, Cobanoglu, & Okumus, 2016); compare brand 

positioning and competitive landscapes (Hu & Trivedi, 2020); or to improve marketing decision 

making (Kauffman et al., 2019). Researchers have successfully applied text mining in various 

domains, such as the health, tourism and education industries. 

Especially tourism is one of the popular sectors, where text mining has been utilized to 

discover deeper insights regarding the consumers. Text mining is often applied in the accommodation, 

airline and destination management industries. In the hotel industry, text mining is commonly used 

to measure satisfaction of customers, customer experience and the individual hotel competitiveness. 

With the goal of exploring the usefulness of online reviews in order to understand how hotels are 

perceived by consumers, He et al. (2017) use a tested approach for using natural language processing, 

text mining and sentiment analysis. The data set was extracted from Tripadvisor.com in December 

2015, which contains 11,043 English online user reviews for 58 three to five-star hotels in the four 

largest cities in China. The findings of the research show that early identification of consumers’ 

emotions, and the possibility of identifying them with different categories, such as food, staff and 

service, allow the hotel managers to train the staff accordingly to improve the satisfaction of the 
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customers. The results highlight the usefulness of using natural language processing, text mining and 

sentiment analysis for rapid service monitoring, troubleshooting and evaluation. (He, et al., 2017) 

Krawczyk and Xiang (Krawczyk, & Xiang, 2016) applied text analysis approach on a large 

set of text data collected from hotel reviews posted on Expedia.com during the 11-day period of 18-

29 December 2007. The researchers deconstructed the review into individual words and the 

associations between these words and major hotel brands were examined to create perceptual maps 

from the most frequent terms used. The practitioner could use the method applied in the research as 

a cost-effective measure to better understand their position in consumer minds relative to hotel 

features and competitors. (Krawczyk & Xiang, 2015) Authors Xiang et al. further study the public 

available data collected during the period of December 18-29, 2007, from Expedia.com. With the 

goal to explore and demonstrate the utility of big data analytics to better understand the relationship 

between hotel users’ experience and satisfaction, text analytics was applied to deconstruct hotel guest 

experience and examine its association with satisfaction ratings (Xiang, Schwartz, Gerdes Jr., & 

Uysal).  

Another research Hu and Trivedi conducted also discovers text mining to be extremely useful 

to map hotel brand positioning and competitive landscapes based on user generated content. By 

analyzing 111,986 customer reviews in English for six hotel brands based in China, the insights from 

the study helps practitioners in developing brand positioning strategies to fight competitors within 

and across hotel categories. (Hu & Trivedi, 2020) Hu et al. (Hu, Chen, & Chou, 2017) use a text 

summarization approach to determine the top – k most informative sentences from online hotel 

reviews. Although previous studies often focus on text preprocessing, which disregards many critical 

factors, the research from Hu et al. takes into account the credibility of review authors, review time, 

review usefulness, and conflicting opinions. The results indicate that this type of research can provide 

more comprehensive hotel information on both positive and negative aspects.  

Another research that looks into the satisfaction of hotel customers is the one conducted by 

Berezina et al. (Berezina, Bilgihan, Cobanoglu, & Okumus, 2016). The researchers applied text 

mining approach using PASW modeler, to identify patterns in guest comments about the hotels. The 

results indicate that satisfied customers who are willing to recommend a hotel to others refer to 

intangible aspect of their hotel stay, while dissatisfied customers mention the tangible aspects of the 

stay. Text mining is likewise used to analyze the branding and image of destinations. Költringer and 
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Dickinger uses web content mining to extract information to brand identity and image for a 

destination. Text mining allows simultaneous analysis of hundreds of blogposts and the result shows 

that online news media seems to provide the most holistic picture about a destination (Költringer & 

Dickinger, 2015).  

Furthermore, Yu, Li and Jai have applied text mining to find out the impact of green 

experience on customer satisfaction (Yu, Li, & Jai, 2017). With evidence from TripAdvisor, the 

findings bring insight into guests’ real concerns and preferences for green features in the lodging 

industry, as well as the impact of green practices on customer satisfaction. Practitioners can use the 

findings to focus on features which customers pay attention to. Moreover, text mining was further 

conducted in the tourism industry to compare how the English speaking and non-English speaking 

rates hotels differently by analyzing reviews from different languages. Findings show that the cultural 

factors affect hotel visitors’ expectations and thereby their ratings. (Schuckert, Liu, & Law, 2015)  

In the academic sector, Al-Daihania and Abrahamsb analyze Facebook posts with text and 

data analytics to measure libraries’ Facebook posts' engagement and interaction to figure out which 

type of content performs best (Al-Daihania & Abrahamsb, 2018). Text mining is used to understand 

patterns of behavior of the library users, and patterns of information usage and resource. This paper 

contributes to analytic literature about academic libraries' use of social media. The results are useful 

to academic libraries who wish to understand patterns in their engagement with users. The results can 

also be used as a basis for developing or updating social media strategies. Another aspect of using 

text mining in the education sector is to extract feedback suggestions from students at the end of a 

term. Researchers Gottipati, Shankararaman and Lin use text mining and sentiment analysis to build 

an automated model that gathers the insights on students' suggestions for improvement of the course 

by extracting the explicit suggestions from the students’ qualitative feedback comments  (Gottipati, 

Shankararaman, & Lin, 2018). 

The health industry has also been examined within text mining. Okuhara et al. conducted text-

mining analysis to explore Japanese newspaper’s content distribution before and after the vaccination 

crisis (Okuhara, Ishikawa, Okada, Kato, & Kiuchi, 2019). The result shows that the content changed 

profoundly before and after the start of the HPV vaccination crisis.  Furthermore, text mining was 

used to analyze health-related user-generated content to track people’s opinions towards drugs. 

Martínez et al. introduce a system that monitors health social media streams based on text analytics 
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processes, among others, MeaningCloud, which is a commercial platform that provides meaning 

extraction from texts (Martínez, Martínez, Segura-Bedmar, Moreno-Schneider, Luna & Revert, 2015). 

Sentiment analysis of tweets or patient comments is a key aspect to detect consumer opinions about 

drugs that could be linked to adverse effects. As a result, companies and healthcare agents can use 

these data to understand their customers and businesses in an adequate context to generate valuable 

knowledge. 

For the sports sector, authors Schumaker, Jarmoszko and LabedzJr. analyze the sentiment 

content from 20 clubs of the premier league, not only to predict match outcomes, but also to use as a 

wagering decision system (Schumaker, Jarmoszko, & LabedzJr., 2016). The results indicate that the 

signals in Twitter may provide match predictions and demonstrate the power of hidden information 

contained within tweet sentiment. Text mining in Twitter is also used to analyze customer reactions 

for new product launches. Lipizzi, Iandoli and Marquez use Twitter data to understand customers’ 

early reactions to the launch of two new products by Apple and Samsung (Lipizzi, Iandoli, & Marquez, 

2015). The process is done by analyzing the streams generated in a 72-hour timeframe around the 

two events. The outcomes highlight significant differences in the structural patterns of the two 

conversations and the analysis of these differences can be extremely informative about early 

customers’ perceptions and value judgments linked with the competing products. Bollen, Mao and 

Zeng further use Twitter data to predict the stock market. The authors analyze the text content of 

daily Twitter feeds by two mood tracking tools, namely OpinionFinder that measures positive or 

negative moods and Google-Profile of Mood States (GPOMS) that measures mood in terms of six 

dimensions: calm, alert, sure, vital, kind, and happy. The results highlight changes in the public mood 

state which can indeed be tracked from the content of large-scale Twitter feeds (Bollen, Mao, & Zeng, 

2011). 

Alternatively, research has focused on discovering the challenges when conducting text 

mining as well as the advantages and disadvantages of different tools used to extract and analyze the 

data (Tang & Guo, 2015). Furthermore, researchers Meire, Ballings and Van den Poel use hybrid 

approach between laxicon-based model and machine learning approach to assess the added value of 

information available before and after the focal post  (Meire, Ballings, & Van den Poel, 2016). The 

research builds a sentiment prediction model, including leading information, lagging information, 

and traditional post variables. The results imply a higher number of uppercase letters and likes of the 

post increase the likelihood of a positive post, while a higher number of comments increase the 
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likelihood of a negative post. In addition, application of text mining techniques to discover e-word-

of-mouth from a gender perspective was done by Teso et al.  (Teso, Olmedilla, Martínez-Torres, & 

Toral, 2018). The overall objective is applying text mining techniques, such as linguistic dimensions 

analysis, sentiment analysis and content analysis to find if language in online communication is 

gender-free. The online communication of men and women differ. The findings highlight various 

differences between men and women, which can be very useful in recommender systems, which are 

important and popular tools to analyze users' behavior online and to generate recommendations 

regarding their preferences. (Teso et al., 2018) 

 

2.3.2   Text mining and further research 

As seen above, text mining has been used effectively within various industries for different purposes. 

However, the past research studies additionally highlight the need for future research in many 

directions. For example, Hu and Trivedi suggested, that cross culture difference in customer’s 

expectations and perceptions might limit the findings in uncovering tourist experience, and further 

researches may use the research methodology applied in this study to analyze user-generated content 

involved in different languages to improve these findings (Hu & Trivedi, 2020). In addition, 

Költringer and Dickinger recommend involving a longitudinal study monitoring online destination 

representation overtime (Költringer & Dickinger, 2015). Such method uncovers changes in the 

strategic interpretation of online destination representation and delivers valuable insights into the 

effect of recent event on inline branding and image formation. Authors Hu, Chen and Chou only 

considered nouns, adjectives, and negative adverbs for sentiment analysis, and propose that further 

studies could include both verbs and degree adverbs to facilitate evaluating sentiment polarity (Hu, 

Chen, & Chou, 2017). Another possible research direction is to construct personalized recommender 

systems based on user profiles.  

 

To validate the research findings of Yu, Li and Jia, the authors suggest further studies to 

collect data from other social media websites or use other qualitative methods, such as interviews or 

focus groups interviews (Yu, Li, & Jai, 2017). Reviews in other languages are also recommended to 

improve the generalizability of the findings. Furthermore, the authors suggest that collecting more 

demographical information from guests and investigate the influence of guests’ personal 

characteristics towards their green experience at hotels is a direction for further studies. Kauffman et 
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al. state, to overcome the limitation of their research, future work should include other sentiment 

analysis tools and fake review detectors in order to comparatively and globally analyze the difference 

between tools (Kauffmann, et al., 2019). Similar suggestions were made by Tang and Guo, who also 

support that studies to evaluate and compare the advantages and disadvantages of text mining tools 

should be conducted (Tang & Guo, 2015).  

 

According to authors He, Zha and Li, multiple types of customer-related data such as purchase, 

sales, behavioral and demographic data could be collected from sociographic data in order to reduce 

the gap from “like” to “buy” (He, Zha, & Li, 2013).  Thus, a further research direction is to track real 

time data and apply data and text mining to analyze these data in order to extract better competitive 

intelligence. Meanwhile, in the analysis conducted by Bollen, Mao and Zeng, a number of important 

factors were not included. For future research, the authors suggest including factors such as location 

and language to avoid geographical and cultural sampling errors (Bollen, Mao, & Zeng, 2011). Many 

researches additional suggest implementing the research methods on a larger sampling data set; 

applying the methods used in the existing research on other social media platforms (Yu, Li, & Jai, 

2017), analyzing data from different languages and visualizing the results through various 

visualization widgets (Lipizzi, Iandoli, & Marquez, 2015). For example Lipizzi et al. mention that it 

would be very interesting to replicate their study with larger datasets including multiple products and 

over a longer time line to perform statistical analyses about the relationships between topological and 

semantic metrics and indicators of market acceptance or other key performance indicators  (Lipizzi, 

Iandoli, & Marquez, 2015). The authors also highlight the importance of looking at multilanguage 

initial datasets. (Tang & Guo, 2015) implies that further research efforts should be extended to 

examine the validity and utility of text mining in studying other text-based communications, such as 

Facebook, Twitter, complaint letters, and emails. Meire, Ballings and Van den Poel also support this 

suggestion by proposes the application of their research method to other social media platforms could 

be an interesting avenue for further research (Meire, Ballings, & Van den Poel, 2016). 

 
Based on these suggestions from past studies, a clear potential for analyzing data from 

different languages to discover further insights were identified. Furthermore, cultural backgrounds 

are also recommended to be reflected when applying text mining methods. As combining several 

methods was encouraged, this research combines both qualitative and quantitative methods while 

cultural and language differences are considered.  
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2.4  Summary 

Although music festivals have been examined a lot in the past, new research is needed within audience 

profiling and cultural differences. Indeed, as the cultural differences are a crucial factor when 

analyzing customer behavior, the past studies identified a gap, which this research aims to solve. In 

addition, the rapidly increasing interest towards the festival management sector and the changes 

within the industry provide a fascinating opportunity to discover new techniques in audience profiling. 

Therefore, exploring more modern techniques helps to ensure future success of music festivals. A lot 

of potential is seen within the utilization of social data alongside the traditional survey techniques. 

Therefore, the objective of this thesis is to combine these techniques to build a strategy for audience 

profiling and to analyze the audience regarding cultural differences. To analyze the results from these 

approaches and to target these segments accordingly, relevant concepts and theories were identified, 

which are further applied in the discussion part.  
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3. Conceptual framework 

The following section introduces the two key concepts within the topics of this research. The 

conceptual framework is then applied in the discussion part to analyze the findings of the studies. 

 
 

3.1 Hofstede’s cultural dimensions framework  

In order to understand the potential preference differences between non-Danish and Danish visitors 

for Roskilde Festival, it is essential to explore the cultural backgrounds of the diverse visitors. One 

of the most recognized frameworks to compare different cultural values is Geert Hofstede’s cultural 

dimensions, which was one of the most comprehensive studies of how work-related values are 

influenced by cultures (Hofstede, 1984). The Hofstede model of national culture consists of six 

dimensions; power distance index, individual versus collectivism, masculinity versus femininity, 

uncertainty avoidance index, long-term orientation versus short-term orientation, and indulgence 

versus restraint (Hofstede Insights, 2020). 

 

The power distance index refers to the degree, in which a member of a society accepts and 

expects that power in institutions and organizations is distributed unequally. The higher the power 

distance index, the more the society accepts inequalities among people. Hence, people accept a 

hierarchical order, and no further justification is needed. On the contrary, people strive to have a flat 

hierarchy, equalize the power distribution and demand justification for inequalities of power. On the 

other hand, individualism versus collectivism discusses whether consumers’ self-image is defined as 

“I’ or “we”. In an individualistic society, people are only expected to take care of themselves and 

their immediate families. On the contrary of this dimension, collectivism, stands for a society where 

individuals can expect their relatives or members of other ingroups to care for them in exchange for 

absolute faithfulness. The key aspect examined by this dimension is the interdependence degree a 

society retains among individuals. (Hofstede, 1984) 

 

Masculinity versus femininity represents the way a society allocates social roles to genders 

and the different social values in societies. This dimension is reflected in people’s self-concept in 

terms of “who am I and what is my task in life” (Hofstede, 1984). In a masculine culture, achievement, 

heroism, assertiveness and material rewards for success are necessary. Society is overall more 
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competitive. On the other side of the scale, femininity, represents a society with preference for 

cooperation, modesty, life quality and caring for the weak. A feminine society is more harmony-

orientated with minimum social differentiation between sexes, while a masculine society strives for 

a clear difference between genders. (Hofstede, 1984) 

 

Further, uncertainty avoidance index (UAI) reflects the degree that the people in a society feel 

comfortable with uncertainty and ambiguity. The essential subject reviewed in this dimension is how 

a society reacts to an unknown future. In a strong UAI-driven culture, the society maintains inflexible 

rules of belief and behavior, and is intolerant of revolutionary behavior and ideas, hence tries to plan 

and control the future. Whereas in weak UAI countries, a society has a more relaxed attitude towards 

unknown future, practice is more important than principles and abnormality is more tolerated by 

society. (Hofstede, 1984) The long-term orientation versus short-term normative orientation is the 

fifth dimension, which was added by Hofstede in 1991 to his first presented four-dimension model 

of national cultures (Minkov & Hofstede, 2012). It demonstrates the different ways societies prioritize 

to retain some links to its own past while dealing with the challenges of the present and future. Long-

term orientated societies have a more pragmatic approach; hence they encourage thrift and efforts in 

modern education as a way to prepare for future uncertainties. On the other hand, short-term 

orientated societies prefer to maintain time honored traditions and norms while societal change is 

viewed with suspicion. In addition, this dimension is also referred to as “normative versus pragmatic” 

in business context, while in academic environment “monumentalism versus flex humility” can also 

sometimes be used (Hofstede Insights, 2020). The last dimension of this model is indulgence versus 

restraint (IVR). In a low IVR index society, the culture is restrained, the feeling of life is duty rather 

than seeking freedom. While in a high IVR index culture, letting impulse decide what to do is suitable 

and liberty is encouraged (Geerthofstede, 2020). 

Hofstede’s cultural dimension was initially developed within the scope of management and 

planning. The differences in cultures affect the validity of management techniques within the 

functioning and meaning of planning (Hofstede, 1984). Today, this model has been applied in various 

industries for different purposes to help researchers understand and compare the cultural backgrounds. 

For example, Pelau and Pop applied Hofstede’s cultural dimensions to determine the relation between 

national culture and the consumption of renewable energies. (Pelau & Pop, 2018) The results present 

evidence on a meaningful relation between the masculinity index and the share of renewable energies 

and an acceptable relation for the long-term orientation index. Subsequently, these insights can be 
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used when developing national action plans for the implementation of renewable energies. (Pelau & 

Pop, 2018) Furthermore, the researchers DeBode et al. investigate the cultural dimensions’ influence, 

and those of religion and legal origin, on countries’ economic freedom. (DeBode, Haggard, & Haggard, 

2019) The findings in this research again underline the value of considering cultural impacts.  

Culture has been further assumed to influence tourist behavior. Kang and Mastin used 

Hofstede’s cultural dimensions as a framework to identify valid explanatory factors that account for 

differences in the tourism websites of various countries. The findings highlight that this model can 

be valuable for developing public relation strategies which encourages building and maintaining 

relationships with multicultural audiences. (Kang & Mastin, 2008) Within the tourism industry, 

Huang and Crotts examine the relationship between Hofstede’s cultural dimensions and visitor 

satisfaction by analyzing two national level inbound tourist samples. The outcomes imply consistent 

correlations between four out of the six cultural dimensions and visitor satisfaction, which provides 

solid evidence on the relation between culture and visitor satisfaction. (Huang & Crotts, 2019) 

Moreover, Budeva and Mullen conducted a research to explore the economic and cultural factors’ 

influence on international country segments, both separately and combined. The results support that 

both economics and culture are obligatory for a country-level segmentation. (Budeva & Mullen, 2014) 

As discussed above, many researches have been conducted based on the Hofstede’s cultural 

dimensions framework that prove the usefulness of the model. However, other studies were also 

conducted to examine the validity and reliability of Hofstede’s framework. Authors Blodgett et al. 

attempted to test the reliability and validity of Hofstede's cultural dimensions framework when 

applied at the individual consumer level. The results indicate that Hofstede’s framework lacks 

sufficient construct validity when applied at an individual analysis level. “Overall, a majority of the 

items were lacking in face validity, the reliabilities of the four dimensions were low, and the factor 

analyses did not result in a coherent structure”. (Blodgett, Bakir, & Rose, 2008, p.339) Further, the 

authors attempted to quantitatively review a large number of empirical studies that have included 

Hofstede’s model over the past three decades, in order to have a more accurate understanding of the 

“ (a) predictive power of the cultural values as main effects on organizationally relevant outcomes 

and (b) factors (i.e., moderators) that determine when cultural values matter most”. (Taras, Kirkman, 

& Steel, 2010, p. 428) However, with the various advantages of the model, it is still argued that the 

model is valuable to use when analyzing the cultural background of the visitors.  
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3.2  Customer retention and customer loyalty 

Customer retention is one of the key concepts for an organization to succeed. A firm’s value lies in 

their customers, the existing ones and the potential ones. It is just as important to keep the current 

customers as attracting new ones. Customer retention has a direct impact on the business performance. 

According to Reichheld and Sasser, a 5% improvement in customer retention can lead to a 25% to 

85% increase in profitability depending on the industry, in terms of net present value (Reichheld & 

Sasser Jr., 1990). Hence, the importance of customer retention is non-neglectable.  

 

Many researches have been done on customer retention; it can be roughly divided into two 

streams. One type is to investigate in the various marketing variables’ effects on customer retention. 

The other type of research is more interested in constructing statistical and econometric models to 

predict or estimate the customer retention decisions from both the customer and company potential. 

(Kumar & Petersen, 2012) The general linkages between product and service quality and firm 

performance are illustrated as below. The increased product and service quality leads to increased 

customer satisfaction, increased customer satisfaction leads to increased customer retention, which 

in the end leads to improved business performance. Furthermore, researchers have shown that staff 

performance, expectation, convenience, disconfirmation and marketing culture are factors that impact 

the customer satisfaction, hence affect the retention rate. (Kumar & Petersen, 2012) 

 

 
Figure 2: Linkages between product and service quality and business performance 

 

Another research conducted by Almohaimmeed explores the relationships among customer 

relationship management, customer satisfaction, customer loyalty, customer profitability and 

customer retention. The results revealed that there is a significant influence of customer relationship 

management on customer satisfaction, and a meaningful influence of customer satisfaction on both 

the customer loyalty and profitability. (Almohaimmeed, 2019) 
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According to Brady et al., one of the most popular ways to retain customers is to develop 

customer loyalty programs. These programs are usually divided into frequency programs and club 

marketing programs. Frequency programs provide rewards for customers who purchase frequently 

and in considerable amount. Club membership programs are often open to everyone who has 

purchased a product or has an interest of receiving information from the company. Although open 

clubs are good to capture customer data, limited club memberships tend to be more powerful to build 

long-term loyalty customers. (Brady et al., 2010) 

 

As a result, increased customer retention has been proven to advance the business 

performance by various researchers. The customer retention is affected by various factors, such as 

customer satisfaction, customer loyalty and customer relationship management. Hence, the 

improvement of these factors can lead to increased customer retention. Furthermore, building 

customer loyalty programs can enhance the customer retention rate.   
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4. Methodology 

The following section introduces the datasets used for the case study and the methods that were 

utilized to collect and process the data, as well as the reasoning behind the chosen methods. First, the 

research philosophy is discussed along with the research design and the overall research strategy. The 

research process is described in detail to provide an overview of the needed steps before the analysis. 

Furthermore, the case company Roskilde Festival is introduced, and the chapter explains the motives 

behind choosing an organization from the event management industry. Afterwards, the data sets are 

described, and the data quality is discussed along with the advantages and disadvantages. The 

following chapters introduce the tools that are utilized for the research. The final chapter summarizes 

the methodological choices and describes the benefits and weaknesses of these for the research.  

 

 

4.1  Research philosophy 

According to Saunders et al. (Saunders, Lewis, & Thornhill, 2016), research philosophy can be 

understood as the collection of assumptions regarding the development of knowledge. The choice of 

research philosophy affects the methodological choice and research strategy and is further relevant 

for the chosen data collection techniques and analysis. There are three types of research assumptions, 

that differentiate the research philosophies from each other: ontology, epistemology and axiology 

assumptions. Whereas the ontology assumptions focus on the nature of reality in the business and 

management context, the assumptions within epistemology examine the validity and acceptability of 

the knowledge. Hence, the ontology assumptions are focused around questions such as “What is the 

nature of reality?”, “What is the world like?” and “What are the organizations like?” (Saunders et al., 

2016, p. 129). The questions concerning epistemological assumptions provide answers to the amount 

of contribution to knowledge that are possible to attain, the quality of the data and the origin of 

knowledge. The last research assumption, the axiology assumptions, deals with the values and ethics 

within the research process. Hence, the choice of topic signals the personal values of the researchers. 

As the thesis is focused on a case study for Roskilde Festival and the motivation behind the study 

builds on interest towards cultural differences in the preferences and optimizations of marketing 

strategies, it could be argued that the research philosophy in this case focuses on the combination of 

both ontology and epistemology assumptions. The quality of the data is considered and enhanced 

through an online survey, whereby past and potential festival visitors are interviewed regarding their 
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experiences. The answers provide valuable insights for successful festival organization in general but 

are also used to support the text mining results that are derived from the social media comments. 

 

 There are five major philosophies, that built the basis for the business and management studies: 

positivism, critical realism, interpretivism, postmodernism and pragmatism. (Saunders et al., 2016) 

As the positivism and interpretivism philosophies are the most aligned with the current thesis research, 

only the two chosen philosophies are evaluated more precisely. According to Saunders et al., the 

positivism philosophy focuses on discovering measurable facts and causal relationships in the data, 

which can help to describe events and behavior in organizations. In contrast, the interpretivism 

philosophy does not apply universal laws to different people, but rather considers the different 

cultural backgrounds and the diverse experiences, that are caused under the different circumstances. 

The research under interpretivism philosophy therefore aims to provide new and richer understanding 

regarding the observed context. As the objective of this study is to discover key insights regarding 

the visitors’ preferences through the social data and enhance these insights through a self-

administered survey, the study takes an epistemology approach under both positivism and 

interpretivism philosophy. 

 

Figure 3:  Research Onion (Source: Saunders, Lewis, &Thornhill, 2016) 
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4.2  Research strategy 

To develop an efficient research strategy, researchers are required to select an approach to the theory 

development, that matches the objectives of the study. According to Saunders et al. (2016), the 

research may choose from three perspectives: deductive, inductive and abductive approaches. If the 

researchers would design the research strategy to test existing theory, the research would follow a 

deductive approach. On the other hand, inductive approach focuses on primarily collecting data in 

order to build a conceptual framework and theory. Finally, in the abductive approach, the research 

starts by collecting relevant data to explore themes and patterns, which is then reflected to the existing 

theory and tested through additional data gathering. Past literature has already demonstrated the 

importance of considering cultural differences among consumers. However, less research has been 

done in the context of music festivals, and it was of interest for this thesis to explore, whether these 

cultural differences can be identified through companies’ social data sources. Hence, the rich social 

dataset was first examined to find out differences in the discussed topics among the festival audience. 

Interestingly, some diversity was found between the local- and non-local festival visitors, which 

further urged to study the diversity of the preference. The following objective was then to discover, 

whether the cultural aspects should be considered when profiling the audience and approaching 

different market segments. As the research method of the thesis observes techniques from both 

aspects, the abductive approach was chosen to fulfill the objective of the research question. As a 

result, the research strategy for this report is to build the research process around a case study for 

Roskilde Festival and to separate the research process into two procedures. The first part of the study 

focuses on analyzing the user-generated Facebook content through text mining methods, whereas the 

second study is built around a survey to identify deeper insights regarding the visitor profiles. Finally, 

the information from both studies are compared to provide an overview of the typical festival visitor 

profile as well as to identify the target segments, whereby the cultural backgrounds are considered. 

 

 

4.2.1  Research design 

The research design elaborates, how the research question will be answered throughout the project. 

As the objective of this study is to give suggestions regarding the visitor profiles for Roskilde Festival 

and to gain a deeper understanding regarding the cultural diversity in the festival audience, the nature 

of the study is rather descriptive. To follow the research objective, the study can then obtain either a 
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quantitative, qualitative or a mixed approach for the research design. Choosing the correct 

methodological approach is utmost important to ensure the effectiveness of the research strategy, as 

suggested by Saunders et al. (2016). According to Ackermann (Ackermann, 2011), a quantitative 

methodology helps to understand patterns in the numerical data. Quantitative techniques often use 

and generate numerical data through questionnaires or statistical data analysis procedures. (Saunders 

et al., 2016) For this research, the social dataset is first described through visualization techniques to 

get a first understanding of the social media utilization of Roskilde Festival. The numerical data 

allows to see a first overview of the situation, such as the increase in engagement on the platform 

throughout the years. Instead of looking at the number of likes for certain posts, the main focus of the 

first study is rather qualitative, with the aim to gain deeper understanding of the context of the 

Facebook comments. According to Tewksbury (Tewksbury, 2011), the objective of qualitative 

analysis is to provide a better understanding of processes and experiences, and the method is usually 

conducted to an interview format or is based on observations. The author further emphasizes, that 

using such methods is especially helpful when analyzing social responses within cultural contexts 

and gaining a better understanding regarding the deviances of the dataset. Thus, it is expected that 

the qualitative nature of the Facebook comments as a dataset can be helpful when identifying the 

differences in the preferences of the festival visitors, due to many of the Facebook users on Roskilde 

Festival’s Facebook page being current or past festival visitors. Hence, the Facebook comments and 

the discussed topics are analyzed using text mining methods.  

 

As discussed in the literature review, past research studies suggest adding qualitative methods 

to enrich the results gained through text mining. Therefore, the online survey comprises of both 

quantitative and qualitative elements, such as open questions that encourage feedback. The objective 

for combining multiple methodological approaches within this research is therefore to explore the 

differences and provide deeper insights regarding the local and non-local target audiences. It could 

be argued that the mixed approach helps to answer the research questions of this study in a more 

insightful manner. According to Tewksbury (2011), it also hinders biases in the analysis, as the 

methodology is not based on the researches’ preferences. In addition, the author further argues that 

by combining quantitative research with qualitative methods, the results are more generalized to a 

larger population, and not only to the company’s Facebook page visitors. The mixed approach further 

aligns with the research strategy for this thesis, as it is often applied for case studies to provide deeper 

analysis of the current situation. (Saunders et al., 2016) 
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4.2.2  Research process 

 
Figure 4: Research Process 

 

The above figure illustrates the steps in the research process. The research started with examining 

past studies, that have been done in the context of music festivals, audience profiling and social data 

usage. Additional papers were searched for text mining to get an understanding of the current status 

in the academic research. The according research comprises of two separate studies, as explained 

earlier.  

 

The first study: Text mining and social media comments from Facebook 

 

First, the study within text mining the social media comments is discussed in detail. The data was 

gathered through the platform called SODATO and pre-processed using the Python programming 

language. Before the social data can be used for analysis, it needs to be cleaned. The focus of this 

thesis is to gain insights from the user-generated content, which is why the comments made by 

Roskilde Festival were manually removed from the dataset in the beginning of the data cleaning 

process. This way, certain performer names would not pop up in the comments only because Roskilde 

Festival would have posted more regarding certain performers; hence, the data is less biased when it 

comes to the audience’s preferences. In addition, rows with no textual value in the comment section 

were removed. The dataset was then imported in the Jupiter Notebook and preprocessed with Python. 

First, all comments were lowercased to ensure, that the occurrence of unique words is counted 

correctly. (Gluck, 2017) This way, words like “The” and “the” are not considered as different words. 

To decrease the size of the dataset and to ensure a proper tokenization of the words, punctuation 
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between the words in the comments was removed according to a recent blog post. (“Fast punctuation 

removal with pandas,” 2018) 

 

Once the pre-cleaning of the dataset was done, the NLTK library was imported, which is a 

common library used within text mining. (Allen, 2018) First, the sentences were tokenized, meaning, 

that each word within a comment was split into separate terms. Hence, by tokenizing the words, 

Python was able to split the words from each other within a sentence. Furthermore, the tokenization 

of the words enables the identification of the topics later in the data analysis process and is used to 

count the amount of unique words in the dataset, which can be a powerful predictor of the importance 

of the specific word for a topic. Only alphabetical characters are included in the tokens. The changes 

were saved in a new column called “words”. 

  

 

Next, both the English and Danish stop-words were removed from the dataset. (Allen, 2018) This 

way, common words like “the” or “and”, that are not important nor likely to reveal meaningful 

insights for the analysis, are not weighted in the text as meaningful. Hence, only relevant words in 

the text column were kept in the dataset. Afterwards, the language of the comment was identified 

using the langid function in Python. Thus, each comment was labeled according to each country code. 

So far, the code can easily identify English, but has difficulties in identifying other less-spoken 

languages. For this reason, some of the Danish comments were labeled as Dutch or German despite 

the language being actually Danish. However, as the focus on the first study was to identify 

differences in local and non-local festival visitors, separating the datasets to English-speaking and 

Danish-speaking audience was sufficient. Once the languages were identified, the dataset was 

exported as an Excel sheet to separate the comments that were labeled as English-speaking comments 

from the rest.  

 



38 
 

 After the successful separation in Excel, both datasets were imported back in Python to 

analyze each dataset accordingly. This way, the most common words could be examined individually, 

and the preferences of both audiences explored. Hence, the concept “bag-of-words” was utilized to 

determine the top 30 most common words in each dataset. According to Aggarwal and Zhai 

(Aggarwal & Zhai, 2012), bag-of-words (BOW) represents the occurrence of separate terms with 

numeric weights that vary on importance and is often used in text analysis because of its simplicity. 

It provides useful information regarding the most occurred words in the textual data, which can be 

analyzed efficiently. Hence, the most common words serve as the first insight regarding the topics 

that are discussed in the Facebook group during the observed time period. Afterwards, the most 

discussed topics were examined using the Latent Dirichlet allocation method. According to Aggarwal 

and Zhai (Aggarwal & Zhai, 2012), the Latent Dirichlet allocation (LDA) enables the identification 

of patterns in term-occurrence, which again helps to detect topics that are often discussed in the same 

context. In other words, the LDA model results in topics, that contain the most often co-occurring 

terms. Hence, the number of expected topics was determined, and the passes increased depending on 

the results of the analysis. As the datasets differ in size, the optimal number of topics for the 

international dataset with 55 729 user-generated comments was determined to be 4, whereas the 

dataset for the Danish Facebook fans with 105 675 comments comprises of 7 possible topics. Both 

models were run through 20 times to identify the most relevant connections. The results are discussed 

later in chapter five. 

 

The second study: Surveying past and potential Roskilde festival visitors 

 

The second study was conducted as a survey to enhance the quality of the text mining results. The 

online survey comprised of both quantitative and qualitative elements. The questions were considered 

based on the most important features of the festival, namely the artists, accommodation, food and 

refreshments, camp design and the company. To gain deeper insights regarding the target audience 

and to be able to use these insights for later segmentation and marketing activities, also demographic 

variables were asked. The qualitative nature of some of the questions enabled a deeper analysis of the 

preferences between each age group. As discussed in chapter 4.6., the survey was conducted in 

Qualtrics to ensure, that the results could be exported later for the analysis. The survey was posted in 

Facebook and shared multiple times between the respondents. Overall, a total of 137 responses were 

gained. Once enough respondents were gained, the results were exported as an Excel sheet and 
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cleaned manually. The data was then analyzed using Excel and Tableau and visualized to provide a 

better understanding of the key insights.  

 

 After both studies were completed, the findings from each study were compared and analyzed, 

whereby the insights from past studies and the theoretical framework were taken into consideration. 

Finally, the last step of the research process was to derive meaningful suggestions for future 

improvement for Roskilde Festival. These suggestions were based on past research, that was 

introduced in the literature review, the conceptual framework as well as on the findings from this 

research.  

 

 

4.3  Roskilde Festival as a case study 

Roskilde Festival is one of the largest and oldest music festivals in the Northern Europe with over 

130.000 visitors each year (Roskilde Festival, 2020). The festival is created by a non-profit 

organization and through voluntary employees; hence all profits are donated to charity. Since the 

beginning, the organization has gathered already over 386 987 026 DKK for different charities, while 

many well-known performers, such as Nirvana, Bob Marley, U2 and Metallica, have supported the 

organization by performing at the festival. The figure below illustrates the development of the profits 

in the last eight years. Due to the overall increase in the number of visitors and profits, as well as the 

trend with sold out tickets, it could be argued that the festival has maintained a positive image 

throughout the years. 
 

YEAR PROFIT NUMBER OF VISITORS 

2018 68.889.762 DKK 100.000 (sold out) 

2017 47.378.786 DKK 100.000 (sold out) 

2016 51.138.635 DKK 80.000 (sold out) 

2015 52.387.531 DKK 80.000 (sold out) 

2014 59.826.344 DKK N/A 

2013 35.342.651 DKK N/A 

2012 43.080.660 DKK N/A 

2011 46.218.635 DKK N/A 
Table1: Development of profits and number of visitors 
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As the festival visitors come from different countries, and the social media activity of these users thus 

enables a wider reach for the festival posts through users’ likes and shares, social media’s role as a 

communication platform becomes a crucial platform for Roskilde Festival. In addition, the most 

important communication channels when looking at the number of followers for each platform are 

Facebook and Instagram. For Instagram, the event organizer has 115 000 followers, whereas the 

Facebook page has over 410 000 followers. To compare the social media statistics with some of the 

other Danish festival organizers, the table below illustrates the social media usage for the three big 

festival organizers in Denmark. 
 

SoMe channel Roskilde Festival TinderBox NorthSide CopenHell 

Facebook 410,890 89,837 86,208 74,165 

Instagram 115,000 24,000 19,700 24,200 

YouTube 24,500 220 290 2,110 
Table 2: Number of SoMe followers 

 
As seen above, Roskilde Festival reaches the most users in different social media channels compared 

to the other Danish festival organizers. The higher number of followers further equates to a wider 

reach of potential visitors, as users interact with the account in the according social media channel. 

Furthermore, it could be assumed, that the higher the number of followers, the more these followers 

engage with the company and create content and participate in discussions. As a result, more data is 

generated, which the company can utilize to improve their marketing efforts. As it can be expected 

that the size of the data is the highest for Roskilde Festival when comparing the social media 

popularity to other festival organizers, Roskilde Festival was therefore chosen for this case study. 

This popularity of the festival in social media indicates, that the social data is likely to provide some 

insights regarding the preferences of the audience and thus increase the value of such analysis for 

Roskilde Festival. 

 

 

4.4  Selecting data and data quality 

According to Roskilde Festival, the average age of a festival visitor is approximately 24 years 

(Roskilde Festival, 2020). To understand the characteristics of a same-aged target group, the objective 

of this research was to utilize data from a social media platform, where the users from this age group 
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spend most of their time. The value of social data is further enhanced by Evans and Mathur (Evans, 

& Mathur, 2018), who highlight that due to the increase in the usage of different social media 

platforms, an increasing number of researches are engaging with these platforms in the future as well. 

According to the authors, a lot of un-utilized value has been neglected from a research perspective. 

Evans and Mathur further emphasize the value of these platforms along with customer reviews as an 

information source. As seen in the previous section, the number of social media followers is the 

highest in Facebook for all festival providers. Thus, it could be argued, that many festival visitors use 

Facebook as their information source when planning a visit to the festival.  

 

According to the statistics provided by the platform, Facebook had over 294 million active 

daily users in 2019 in Europe. (Facebook, 2020) On a global level, the number of users exceeds 1,6 

billion and the number has increased steadily since 2015, as demonstrated in figure 5 below. Hence, 

it can be argued that Facebook has gained a significant role as a marketing platform and as a data 

source for businesses around the world. Indeed, already 90 million businesses have created a business 

page in Facebook, with over six million using the platform actively for marketing purposes. Not only 

does the platform help in building awareness and engagement among the target audience, but it also 

enables companies to gain valuable insights and analytics regarding their target audiences. (Facebook, 

2020) For example, the Facebook group admin can see, who are the top contributors within the group 

and when is the most active time for postings and engagement in general. When reaching out to new 

target audience, companies can choose desirable demographics, such as the age and gender of the 

user or advertise based on the interests of the target group. Afterwards, the advertiser can analyze the 

success of the campaign by looking at the analytics and the gained reach and conversions. These 

insights can be of interest when determining the next target audience or when the objective is to 

understand a local audience better. 
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Figure 5: Global number of Facebook users (Source: Statista, 2020) 

 
The popularity of the social media platform also indicates higher awareness for the marketing efforts 

for the festival provider, as more and more users are engaging with the platform. Especially for events, 

Facebook provides an excellent marketing platform due to the increasing number of searches users 

conduct for different kinds of events. (Lee, Xiong & Hu, 2012) In addition, Lee et al. highlight the 

sharing functionalities of the platform, where users are able to see their friend’s recommendations 

based on their interests and reactions to posts. Hence, by liking and sharing content, users are actively 

increasing the awareness of the posted content. According to Lee et al., the shared emotions of the 

Facebook users signal the success of the social media marketing and indicate the motivation to attend 

the event. Hence, Facebook can be considered as an important marketing tool and a data source for 

festival organizers and especially for Roskilde Festival, as the aforementioned numbers of followers 

indicate. The size of the data is a crucial factor when determining differences in the audience, because 

the higher amount of data allows to generalize the results to a wider population. Hence, by analyzing 

the social data from Roskilde Festival’s Facebook group, the results can be applied to other potential 

visitors, who enjoy similar events. As the Facebook data from Roskilde Festival has been collected 

from 2011 to 2017 and the data comprises of over 1 million datapoints, it could be argued that using 

the platform as a potential information source can have a value-adding function for Roskilde festival. 

Although Roskilde Festival has a wide presence in other social media platforms as well, such as 

Instagram, the users are not actively discussing their festival experience but rather engaging with 

individual postings and sharing pictures. As the number of followers is also significantly lower 

compared to the Facebook followers, it could be assumed that the amount of generated data is also 
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lower. Hence, the smaller dataset would have provided less value compared to other social media 

channels.  

 

As a result, Facebook data was chosen as a potential information source to identify the 

differences in the customers’ preferences. The platform has the highest number of followers and the 

identification of discussed topics is likely to be the highest compared to other social media platforms, 

due to its nature. In addition, numerous studies have been conducted utilizing Twitter data or 

customer reviews from TripAdvisor and Expedia, whereas utilizing the Facebook comments of a 

company from the event management industry is less explored. As this study demonstrates the 

benefits of text mining for the event management industry, others within the same industry are able 

to utilize these techniques for their own social media data in order to better understand their customers’ 

preferences. 

 

As discussed earlier, combining different methodological approaches can enhance the quality 

and the trustworthiness of the results. To some extent, Evans and Mathur (2018) suggest that the 

content analysis of social media comments could be viewed as a survey method as well. In contrast 

to traditional surveys, where questions are directly targeted to end-respondents, analyzing social 

media content is indirectly focusing on same results but utilizing user-generated content as an 

information source. This data is then analyzed by the researcher in a similar way as in a traditional 

approach and aiming for the same target; to identify the attitudes and opinions of the target group. 

Hence, it could be assumed that the combination of the social media comments with the survey data 

can provide a lot of value for the research. Indeed, the authors further highlight that the fast 

development of technology provides new possibilities for the research and enables a mixed approach, 

as chosen for this research. According to Evans and Mathur, this approach can provide more accurate 

results compared to studies, where only one methodological technique was utilized. Hence, to support 

the findings from the social data, also primary data was collected by conducting a survey in the same 

social media platform. The two datasets and approaches are described in the following chapter. 
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4.5  Description of the datasets 

4.5.1  Social data 

The social media comments were collected from the Social Data Analytics Tool (SODATO) database, 

provided by the Copenhagen Business School. According to Hussain and Vatrapu (Hussain & 

Vatrapu, 2014), the tool can be used to collect, store and analyze big social data, such as conversations 

in social media platforms. Hence, the Roskilde Festival Facebook dataset was one of the many 

datasets that have been stored in the platform already before.  

 

 The dataset comprises of social media comments from Roskilde Festival’s Facebook page 

from the years 2011-2017. Although the festival is located in Denmark, the amount of English-

speaking comments indicates that the festival is known also in a global level. Hence, the textual data 

is multilingual, which enables the differentiation of the data into two sub-groups, namely international 

visitors and local Danish-speaking audience, but also indicates challenges for further analysis of the 

data. The benefits and challenges of the dataset are discussed later in the section. The original dataset 

comprises of 22 columns and 868735 rows, in all above 19 million datapoints. However, as not all 

comments were relevant to determine the differences in the preferences of the customers, the dataset 

was first adjusted manually, before imported in Python. As a result, the transformed dataset contained 

161 400 rows and 13 columns, as seen below.  
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Additionally, the figure above introduces some of the columns of the imported social data, before 

any formatting was executed. As seen in the figure, a lot of numerical data had been collected by 

SODATO, that was not utilized for this research question. However, it leaves a lot of potential for 

future research within the festival industry. Because the dataset contains over 1 million datapoints, 

the data can be considered as “big data”. As one of the objectives for this thesis is to identify 

differences in the preferences of users through social data, the main focus on the social dataset is on 

the TextValue column, which contains the social media comments from the Facebook users. 

Examples from these comments from the English-speaking audience are illustrated below.  

.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.5.2  Survey 

To enhance the quality of the results from the text mining, a survey with quantitative and qualitative 

questions was conducted for the Facebook users. According to Delpy and Li (Delpy & Li, 1998) a 

survey is based on a questionnaire targeted to people. The authors argue, that the technique can be 

separated to three alternatives; surveys conducted through telephone or face-to-face interviews, self-

administered surveys, where the respondents submit their answers through e-mail or a designated 

survey collector, or through expenditure logs.  The expenditure logs allow respondents to keep track 

on changes during the event and return the questionnaire through e-mail when the event is finished. 
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As this thesis is not conducted in cooperation with the Roskilde Festival, the latter alternative is not 

of interest as a survey method.  

 

Choosing the right approach has a significant importance on the success of the results. 

Whereas interviewing respondents face-to-face or through telephone is costly, requires a lot of human 

labor and might increase bias depending on the behavior of the interviewer, the self-administered 

survey is less exposed to these kinds of challenges and has a lower labor intensity. Hence, survey 

participants can answer questions without being dependent on the interviewer and the responds are 

not affected due to misunderstandings during the interview. However, Delpy and Li (1998) emphasize 

the higher response rate for face-to-face interviews and the possibility for giving feedback, whereas 

for the self-administered surveys the return rate is relatively low, and respondents are more likely to 

ignore the survey questions. However, due to the many benefits of self-administered surveys and the 

faster procedure, the latter approach was selected. To enable a fast distribution of the survey and to 

target a similar audience group as in the Roskilde Festival’s Facebook page, an online survey method 

was chosen. 

 

The survey was targeted both to Danish and international users and distributed in Facebook. 

The target group was based on past and future Roskilde Festival visitors between the age 15-50+, 

with the assumption that approximately 60 respondents would participate in the survey. To avoid bias 

in the dataset, the survey was conducted in English language. Hence, a German visitor would have 

an equal understanding of the questions, as a Danish visitor. Choosing the right questions is of utmost 

interest to ensure, that the answers will provide value in answering the research question. To identify 

trend patterns for events, the Delpy and Li (1998) suggest using questions that give broader insights 

regarding the number of participants in the event, seating capacity, percentage of non-resident visitors 

as well as the travel party size for the non-resident visitors and the length of the stay, as an example. 

As the nationality of the visitors is a significant factor for this research, some of these questions were 

added to the survey. To avoid confusion about the purpose of the survey and in case of any issues or 

questions from the respondents, a short introduction was added at the beginning of the survey as 

shown below. 
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In order to figure out the characteristics of the visitors, some of the demographical questions are 

requested such as age, gender, nationality, residency, educational level and profession. Particularly 

the nationality was important to be examined, since the purpose of the survey was to dig deeper into 

the preferences of the visitors based on cultural backgrounds. Therefore, it is essential to see how the 

nationality might impact the preference results. To plan the marketing strategies accordingly, it is 

also interesting to find out some facts about the existing and future visitors of Roskilde Festival 

through questions such as how many times the festival visitor has visited the festival or how they 

knew about the festival. Through these questions, insights regarding successful advertising media and 

customer loyalty can be gained. The respondent could then choose a corresponding answer option 

between word-of-mouth, social media, print advertisement, television, website and radio, or elaborate 

more regarding their preferences by choosing the option “other”. 

 
Further questions were targeted to find out the existing visitor’s purchasing behavior, the 

length of their stay and the preferred group size when participating in the event. These results are 

useful in providing insights of preferences and customer behavior during the participation in the event. 

In addition, it is also noteworthy to figure out what other festivals the respondents have participated 

in before, if any.  
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The main important features that build the success for Roskilde Festival are considered to be the artist 

performance, atmosphere, camp design, company, food and refreshments as well as the hygiene factor. 

In order to figure out which features are most important to the visitors, the below questions were 

designed so the respondents could rate the importance of each feature, and the option “no opinion” 

was also given in case the respondents have no preference for a specific feature. Artist performance 

is the core of the event since Roskilde Festival is a music festival. Secondly, atmosphere has a direct 

impact on visitors’ mode and feelings. Third, camp design affects the stay and the conveniences of 

the event. Lastly, hygiene, food and refreshments are some features which are connected to the 

lifestyles of the respondents and also influences the participation. Hence, the above six features 

provide a holistic understanding of how the visitors prefer the different aspects of the festival. 

Furthermore, to figure out more details regarding the audience, some other preference qualities were 

incorporated, such as, main purpose of visit, preferred diet, preferred accommodation during the 

festival, preferred music genre as well as the preferred social media platforms. Results of these 

questions reflect the preferences and lifestyle of each respondent which is key to figure the demands 

and needs of visitors. Furthermore, to dig deeper into the purchasing behavior of respondents, a 

question concerning the amount spent during the event beside the tickets purchase is integrated. To 

make the survey more relevant to this year’s situation with Corona virus along the cancelation of the 

Roskilde Festival 2020.  The following two questions are designed to figure out if online streaming 

would be of any value for Roskilde Festival. 
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Lastly, three open questions are designed for existing visitors to explore more freely the opinions of 

the individuals towards Roskilde Festival. Which are “What is the most memorable experience you 

have from Roskilde Festival?”; “What is one thing you wish Roskilde Festival improved?” and 

“Would you participate again in the event and recommend the event for others? Why / Why not?”. 

These questions allow respondents to express their favors and dislikes of the event as well as potential 

prediction of future participation. The approximate length of the survey is 5-10 minutes. The full 

survey containing all questions can be found in the appendix. 

 

4.5.3  Unstructured and structured data 

As discussed in the literature review, most of the big data comes in the form of “unstructured data” 

(Ryden et al., 2017). As a result, it could be argued that a lot of potential value is left unrealized, if 

festival organizers such as Roskilde Festival ignore these data sources. According to Erevelles et al. 

(2016), unstructured data can include textual data from blogs and text messages or non-textual data 

in form of images and videos. Indeed, a lot of the unstructured data can be collected through social 

media. The textual data in form of social media comments from Roskilde Festival’s Facebook group 

falls to this category. In contrast, structured data comprises of sensor data, records and files and 
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databases (Erevelles et al., 2016). For this research, the structured data sources included annual 

reports, statistics from the social media pages and partly the responds from the survey.  

 

 This research aims to explore the differences in the preferences of festival visitors. The main 

source of information in discovering these preferences were the social media comments, which are 

classified as unstructured data, and the feedback provided through the survey. Analyzing the data 

based on the comments was crucial to be able to find out differences between the two audiences, as 

the datasets were separated based on the language of the comments. Although it could be of interest 

to see differences in the preferred postings by looking at the number of gained reactions, it would 

have been challenging to differentiate the residency behind the data, as the nationality does not show 

in the unique user ID. However, structured data was also used, such as the likes and number of unique 

post types, to gain an overview of the overall social media usage on behalf of Roskilde Festival and 

to understand the level of engagement of the Facebook users. Indeed, according to Ryden et al. (2017), 

combining unstructured data with structured data sources such as the likes of Roskilde Festival’s 

postings, enables companies to enhance their understanding of customer behavior. In fact, the authors 

emphasize that the richness of the data helps companies to identify customers’ preferences.  

 
 

4.5.4 Benefits and challenges with the data 

Although textual data is able to provide a lot of valuable insights, it also presents many challenges. 

In contrast to traditional textual data, such as news articles, the content created in social media is 

more affected by timely differences. (Aggarwal & Zhai, 2012) A user might comment his preferences 

on a Facebook group today but change his opinion to the opposite within a few months or years. 

Hence, the textual data in social media is time sensitive. Another challenge occurs due to the length 

of the user-generated content, which is often restricted by the platform. For example, Twitter limits 

the length of the data to 280 characters. (Twitter, 2020) This results in less information, which makes 

finding patterns in users’ opinions challenging. Moreover, the language in social media differs 

significantly from the written standard language and among different age groups. Hence, while 

discussing with a friend, the user might use phrases such as “How r u?” instead of typing the correct 

version, “How are you?”. Similarly, true meanings of the feedback can remain hidden while users are 

in fact being sarcastic. Furthermore, the rapid speed of the creation of social data creates new 

challenges (Ryden et al., 2017). Whereas the current social dataset by Roskilde Festival only 
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considers comments until the year 2017, a lot of new data is created on an ever-increasing speed. 

Without monitoring this amount of data automatically, collecting and storing the data proves to be 

challenging. Indeed, the missing data from the past years could be considered as a gap in the social 

data. As this dataset was collected by an external provider and this research is not conducted in 

cooperation with Roskilde Festival, accessing the missing data from the last years is challenging, if 

not impossible.  

 

Another challenge related to social data in the according context is name tagging. The 

Facebook users at Roskilde Festival’s page often tag each other in the posts, which in return results 

in huge amounts of individual names in the comment section. Hence, a manual analysis of the results 

is still needed to ensure the correctness of the text mining results. Many users also expressed their 

feelings through typing the words instead of using emojis, which means that the data further involves 

a lot of comments such as “haha”, spelled in different ways. However, as the data is gathered through 

Facebook, these kinds of natural comments were expected. In addition, the multilingualism of the 

comments provided a few challenges when dividing the dataset. When a user only mentioned an artist 

without further comments, the division into separate languages was difficult. Furthermore, whereas 

English is relatively easily understood by Python, less-spoken languages such as Danish are often not 

identified correctly. For this research, the primary focus was however on separating the international 

audience from the locals, so the limitations with Danish language did not affect the results 

significantly. Despite the challenges with the social data, it could be argued that using social media 

data to gain insights regarding the audience can provide significant value for Roskilde Festival. It 

could be argued that the social media comments from Roskilde Festival’s Facebook page are 

considered as high-quality data. 

 

In addition, the analysis of the survey data provides both advantages and challenges for the 

methodology. As explained earlier, the survey was incorporated as a second study to enhance the 

quality of the text mining findings. The number of participants was 137 and the overall length of the 

survey between 5-10 minutes depending on the speediness and the experience of the respondent. To 

avoid biases in the survey data, the survey was conducted in the same platform and in English 

language for all respondents, namely the Danish and the international audience. Furthermore, an equal 

chance for answering the survey was given for potential first-time visitors and past festival visitors. 
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This way, motivation behind not participating in the festival was also considered and the survey 

resulted in more valuable insights. 

 

According to Evans and Mathur (Evans & Mathur, 2018), online surveys have several benefits, 

as they reach a wide audience through online platforms. Furthermore, online surveys provide fast 

results, as participants can be reached virtually everywhere, and answering questions is convenient 

for the user due to the easy access to the survey across devices. According to the authors, the analysis 

of online surveys is also easier, as many of the survey providers contain built-in analytic tools and 

the data can be exported as different formats. Some of the survey providers, such as Qualtrics used 

for this research, further adjust the survey questions according to the user’s device, allowing better 

usability for the respondent. This way, the questions are mobile-optimized and clearly visible to the 

user, if participation through a desktop software is not possible. Despite the many benefits of online 

surveys, conducting one also has some disadvantages. First, if the survey is shared through an e-mail, 

the survey can be viewed as junk mail. Hence, majority of such e-mails are ignored by the end receiver. 

Furthermore, Evans and Mathur (2018) emphasize the lack of instructions when answering the survey 

questions. Thus, the respondent might not answer the question in a way that the researcher expected 

or can discontinue the questionnaire if the instructions are not clear. Indeed, the low response rate is 

a major challenge for online surveys. In addition, the increasing concern on privacy issues especially 

after the introduction of the General Data Protection Regulation (GDPR) from May 2017, might 

hinder the participation in online surveys even further. Moreover, the ways of distribution might also 

affect the respondents’ group of the survey which leads to biases. Nevertheless, the benefits of such 

online method clearly exceed the challenges with online surveys. Therefore, the online survey method 

was chosen to gain deeper insights regarding the preferences of the festival visitors.  

 

To conclude, the preferences of the target groups were considered from both aspects; first by 

looking at the past comments created by the user without the user actively understanding the analysis 

of the comments, as well as by actively asking the target group for their opinions. The difference in 

the timing could be seen as an advantage, as the social media comments reveal hidden preferences 

and differences among those from the past, whereas the responds now highlight current preferences. 

As discussed before, this increases the trustworthiness of the results and makes the findings more 

generalized towards a broader population in a longer time period. Hence, due to the mixed approach 
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of combining two kinds of data, it could be argued that the gathered data has a sufficient quality to 

answer the research questions of this study.  

 

 

4.6  Tools  

According to Maydon (Maydon, 2017), there are four types of data-analytics approaches: descriptive, 

diagnostic, predictive and prescriptive approaches. Whereas the descriptive approach describes the 

findings of the dataset and is less complex as a method, a diagnostic approach demonstrates why 

certain things have happened, providing more value while increasing the complexity of the research 

method. Further, a predictive analysis aims to identify, what will happen in the future, while the most 

advanced but value-enhancing approach, prescriptive analysis, provides clear suggestions for future 

actions. Despite the assumption, that the two social datasets with according target audiences differ in 

the discussed topics to a certain extent, the overall approach of this thesis is rather descriptive. Hence, 

no future behavior of the target audience is predicted, but the key findings are described based on the 

dataset collected by SODATO and further explored by conducting a survey for the users. In fact, the 

descriptive approach determines also the structure for the survey analysis, as the demographical, 

geographical and psychographic dimensions identify segments based on descriptive characteristics 

(Brady et al., 2010). For the descriptive analysis, the following software were utilized: 

 

Tableau 

Before the social data was imported in Python, the dataset was explored using Tableau. The Tableau 

Software is a data-analytics platform, that enables companies to understand and organize their data 

in a more comprehensive, visual way. (Tableau, 2020) According to the developers of the platform, 

the tool allows companies to turn their data into competitive advantages and is scalable across 

industries and departments. Indeed, visualization of the ever-increasing amount of multi-dimensional 

data is crucial to help companies understand their data better (Thomas & Cook, 2005). As the Tableau 

Software is one of the fastest-growing visualization tools on the market and relatively easy to use, 

Tableau was utilized to get a first understanding of the data and later to visualize the results of the 

analysis. Consequently, the most active years of Facebook postings could be identified along with 

the most frequent post type and the amount of most-shared reactions to these posts. Thus, the visual 

analysis ensured a better understanding of the dataset, before the analysis was moved to Python.  
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                                                 Figure 6: Activity on Facebook page 

 

Python 

According to Chioffi-Revilla (Chioffi-Revilla, 2014), Python is a popular open-source programming 

language, that alongside many other purposes can be utilized to explore social models, such as 

individual decision-making. The language is fairly easy to learn, and it supports various datatypes. 

For this research, Python was used to clean the dataset from unnecessary information and to 

demonstrate the basic insights of the dataset, such as the size of the data and the language of the 

comments. In addition, Python was used to explore further differences in the two datasets by 

analyzing the content of the text column through text mining methods.  

 

Due to the large size of the dataset, Python proved to be an excellent tool for the data-analysis, 

as the analysis of the content could be done fast. In contrast, running similar tasks in Excel, which 

only allows the importing of data to a certain limit, would have been impossible.  

 

 

Qualtrics 

To enhance the quality of the results from text mining, a survey that combined quantitative and 

qualitative methods was conducted. For this, the tool Qualtrics was utilized, which is a common 

survey design tool to use both for academical and business purposes. For this thesis, Qualtrics was 

used to set up the survey questions in a logical order. The different question types were used such as 

multiple choice and open questions. The respondents’ options also vary based on the purpose of the 

questions; single option, multiple options, text entry as well as simple rating were all incorporated in 
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the survey. Qualtrics further offers various distribution options, such as anonymous link, emails, 

personal links, social media, offline app and even QR code. To keep the coherence of the survey, it 

is only distributed through an anonymous link, which is easily accessed from different devices 

(Qualtrics, 2020). Lastly, with the advanced data and analytics options of the tool, the results can be 

exported with only numerical values or text values and can be exported in various formats. Qualtrics 

was therefore chosen due to its advanced and rounded function as well as its convenience.   

 

 
 

4.7  Summary 

To conclude, the research questions are explored using a combination of several methodological 

approaches. It could be argued that this is one of the strengths of the current research project, as 

combining multiple methods has been suggested by past research studies and is not utilized to a broad 

extend. Thus, the survey that combines both quantitative and qualitative questions along with the text 

mining methods utilized in the Roskilde Festival’s own Facebook page can be considered as a value-

adding methodological choice for this research question. Moreover, these methods can be easily 

applied to different organizations, as companies have access to their own social data. 

 

The weakness of this study however is the lack of intensity in the text mining approaches. 

Indeed, the social dataset could have been examined by using more advanced methods within text 

mining and further explored by analyzing the results more profoundly. In their research, He et al. 

(2017) utilized sentiment analysis to gain a greater understanding of the consumer opinions in the 

hotel reviews, whereby the worst performing service attributes could be identified and improved. A 

similar approach could have been applied towards the different artists in the two target groups. 

Nevertheless, it should be noted, that the objective of this thesis was to explore the possibilities within 

social data and the utilization of these insights for marketing and segmenting purposes. For this reason, 

the main focus of this research was not heavily based on the text mining methods, but rather exploring 

the differences in the preferences by utilizing social data, which is often ignored by many of the 

companies. The suggested approach can therefore be used as an example for other music festivals on 

how to effectively utilize social data for business purposes. From the business perspective, the 

purpose behind text mining the social media comments is to disseminate information regarding the 

current possibilities in the context of music festivals. In contrast, this research project further 
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emphasizes the benefits of social data for the academic research, as text mining techniques are less 

studied in the event management industry. 

 

In addition, also other columns of the social dataset could have been explored more precisely 

and added to the overall analysis. The social data further comprised of columns related to different 

post types, reactions to these and the dates when comments were created. Although this data was 

utilized to gain a first overview of the dataset, these insights could have been explored further using 

quantitative methods. For example, the study could have examined differences in the sentiments 

before and after the event and the engagement towards different post types throughout the year. 

Moreover, the comments and posts from Roskilde Festival were removed from the dataset, as the 

objective of this research question was to explore the preferences of the festival visitors and mixing 

comments from the organizer could have caused biases in the textual data. However, it could have 

been of interest to identify patterns in Roskilde Festival’s Facebook postings and analyze whether the 

reactions between the two target groups differ in relation to these.  

 

The weaknesses within the survey were more related to the number of participants due to a 

shorter timeline. A higher number of responds would have enabled a deeper analysis of the 

differences. Moreover, the surveys could have been linked stronger to the results found in text mining. 

However, as these insights were only related to music preferences, the current structure of the survey 

enabled to identify new differences within the two target groups. Thus, the methodological choices 

that were utilized for this study match the objective of the research questions. 
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5.  Findings 

The following section introduces the findings from the online survey, as well as from text mining 

the social media comments of Roskilde Festival’s Facebook page. 

 

5.1  Findings from text mining of the social media comments  

To gain deeper insights regarding the differences among the audience profiles, the social media 

comments of Roskilde Festival’s Facebook page were examined in detail. Although the comments 

are collected during a different time period and the users differ from the ones interviewed for the 

survey, it could be argued that these insights can still provide value for the research, as the users could 

be separated to two target segments based on their nationality. Unfortunately, as the nationality was 

identified based on the language of the comment, only the Danish audience proved to be 

representative for a deeper analysis. For this reason, the rest of the audience was grouped into the 

international segment, as most of the users switched the language to English to communicate with 

the festival organizers. Hence, the preferences of the international segment and the local Danish 

audience were examined by looking at the most common words that appeared in the comments, as 

well as the discussed topics throughout the years. The text mining procedure is explained in detail in 

the methodology section of this paper. First, the results from the international audience are analyzed. 

The findings from the bag-of-words for the 30 most common words indicated, that the performers 

“Prince” with the song “Purple rain”, “Muse”, “Rage Against The Machine” and “Africa Express” 

were the most discussed in Roskilde Festival’s Facebook page.  

 

 
 

To derive optimal topics from the social media comments, only topics concerning music genres, 

performers and cultural backgrounds were relevant for this study. The suggested topics are therefore 

grouped under a specific music genre, so that the discussed music genres can be compared between 

the two target groups and with the results from the survey respondents. The results from the topic 

mining are illustrated in the table below. In total, four topics were identified. As the band “Muse” 

was discussed alongside the sizes medium and large, it could be assumed that the users were talking 
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about the band within a competition to win band merchandise. As the band was one of the most 

discussed topics, it could be argued that such merchandise was successful for these performers. 

Another finding indicated which performers were discussed in the same context. For example, when 

users mentioned “Africa Express”, also “Rage Against The Machine” and “Daft Punk” were often 

mentioned in the discussions. Similarly, “Prince” and the song “Purple rain” was often linked to 

“Rage Against The Machine” and the band “Slipknot”. Such findings could indicate potential cross-

selling and collaboration opportunities for merchandise sellers and marketers. Another topic was 

related to Syria and Lithunia, which was also mentioned in the comments 134 times throughout the 

period. Although a further analysis of this topic is as such challenging, a deeper analysis of 

combinations with other words indicated, that these countries might represent the origin of a certain 

performer. 
 

Suggested topic Words in the topic: Identified topics: 

Topic 1:  
Rock music 

medium, large, hahaha, thanks, muse, 

rasmus, okay, east, oliver, victor 

Muse 

Topic 2: 
Alternative music 

tak, wow, fuck, Andersen, express, Africa, 

ja, punk, rage, daft 

Africa Express, Rage 

Against the Music, Daft 

Punk 

Topic 3: 
Heavy metal & 
Alternative rock 

ja, small, prince, rain, purple, lol, ratm, 

awesome, mads, slipknot 

Prince, Rage Against the 

Music, Slipknot 

Topic 4: 
Cultural 
background 

nan, str, Syria, Lithuania, wtf, true, se, 

vildt, sarah, ses 

Syria/Lithunia 

Table 3: Topic mining results from the international audience 

 

As seen above, the suggested topics align with the most occurring words in the Facebook comments. 

Thus, it could be concluded, that the international audience is interested in the above-mentioned 

performers and music genres. As the music genre from these performers represent rock, alternative 

rock and punk music, it could be argued that the international audience is easier attracted to rock 

music and visit the festival because of this music genre. The same steps were conducted for the local, 

Danish audience. The figure below illustrates the bag-of-words for the Danish audience throughout 

the observed time period.  
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As seen above, the artists that occur most often in the discussions are “Nirvana”, “Eminem”, “Mew”, 

“Rammstein”, “Kedrick Lamar”, “Foo Fighters”, “Major Lazer” and “Radiohead”. Although some 

of the mentioned bands can be categorized to belong to the rock music genre, in contrast to the 

international segment, the Danes signal interest towards more mainstream bands as well. The findings 

from topic mining aligned with some of the results from the bag-of-words. The number of the chosen 

topics was determined to be seven, as the trial with less topics did not provide a lot of meaningful 

insights. However, as some of the suggested topics still did not contain any performers or meaningful 

themes, only four of these topics are considered valuable. The table below indicates the suggested 

topics. 
 

Suggested topic: Words in the topic: Identified topics: 

Topic 1:  

Rap music 

yes, get, come, Roskilde, best, go, 

Kendrick, festival, yo, ä 

Kendrick Lamar 

Topic 2:  

Rock music 

wow, yeah, läkkert, oh, nice, käbt, wuhuuu, 

von, tenacious, day 

Tenacious D 

Topic 3: 

Pop & Pop-Rock 

stärkt, wtf, ska, young, radiohead, mew, 

sandra, av, fantastisk, äh 

Radiohead, Mew 

Topic 4: 

Cultural 

backgrounds 

litauen, syrien, nej, äv, ya, och, sindssygt, 

savner, wiz, syria 

Syria, Lithunia 

Table 4: Topic mining results from the Danish-speaking audience 

 
As illustrated above, analyzing the social media comments of the festival visitors can help to identify 

differences in the market segments. For the first study, the main difference could be seen in the music 

preferences of the international and local visitors. The findings from text mining can therefore add 

value to the audience profiling and provide a more detailed analysis. 
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5.2  Findings from the survey 

5.2.1  General overview of the typical festival visitor 

The survey data was exported as an excel sheet and analyzed both in Excel as well as in Tableau for 

better visualization techniques. In general, the survey conducted of 137 respondents from different 

nationalities, the main nationalities being Finns and Danes. Interestingly, the group of respondents 

included several different nationalities, which enables a more trustworthy sample of the overall visitor 

profile, as the festival attracts tourists from all parts of the world.  

 

All respondents were over 18 years old, most of them falling to the age group of 23-26. Hence, 

the age group aligns with the average age of a Roskilde Festival visitors, which according to their 

website is approximately 24 years. The second biggest group of the respondents is the age group 27-

35 (approximately 29% of all respondents), following with the age group 18-22 (9,4% of respondents) 

and the age group 34-49 (7,2% of respondents). Only 7 of the respondents were over 50 years old. 

Most of the respondents live in Denmark and have completed a bachelor’s degree. 44 of the 

respondents had already finished their masters’ degree, while 19 of all respondents had completed 

their studies after high school. 10 respondents of the group had a professions’ bachelor, which in 

Denmark prepares the student to an immediate profession after graduation. Only one respondent had 

solely completed primary school. To summarize, it could be argued that most of the potential festival 

visitors are high-educated and complete a university degree. 

 

The majority of the respondents knew about the festival through word-of-mouth. However, it 

should be noted that most of the respondents have a Nordic nationality or residency, which could 

explain the popularity of the festival among these nationalities. Hence, the results don’t indicate to 

any improved functionality of a certain media channel. As the survey was targeted to all potential 

visitors of Roskilde Festival, meaning to those who either have visited the festival before or who 

demonstrate a high intention of going in the near future, most of the respondents had either never 

been to the festival before or participated once. However, approximately 19% of all visitors had 

participated in the festival 2-3 times, 13% of the respondents between 4-6 times and approximately 

8% of all respondents had visited the festival over 7 times. The results indicate, that 40% of the 

festival visitors are returning visitors. 
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As the festival is well-known in Europe, it could be expected the tickets sell out fast. Indeed, 

as illustrated in figure 8, most of the visitors purchase their ticket 6 months before the festival. The 

claim “Null” in the table indicates the respondents, who have never been to the festival. According 

to the results, 6 visitors purchased their ticket 9 months in advance, which might have been an early-

bird sale right after the last festival. In contrast, only 18 respondents purchased their tickets last 

minute or one month in advance. Thus, the results indicate, that most of the potential visitors buy 

their ticket well in advance, which enables Roskilde Festival to plan the number of participants and 

the safety measures accordingly. 

 

 

In addition, most of the visitors (34%) spend 6-8 days in the festival, meaning nearly the whole 

duration of the festival. The length of their stay indicates that Roskilde is able to gain increased profits 

due to the expenses for full-time tickets and the money spent during the festival. The second biggest 

time category is to stay only one day, which could indicate that visitors attend the festival because of 

certain performers. However, many of the visitors also stay 2-3 days or 4-5 days in the festival.  

 

Figure 7: Time of purchase and time spent in festival 

Figure 8: Preferred accommodation options 
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According to the data, the most preferred accommodation option among the respondents is to 

stay on the festival campus. Nearly half of the respondents claimed that they prefer to stay overnight 

at home or at a friend’s place, which was expected as most of the respondents live in Denmark. Only 

26 of the respondents would stay in a hotel or a similar accommodation. Typically, the majority of 

the potential visitors attend the festival with bigger groups. 36 of the respondents attended the festival 

in a group of 4-8 people, whereas 26 respondents stated that the group size exceeded 9 people. 

Similarly, the same number of respondents attended the festival with 2-3 friends, 11 reported to 

participate with a friend and only 2 people visited the festival alone. Most of the respondents argued 

that they spend approximately 1000-2000 DKK during their visit, which corresponds approximately 

to the most expensive ticket option in the festival. The second biggest group was to spend between 

500-1000 DKK during the stay, following by 2000-4000 DKK. However, the high expenses might 

occur due to accommodation expenses, as most of the visitors stay on-campus.  

 

As a result, it could be argued, that the average festival visitor is between the age 23-26 years, 

who attends the festival in a bigger group comprising of 4-8 friends. The typical festival visitor 

purchases the ticket 6 months in advance and buys the most expensive ticket for the full duration of 

the festival. The festival visitor is well-educated and most likely has a university degree. The 

following section examines the differences in the festival visitors, when the nationality is considered.  

 

 

5.2.2 Local audience – understanding the Danish visitors 

The following section focuses on understanding the Danish visitors’ characters and preferences based 

on the survey results. A total of 46 out of the 137 survey samples were made by Danish respondents, 

54.34% of the Danes are in the age group of 23-26 years old, and 81% of respondents in that age 

group has been to Roskilde Festival before. An equal number of respondents (17.39 %) are between 

18-22 years and 27-35 years. Left with approximately 10% of the respondents in the age of over 36 

years old. The majority of the respondents (21) have finished a bachelor’s degree and the next most 

frequent education level is high school level with 13 respondents, which may be connected to the age 

group of the respondents. Most of the Danish respondents are students. 
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Most Danish audience knew about Roskilde festival through friends and family or word of mouth, 

only 1 Danish respondent got to know about Roskilde Festival through social media, and 1 through 

television. In addition, 9 people have elaborated on this question, 3 out of the 9 highlights “you grow 

up knowing about it as a Dane”, 4 respondents knew about the event through all the options listed, 

which were friends and family/word-of-mouth, social media, radio, website and television. However, 

it could be argued that the 9 elaborated responds initially knew about the event through friends and 

family.  

 

Although typical Danish respondents have been to several other music festivals before, still 

40% of respondent have never attended other music festivals, and 16.67% of those respondents have 

never been to Roskilde Festival neither. Analyzing the Dane’s frequency of visiting Roskilde Festival, 

surprisingly, 26% (12) have been to the event 4-6 times before, 21.7% (10) have been to the event 

only once, 19.6% (9) have been to the event 2-3 times before, 13% (7) have joined the festival more 

than 7 times, yet there are still 17.4% (8) of respondents whom have never been to Roskilde Festival 

before.  

Figure 9: Age and education level of the respondents 
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For the respondents who have participated in the event before. Majority have purchased the tickets 3 

months in advance, followed by 6 months in advance, 4 people chose to buy the ticket 1 months in 

advance, 2 early birds already secured the tickets 9 months before the event taken place, and only 1 

respondent bought the ticket last minute. Half of the visitors participated in the event for 6-8 days 

(full event), the next popular duration for participating is only one day. It could be argued that these 

people may have come to the event to see a specific artist performance.  

 

 

 

 

 

 

 

 

 

 

Figure 10: Number of visits and time of purchase 

Table 5: Duration of the visit in relation to the group size 
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According to the results above, most people like to join the event with a large number of people. 

Almost 40% (18) of the Danish respondent participated in the event with more than 9 people, another 

30% (14) visited Roskilde festival with 4-8 people, only 2 people went to the event with one other 

person, and 4 went with a small group of 2-3 people. Nevertheless, none of the Danish respondent 

went to the festival by themselves.  

 

In order to figure out the preferred features during the festival, the respondents were asked to 

rate the above features from not at all important to extremely important. The features include artist, 

camp design, atmosphere, company, food and refreshment, and hygiene. The results are shown as 

below: 

 

Out of the six features, most Danes chose company as the most important feature, 86.96% of visitors 

rated extremely important to have the right people to attend the festival with, 10.86% said that 

company is fairly important, and only 1 person chose the important option. Overall, none of the Danes 

rated the company to be slightly important or not at all important. Similarly, atmosphere of the festival 

is also a significant feature which visitors consider when participating. 71.74% rated this feature to 

be extremely important while the rest rated atmosphere to be fairly important. The artist is another 

popular aspect of the event, an equal amount of 18 people chose artist to be extremely important or 

fairly important, 7 people thought artist is important and only 3 people considered artist to be slightly 

important. For hygiene, food and refreshment, the results are more diversely distributed. Yet, 

mainstream visitors consider both features fairly important. As a result, the Danish respondents prefer 

the soft features such as company and atmosphere. However, artists also seem to be a key attraction 

for the participants as shown in the below figure.  

 
 

Table 6: Rating of festival features for the Danes 
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                Figure11: Feature preferences for the Danish visitors 

 
With 63.04% of responds, the popular purpose of visit is spending time with friends, while another 

32.61% of people are attending the event with the key intention of enjoying the artist performance 

and the event itself. Out of the Danish respondents, only 1 had the main interest of meeting other 

people with same interest, and 1 said the main purpose was to “feel free”.  To figure out the preference 

of a typical Danish respondent who have been to Roskilde Festival before or have a strong interest in 

the event. It was chosen to gain some useful insight from the lifestyle perspective, with focus on 

chosen diet, accommodation, music taste and social media involvements.  

 

Most Danish respondents are not very demanding on a specific diet, 73.91% (34) said that 

they eat everything, while 6 individuals are vegetarian, a few prefer gluten and/or lactose-free diet, 1 

person mentioned that she eats everything but greasy junk food, and another person specified that the 

desired diet is value for money. 

 

Concerning the accommodation while participating in the event, most people would like to 

stay on campus to get the full Roskilde Festival experience. For the crowd who participates in the 

event for 6-8 days, only 1 chose hotel/hostel/Airbnb as the preferred accommodation, while the rest 

chose to stay on campus. 6 out of the 15 people who chose to stay off campus have never been to the 

event, and the rest have only partaken in the event for 1-3 days as seen in the below figure. 
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Figure 12: Accommodation preferences e compared to the duration of the participation for Danish visitors 

 

Observing the Danes’ music taste, Pop is the genre that was most frequently picked by 29 times as 

illustrated below. Followed by Hip-Hop/Rap and R&B with 22 and 20 selected as preferred music 

genre. Hence, it is argued that Danes enjoy main-stream music. Other popular music genre is Rock, 

followed by Alternative Rock. Additional music genres such as Classic, Jazz and Indie were also 

mentioned in the scores. 

 

 
Figure 13: Music genre preferences of the Danes 
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Regarding the social media involvement, the results highlight that almost 90% of the Danish visitors 

have confirmed their activity on social media during the Roskilde Festival. Digging deeper into the 

preferred social media, the greater part of Danes is commonly active on Instagram and Facebook with 

Instagram voted 39 times and Facebook has been selected 30 times. Thereafter, Snapchat is still 

considered popular with 34.78% of respondents who also chose this platform as their preferred social 

media. While Jodel and Tik-Tok only had little attractiveness, YouTube is yet reflected as well-liked 

with 15.21% of Danes choosing this platform as favored social media.  

 

In addition, the survey also attempts to figure out the spending power and the willingness to 

pay of participants from 2 perspectives. Firstly, the amounts spend during the event beside purchasing 

the ticket was deliberated. The result suggests that 13 people spend 1000-2000 DKK during the event, 

9 people spend 500-1000 DKK and additional 9 spend 2000-4000 DKK. 6 people spend 4000+ DKK 

and only 1 person spends less than 500 DKK, who were only at the event for one day. As shown in 

the graph below, a positive correlation was found between the amount of money spent and the visiting 

duration, which is logical.  

 

 
Figure 14: Amount spend compared to the participation duration for the Danish visitors 

 

Secondly, in order to extract results which are related to the current situation where Roskilde Festival 

2020 has been canceled. A fictional online streaming option was given to the survey respondents. 

Simply 21.74% of the respondents are willing to pay for live streaming. Furthermore, 60% of the 

people who voted yes, are willing to pay 50-250 DKK for live stream artist performance and 40% are 
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willing to pay 250-500 DKK. As a result, the live streaming option might not be particularly valuable 

for Roskilde Festival. 

 

Lastly, the survey ended with three open questions available only for people who have 

participated in the event before. The questions were related to the most memorable experiences, 

suggestions for Roskilde Festival and if the visitors would recommend the event or participate again. 

Most memorable experiences tend to involve being with friends, having fun and many were related 

to specific artists. Some comments related to enjoying the time with friends e.g. “Good vibes and 

laughs with friends at the camping site”; “Having fun with friends and attending the “High Energy” 

concerts”; “Good moments with friends”. Almost half of the most memorable experiences were 

somehow connected to the artist and performance, such as “Front row Eminem.”; “Eminem and 

Rag’n’Bone Man concerts”; “Falling asleep in a tent while John Fogerty played proud mary. Back in 

a very wet year 1997”; “Campsite parties are amazing every year, and the artist I've gone to see have 

never let me down” and “An amazing Florence + the machine concert with my best friends and the 

weather was amazing”. 

 

For one thing that Danes wished Roskilde Festival could improve were repeatedly connected 

to the hygiene and trash recycling aspect, for example the toilet and shower facility and cleanness. 

Another main aspect is related to the food and refreshment prices, where visitors considered these to 

be overpriced. The queuing system was also demanded to be improved, especially the queuing for 

getting into the event and getting a camping spot.  Lastly, artist choice was mentioned here as well, a 

few of the visitors wished for more diverse music genre. 

 

All things considered, with only 1 person responded maybe, almost 100% of the Danes are 

very certain that they would come back to Roskilde Festival again as well as recommend it to others. 

The reasons behind are again the concert, atmosphere and spending time with friends. Many use 

phrases such as “Yes, because I'm having the time of my life every time I'm there.”; “Absolutely. It's 

the craziest week of the year and the atmosphere is something you need to experience firsthand.”; 

“Yes, great atmosphere and mostly great artists”; “I’ll come back till I can’t no more physically, and 

I will always bring as many of my friends as possible, or make new ones there if none will come with 

me”. The aforementioned phrases indicate the satisfaction of the Danish visitors. 
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5.2.3  Comparison of Danes to Finns 

Although many nationalities are involved in the survey, it is argued that there are not enough 

respondents to generate sufficient insights. Therefore, with Finnish segment being the largest group 

of respondents, it was decided to analyze the results of Finns and compare their characteristics and 

preferences. 

 

The 50 respondents with Finnish nationality are more flatly distributed among the age groups 

compared to the Danes. Mostly in the age group 27-35, slightly older than the Danes, yet the next 

largest age group is again between 23-26. With 6 respondents between 36-49 and 5 over 50 years old, 

the Finnish average age of the survey respondents is older than the Danes. Consequently, 44% of the 

Finns’ education level appear to be master’s degree, followed by 36% with a bachelor’s degree. The 

education levels seem higher for the Finns compared to the Danes, which might be connected to the 

age.  

 

The ways the Finnish visitors got to know about Roskilde Festival is very similar to the Danes, 

typically through friends and family and word of mouth. Yet, 10% of people knew about the event 

from television. With 18% choosing the others option, some have elaborated that they knew from 

media in general and print advertisements; or the respondents are unsure, since it might be all the 

option listed. Although 86% of the Finnish respondents have their residency in Denmark, majority of 

Finns have only been to Roskilde Festival once before. The next popular frequency is 2-3 times, 

which leaves only 18% of the people attending the event more than 3 times. Hence, the Danes 

participate in the Roskilde Festival more frequent than the Finns. While the Danish visitors tend to 

stay at the festival for the full experience, the Finnish visitors have a more diverse distribution of 

participation duration. Regarding the ticket sale of the event, Finnish visitors are purchasing earlier 

compared to Danish visitors. 44% of Finns purchased the ticket six months in advance, whereas the 

majority of Danes bought the ticket three months in advance.  

 

In order to compare the importance of the various features to the Danish and Finnish 

respondents, below column charts were made based on the below table for the Finns. 
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Table 7: Rating of festival features for the Finns 

 
Finnish respondents seem to strongly value the artist performances. 28 Finns rated artist to be an 

extremely important feature during the event while 14 rated the artist to be fairly important and only 

1 person picked artist to be slightly important. The results for Finns are similar to the Danes, however, 

with stronger preference to the overall artist performances. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Although the two groups are rather similar in many aspects, the preferred music categories seem to 

slightly differ amongst them. Finns favorite music genre appears to be Pop followed by Rock music. 

Although both genres are fairly popular, the Finns are more into Rock music compared to the Danes, 

while Danes favor Hip-Hop/Rap more over Finns. However, R&B seem to be equally popular among 

those two groups. Furthermore, the Finnish audience are also more into the diverse music genres, 

while the Danes seem to have a more mainstream taste as demonstrated below. 

Figure 15: Preferred music genre for the Finns Figure16: Rating of artist importance among Danes and Finns 
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Figure 17: Comparison of music genre preferences between Danes and Finns 

 

The atmosphere of the event is also a very important to the Finnish visitors, the result is almost 

identical to the Danes. However, with 5 Finnish respondents rated this feature as important, it is 

argued that the Finns care slightly less about the atmosphere of the event compared to the Danes. 

 

 

 

 

 

 

 

 

 

Regarding the Camp design, the Finns have greater necessities. Three respondents have picked this 

feature to be extremely important and 19 have selected the fairly important option. This feature might 

explain the Finns’ preferred choice on accommodation. Although on-campus camping is still the most 

popular option when participating in the event, 52% of the visitors’ chose to stay off-campus during 

Roskilde Festival. Whereas the majority of Danish respondents prefer to stay on campus as seen 

below.   

Figure 18: Atmosphere ratings of Danes and Finns 
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The importance of the company to attend the Roskilde Festival with is also fairly similar for these 

two groups. Only one Finn chose this feature to be slightly important, and the rest of the distribution 

of options are almost matching as illustrated below. While the Danish visitors tend to stay at the 

festival for the full experience the Finnish visitors have a more diverse distribution of participation 

duration. There is almost same number of Finnish visitors who chose to participate in event for 2-3 

days as the ones who chose to stay for the full event. Furthermore, Finns tend to attend the event with 

small to medium size group of people. 38% of Finnish respondents participated in the event with 4-8 

people, 22% attended the event with 2-3 person, an equal of 18% chose to join the event with 1 person 

or more than 9 people. Compared the Danes, the preference is to attend with a medium to large group 

size. 

 

 

 
 

 

 

 

 

 

 

The Finnish respondents’ demand for food and refreshment during Roskilde Festival is also similar 

to the Danes. However, this aspect of the event seems to be slightly more important for the Finns. 

Digging deeper into the food preferences of Finns, 44% of Finns choose the option “I eat everything”, 

Figure 20: Accommodation vs. Duration of visit for Finns Figure 19: Camp design ratings for the Danes and the Finns 

Figure 21: Importance of company for the Danes and the Finns 
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yet, 28% of the Finnish respondents are vegetarian, 6% appear to be vegan. Additionally, higher 

percentage of people prefer gluten and lactose-free food compared to Danes. In fact, one person even 

pointed out that gluten and lactose-free was obligatory and not only preference. Furthermore, organic 

food, raw meat and allergy free food was also elaborated by some Finnish respondents. Overall, the 

Finnish respondents have more demanding diet style compared to the Danes.  Lastly, with 44% picked 

fairly important, 18% for extremely important and 26% selected important option, the hygiene aspects 

seem to be more important to the Finnish respondents.  

 

 

As a result, main purpose for attending the festival among the majority of Finnish visitors are the 

artist performance and the event itself, whereas for the Danes, the most popular purpose is to spend 

time with friends. 50% of the Finns chose the artist and event to be the main purpose, 36% chose 

spending time with friends, yet there are also few people with intention to meet new people with same 

interest, or just to get an understanding of the Danish Roskilde Festival experience. Observing the 

social media activities of Finns, 60% said they were active on social media during the event, which 

is significantly lower than the almost 90% for Danish visitors. The preferred social media platform 

results support the above statement as seen below. The Finnish audience seem to only select 1 or 2 

preferred platforms. Although Facebook and Instagram are still the most popular social media, 

Instagram is stronger preferred than Facebook to the Finnish audience.  

Figure 22: Hygiene, food and refreshment preferences among the Danes and Finns 
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The spending pattern during the festival is relatively alike for the two visitor groups. Accordingly, 

there is no significant difference in the enthusiasm for purchasing online livestream and the amount 

which people are willing to pay for amongst the two groups. Many of the Finnish visitors further 

recommend better toilet and shower facilities to improve the cleanness of the event, together with 

improved trash recycling systems and security during the event. Furthermore, recommendations were 

made more specifically to international visitors, such as “They could make it easier for first time 

festival goers (especially internationals who don't have Danish multiple year Roskilde experts with 

them). It was sometimes hard to find things or get help finding them with the volunteers who didn't 

like speaking English or couldn't”.  Additionally, “Better hygiene/toilets, better/more transportation 

options to and from festival 24/7” were also mentioned, camp design suggestions were also discussed 

such as “more “silent” camping areas”, “More camping areas where people can sleep (no music at 

night) also better food for vegans”. 

 

The most memorable experiences of the Finnish visitors can also be categorized into the artist 

performance, the atmosphere and the unique experience of the festival, spending unforgettable time 

with friends. Consequently, almost all of the respondents replied yes for participating in Roskilde 

Festival again as well as recommending the event to other people. Only a couple of people said they 

would probably attend the event again but only for one day, and one person said no with following 

argument “Not due to too many people (too big festival for my taste)”.  

 

Figure 23: Preferred SoMe platforms among Danes and Finns 
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Table 8: Ranking of the main features of the Danes and Finns 

 

The above table demonstrates the ranking of the main features among Danes and Finns. The average 

score of each feature was calculated, where the options were given a number of score (extremely 

important = 5, fairly important = 4, important = 3, slightly important =2, not important at all = 1, no 

opinions were taken out of the results). Analyzing the rankings of features, the results almost appear 

to be identical. However, digging deeper into the mean of scores, it supports the assumption discussed 

earlier, where the Danish visitors have a stronger preference for the soft, intangible aspect of features, 

indeed company and atmosphere. On the other hand, the Finnish visitors have a discreetly stronger 

preference for artist as well as a greater need for hygiene. Lastly, the camp design, food and 

refreshment appear to be similarly important to both groups.  

 

 

 
Table 9: Alternative illustration of the importance of the features among the Danes and Finns 
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In order to look at the preference difference from another perspective, the mode which is the most 

selected options were highlighted. The results again look somewhat parallel. The artist’s mode 

number for Danes is between fairly important and extremely important, while the artist’s mode for 

Finns is evidently extremely important with 28 respondents supporting this option as illustrated above.  

 

To analyze the preference differences with a more accurate comparison, the two sample T 

test was used to calculate the P-value in Excel. The options were again numerated (extremely 

important = 5, fairly important = 4, important = 3, slightly important =2, not important at all = 1, no 

opinions were taken out of the results) and results are shown as below: 

 

 

 
 

Null hypothesis: there is no significant difference between the Danish and the Finnish samples feature 

preferences.  

When p >0,05; hypothesis accepted 

When p <0,05; hypothesis rejected 

Most authors refer to statistically significant when P<0,05. With the probability value being higher 

than 0,05 for all the feature preferences, typically there is no significant difference. However, with 

the artist’s p-value being 0,064, it can be argued that there is still some difference for the artist feature 

between the Danes and the Finns, while there is little difference for all the other features. 

 

5.2.4  Summary 

In conclusion, the average Danish visitor is between 23-26 years old with a bachelor’s degree, who 

participates in the festival with large groups of over nine people and tend to stay at the event for the 

full experience. The Danes also tend to have a fairly mainstream music taste where Pop, Hip-hop and 

R&B are the most popular music genres, however, Rock music is also favored. The average Dane 

purchases the ticket three months in advance and spends approximately 1000 DKK – 2000 DKK 

during the event. The average Finnish visitor is between 27-35 years old with a master’s degree, who 

participates in the event with medium size groups with 4-8 people and likes to stay at the event for 

the full experience or for 2-3 days. The Finns have a more diverse music taste with Rock and Pop 
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being the leading genres. The average Finnish visitor purchases the tickets 6 months in advance and 

spends approximately 500-1000 DKK or 1000-2000 DKK besides purchasing the tickets. 

Furthermore, although the Danes and the Finns have an identical ranking to the features’ aspect of 

the event, it is argued that Danes value company and atmosphere higher compared to the Finns, and 

the Finns have a deeper requirement for the artist and hygiene.  

 
Hence, these two visitor profiles build an ideal segment for Roskilde Festival, which they 

should aim to attract through their marketing purposes. The segmentation strategies along success 

factors for festival management are discussed in the following section. 
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6. Discussion 

 

The objective of this thesis was to identify the differences among international and local Roskilde 

Festival visitors and to explore, how the number of international visitors could be increased according 

to the strategy from Roskilde Festival from 2018. To accomplish this objective, user-generated 

Facebook data from the years 2011-2017 was analyzed along with surveying potential and past 

Roskilde Festival visitors. The findings indicated that the biggest difference in the festival visitors’ 

preferences was found in the music taste. Whereas the Danish audience mostly listen to Pop and 

mainstream music, the international audience along with the Finnish survey respondents tend to prefer 

Rock and Alternative Rock music and be more open to new music genres. 

 

6.1  The benefits of social data for audience profiling 

As introduced in the literature review, social media usage within music festivals has mainly focused 

on marketing communication, branding and creating positive word-of-mouth. However, as the results 

of this research and the past studies indicate, utilizing the social data created in these platforms within 

the context of music festivals has been proven to bring a lot of value for the festival organizers. 

Despite the many possible advantages of social data, the focus of this research was to utilize the value 

created through the textual content in social media. For Roskilde Festival, the value was demonstrated 

through text mining methods, which enabled to understand differences in the preferences among the 

festival visitors and highlighted the importance of considering the cultural differences among the 

festival visitors. For example, the results revealed which artists are discussed most often by the past 

visitors, and whether some performers often occurred in the same conversations. In addition, the 

topics could be separated by the nationality, which enabled to see differences when the cultural aspect 

was considered. These findings can provide valuable insights for Roskilde Festival, when planning 

the stage presence and the schedule of the festival program. For example, the bands “Africa Express”, 

“Rage Against The Machine” and “Daft Punk” often occurred in the same discussions among the 

international audience. It could be assumed, that scheduling these performers to different days of the 

festival could encourage the fans to purchase tickets for several days. Alternatively, these performers 

could be placed to perform in the same stage within a festival day to ensure, that festival visitors 

would not need to move from one location to another during the event. This could increase the overall 
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satisfaction with the festival, and positively affect the word-of-mouth and the re-attendance intentions 

of the festival visitors.  

 

Interestingly, the same preferences regarding the music taste could be identified both from 

the user-generated Facebook comments, as well as through conducting a survey for past and potential 

visitors in the same social media platform. The alignment of these results supports the statement, that 

festival organizers can gain valuable insights through their social media data and analyzing these 

insights can help to understand customer preferences. The results further emphasize the importance 

of considering cultural differences, as the preferences varied among the different nationalities. 

Although these findings don’t discover all the aspects regarding the festival visitors’ preferences, it 

could be argued that companies lose an opportunity to better understand their customers if the insights 

provided through social data are ignored. Hence, the more data festival marketers have regarding the 

festival visitors, the better they can understand their needs and target them accordingly with 

personalized offerings. (Brady et al., 2010) Festival marketers should further encourage the social 

media users in the creation of user-generated content, as this signals successfulness of the festival. 

(Lee, Xiong, & Hu, 2012)  

 

To understand why the cultural aspect was of importance when analyzing the festival visitors’ 

preferences, to provide a deeper understanding of the festival visitors and to suggest how to approach 

them accordingly, the target segments are analyzed using Hofstede’s cultural dimensions framework, 

as suggested by Getz et al. (2010). However, instead of solely analyzing the dimensions in the context 

of festival management, the analysis of this research considers the differences among the festival 

audience. 

 
 

6.2  Understanding the differences in the target segments 

As emphasized by Brady et al. (2010), to better understand the differences in the preferences of the 

audiences, the cultural backgrounds are essential. According to the authors, the cultural background 

affects consumers’ needs and therefore influences the purchasing behavior. Hence, Roskilde Festival 

is encouraged to separate the market into smaller segments to understand how these diverse needs 

can be met. To ensure that the festival targets the right segments, Mallette et al. (2018) emphasize the 

importance of analyzing the differences in demographics. As their findings for the Canada-based 
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festival revealed that the audience comprised mostly of older population, attracting new younger 

visitors was determined to be crucial to ensure the long-term profitability and sustainability of the 

festival. However, as Roskilde Festival’s audience is typically quite young, it could be argued that 

the festival is not exposed to the same challenges. The past studies within segmentation among music 

festivals further emphasize the need for understanding the motivation behind the attendance (Luchian, 

2014; Pérez-Gálvez et al., 2017), which for the Finns is strongly related to the artist performance, 

whereas the Danish audience seems to attend the festival to celebrate in a good company. As the 

target groups are segmented based on consumers’ personal preferences and their behavior is 

potentially caused due to differences in the cultural backgrounds, the underlying research falls to the 

category of psychographic and behavioral segmentation.  By choosing the efficient segmentation 

dimension in future marketing activities, Roskilde Festival is able to adjust their marketing 

communication accordingly. 

 

Because the text mining results were only applied to Danish visitors and the international 

audience as one big customer group, a cultural comparison between these two is not relevant. Hence, 

to support the social data findings and to connect the findings further to the cultural dimensions, a 

survey was conducted for all potential and past Roskilde Festival visitors. In the survey, respondents 

were asked to state their nationality along with their residency, which enabled a deeper analysis 

regarding cultural differences. As the biggest group of respondents was gained from past and potential 

Finnish festival visitors, the cultural comparison was conducted between Finnish and Danish festival 

audience. This enables a deeper analysis of the potential target segments for Roskilde Festival and 

helps to identify opportunities to further increase the number of international visitors. 
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Figure 24: Comparison of Danish and Finnish cultural dimensions 

 
As introduced in the conceptual framework, Hofstede compares the cultural differences among six 

dimensions: power distance, individualism, masculinity versus the femininity of a country, the 

uncertainty avoidance, long-term orientation as well the indulgence of a country. First, the power 

distance dimension is considered between both nationalities. On a scale from 0-100, Denmark scores 

18 on the power distance dimension, which is at the very low end. In a business context, this often 

indicates that the Danes do not take a leading role, but rather coach each other, whereby employee 

autonomy is strongly required. Power is decentralized and the atmosphere is in general very informal. 

Respect among the Danes is usually earned by proving expertise. In contrast, Finland scores 33 points, 

which is also on the low end of this dimension, yet the Finns tolerate more hierarchy than the Danes. 

According to the comparison, Finnish people like to be independent, stand for equal rights, 

empowerments, superiors accessible and hierarchy is only accepted for convenience. (Hofstede 

Insights, 2020) Due to the differences in the cultural backgrounds, it could be assumed that the Danish 

festival audience feels more at ease to provide feedback and suggestions to the festival organizers. In 

contrast, the Finnish audience might accept the program and artist line-up as planned, without 

questioning the format. In addition, it could be assumed that the Finnish audience is less eager to 

reveal their preferences, if the festival organizers do not specifically ask for their opinion. Hence, to 

encourage feedback and to increase the engagement, the festival organizers should encourage the 

foreign audience to openly share their experiences, as well as emphasize their openness for 

improvements. 
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With a score of 74, Denmark can be considered as an individualist society. There is high 

preference for a loosely knit social framework, where individuals are expected to take care of 

themselves and their immediate families only. (Hofstede Insights, 2020) One does not need to create 

relationship with Danes first in order to start doing business. In addition, Danes are known to have a 

very direct communication form, which is also visible through the recommendations for the event. 

Finland is also an individualist society, with a slightly lower score of 63.  (Hofstede Insights, 2020) 

Hence, compared to the Danes, Finnish festival visitors are slightly less individualistic. As seen above, 

the scores for both countries do not differ significantly. It could be argued, that both nationalities 

value their own personal freedom and are able to make decisions for their own benefit. According to 

Markgraf, the countries that demonstrate a high level of individualism, are more attracted to 

promotions that emphasize the benefits of the service. The author suggests themes such as individual 

freedom and rewards, which could be embedded in the marketing efforts to attract more customers. 

Hence, at the level of individualism, both target segments can be targeted with a similar message, 

whereby Roskilde Festival is emphasized as a reward (Markgraf, 2020). 

 

Denmark scores 16 on the masculinity dimension which makes the Danish society a feminine 

one. Compared to masculine cultures, where the society is driven on competition and success, the 

fundamental aspect in a feminine society is to “like what you do”. It is important to keep the balance 

between life and work. Conflicts are solved by negotiation and Danes are known for their long 

discussions until agreement has been reached. Similarly, Finland is also a feminine country with a 

score of 26 on this dimension. The values are similar, “working in order to live”, the focus is on well-

being and status is not shown. Decision making in business is often achieved through involvement. 

In a feminine country, the caring for the quality of life is essential, having fun, being with friends and 

soft values are considered.  (Hofstede Insights, 2020) It is argued that this dimension is supported by 

that 63% of Danish respondents’ main purpose of attending Roskilde Festival is to spending time 

with friends. Furthermore, both groups of visitors consider the company and atmosphere of the event 

to be extremely important, which indicates that feminine, soft values are highly preferred.  

  

The uncertainty avoidance dimension is where Denmark and Finland differ significantly from 

each other. With a score of 23, Denmark scores low on this dimension. Danes are open for impulse 

changes, new things popping up, they do not need a lot of structures and predictability. Curiosity is 
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encouraged from a very young age and is expected as well. The combination of a highly individualist 

and curiosity leads Danes with reputation of innovation and design. On the other hand, Finland has a 

high preference for avoiding uncertainty with a score of 59. Hence, the Finnish visitors tend to 

maintain strict codes of belief and behavior and are intolerant of unconventional behavior and ideas. 

In the Finnish culture, there is an emotional need for rules, time is money and people have an internal 

desire to be busy and work hard, precision and punctuality are the standard, innovation may be 

challenged and security is an important drive in the individuals’ motivation. (Hofstede Insights, 2020) 

This dimension is reflected in the purchasing time of Roskilde Festival tickets among the two groups. 

In the survey results, the majority of Danes purchased their event tickets three months in advance, 

whereas the Finns purchased the tickets six months in advance. This supports that Finns purchase the 

tickets earlier, in order to avoid changes and the risk of tickets being sold out in the meanwhile. Danes 

on the other hand can tolerate more uncertainty and do things based on impulse.    

 

The score of long-term orientation’s dimension is almost identical for both countries. With 

only 3 points apart, both Danes and Finns can be classified as normative. People in such societies are 

normative in their thinking and are seeking for the absolute truth, they exhibit great respect for 

traditions, however, with little propensity to save for the future. (Hofstede Insights, 2020)  

 

Lastly, the indulgence dimension is considered for both nationalities. With a high score of 70, 

Denmark can be considered as a high-indulgence society. Danes are generally willing to realize their 

impulses and desires with regard to enjoying life and having fun. Positive attitude and optimism are 

appreciated. Furthermore, leisure time is highly important, and Danes tend to act as they please and 

spend money as they wish. Comparably, Finland has a vaguely lower score on this dimension, 

however, with 57 points, Finland is also considered as an indulgent country. (Hofstede Insights, 2020) 

The characteristics are similar, yet the Finns have a weaker indulgence compared to the Danes. 

Overall, this dimension is supported by majorities of the groups. Both the Danes and the Finns have 

a very positive impression of the event, the most memorable experience was mostly spending quality 

time with friends, artist performance, unique and crazy experiences. With such cultural backgrounds 

it is not a surprise that the Danes and Finns allow themselves to have fun and do what they want. 

Furthermore, the Danes tend to stay at the festival for the full experience while the Finns almost have 

an equal amount of people staying at the event for 2-3 days as well as the full experience. This might 
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be connected to the fact that Danes are more indulgent and are even more willing to meet their desires 

and allow themselves to have fun and enjoy the event, despite the higher costs. 

 

As a result, the cultural dimensions of both countries are fairly comparable, which is also 

supported by the similar behavior and preferences of the Danish and Finnish visitors. It could be 

argued that the cultural dimensions between the two target segments explain some of the differences 

in the preferences, such as the uncertainty avoidance dimensions and the early ticket purchases of the 

Finnish festival visitors. However, it should be noted that the differences are rather small between the 

two countries. Therefore, rather than providing explanations for the differences, Hofstede’s 

framework provides value through suggesting different ways to approach these segments. 

Nevertheless, the framework is still valuable in understanding cultural differences among festival 

visitors and it can provide useful insights for the music festival organizers. Especially in a context, 

where the cultural differences are more significant between two countries, it can be expected that the 

framework is a useful tool to better understand the characteristics within the festival visitors.  

 

According to Brady et al. (2010), the next step after identifying the potential target segments 

is to adjust the marketing plans to meet the needs of these segments. Although the needs for the 

potential Finnish and Danish visitors are fairly homogeneous, some differences were found on the 

preferences for the main features and the music taste. The following section introduces the different 

ways to approach these segments and suggests, how Roskilde Festival should adjust their marketing 

strategies.  

 

 

6.3  Targeting the chosen segments 

As discussed above, the results of this research emphasize the importance of understanding the target 

segment and the differences among individual festival visitors. Hence, the marketing strategies need 

to be adjusted according to the needs of the customer, and therefore the segments should be 

approached differently. In the current research, two segments were identified and compared with each 

other: the local, Danish festival visitors and the Finnish festival visitors. 
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 To attract international visitors, Pérez-Gálvez et al. (2017) suggest greater promotion and 

dissemination efforts and encourage the inclusion of several music genres to the program. The variety 

of the music genres and multinational artists was further highlighted by Kruger and Saayman (2017). 

According to the Finnish survey respondents, the main motivation to attend the festival was 

encouraged through the artist line-up. Hence, the artists can affect the purchase decisions of the 

Finnish festival visitors, and therefore their role in marketing should be acknowledged. This is further 

enhanced by Klárá (2020), who states that the satisfaction with the performers enhances the overall 

satisfaction with the festival. According to the author, laying focus on a well-thought artist line-up 

that meets the needs of the audience is thus important. Instead of emphasizing the possibility to meet 

likeminded people, the Finnish festival visitors could then be targeted through highlighting the artists 

that represent the preferred music genre, which according to the findings are Pop, Rock and 

Alternative Rock music. As the Finnish respondents selected several music genres from the provided 

options, variety in artists could further increase intentions to visit the festival. In addition, Kruger and 

Saayman suggest providing tailored travel packages for visitors and a collaboration with local hotels 

and restaurants, where local artists could perform prior to the festival. This would increase exposure 

to new artists and create excitement before the actual festival start. Moreover, these efforts would 

attract awareness for the festival and potentially attract new visitors, who are exposed to the music 

performances across the city. As approximately half of the Finnish respondents preferred to visit the 

festival for a few days, potentially to see a certain performer, such actions could encourage them to 

purchase a full-week festival ticket instead and travel earlier to the city. Needless to say, the longer 

visit would result in an increased profit both for the festival as well as for the local service providers, 

as the visitors would spend more income to food and accommodation throughout their stay. In 

addition to the enhanced exposure, Kruger and Saayman argue that festival organizers should 

encourage artists to promote their music in social media, as the introduction to lesser known 

performers has been proven to increase appreciation towards the festival. The marketing 

communication should be distributed in Facebook and Instagram, as these are the preferred social 

media platforms according to the Finnish respondents. Additionally, as half of the Finnish 

respondents tend to attend the festival because of certain performers, the introduction to new artists 

could urge them to purchase tickets for several days or increase the overall satisfaction with the 

festival, thus increasing the chance for a re-visit in the future. 
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Understanding differences among local and foreign festival visitors is further highlighted by 

Dragin-Jensen et al. (2018). According to the authors, marketing strategies should be set according 

to the target market. According to their results, the dimensions “socializing”, “entertainment” and 

“geographical location” were important for the Danish visitors, whereas visitors who lived further 

away from the festival location emphasized with showing loyalty towards the festival and preferred 

to be viewed as “true fans of the event”. As the research was conducted for the Danish Tinderbox 

festival, it could be argued that the findings can be somewhat applied for the current research question. 

Thus, the authors suggest that the marketing strategies for the local Danish audience should 

emphasize entertainment and socializing and highlight the geographical location. This is aligned with 

our findings, as attending the festival in a bigger group was the main motivation for attending the 

festival for the Danes. In contrast, the findings from Dragin-Jensen et al. reveal, that tourists prefer 

to be viewed as true fans of the festival, which signals that marketing efforts should highlight the 

belonging to a community. Hence, to increase the number of Finnish visitors, the festival organizers 

should plan activities that support this theme. An example of such approach could be linked to the 

artists, as suggested above, as artist performance was the main motivation for attendance according 

to the Finnish respondents, and the collaboration was encouraged by past studies. Hence, the artists 

could engage with the international audience in social media by sharing music and creating 

excitement through active participation among the foreign visitors. Furthermore, Hudson et al. 

emphasize the importance of targeting the different stages in the consumer decision journey, instead 

of only allocating marketing budgets to different media channels, such as television, radio or online 

media. Whereas many festival marketers focus on driving ticket purchases and building awareness 

for the festival, the consumer’s evaluation process can be just as beneficial in enhancing the success 

of the marketing efforts. Therefore, marketers should engage in the communication actively 

throughout the decision journey of the festival visitor, and not just before the purchase process. To 

apply these suggestions for Roskilde Festival, it is suggested that the festival marketers actively 

engage with the audience throughout the year through their marketing channels, to enhance the 

purchasing process of the festival visitors. In addition, spreading positive word-of-mouth is 

encouraged to enhance these efforts during the year. As seen in the survey results, word-of-mouth 

was also the main information source to find out about the festival in the first place. 

 

 Alternatively, the international visitors could be attracted by considering appropriate and well-

targeted sponsorships. (Oakes, 2010; Pilcher & Eade, 2016) According to Pilcher and Eade, acquiring 
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sponsorships and funding can support the motivation for attendance, if these sponsorships emphasize 

the same values as among the target audience. The authors point out the level of family togetherness, 

which according to their results was an important factor when attending the festival. Hence, 

collaborating with family-oriented brands could potentially attract the right target segment. As the 

togetherness was also high on the priorities for the Finnish respondents, collaborating with brands 

that support these values is encouraged for Roskilde Festival as well. 

 

 

6.4  The value of customer retention and loyalty 

Above sections have discussed how to divide the audiences into different segments and how to 

approach these target segments. Leading to the following aspects in marketing: how does Roskilde 

Festival keep their visitors coming back and how to maximize the value for these customers? Many 

companies recognize the importance of satisfying their customers in order to develop brand reputation. 

However, when discussed in tourism literature, satisfaction is “discussed as a factor that influences 

future behavior intention” (Sohn et al., 2016, p. 29). Hence, satisfaction has a direct impact on the 

retention of existing visitors. On the other hand, Lee and Kyle (2014) found that the more 

commitment festival visitors demonstrated towards the festival, the higher their overall satisfaction 

was with the festival experience. To enhance the re-attendance intension of the past festival visitors, 

it is crucial to consider whether these visitors were actually satisfied with the prior events. A highly 

satisfied visitor generally stays loyal longer, however there is no proportional link between customer 

satisfaction and customer loyalty (Brady et al., 2010). Customer satisfaction is both a goal and a 

marketing tool, since satisfaction and dissatisfaction can spread quickly, especially through internet. 

With almost 90% of the survey respondents knowing about the Roskilde Festival through word of 

mouth, the satisfaction of the festival visitors is of utmost importance and thereby having a confident 

reputation is crucial. Customer satisfaction depends on the offer’s performance compared to the 

buyer’s expectations (Brady et al., 2010). If the experience falls short on expectation, the visitor is 

dissatisfied, while if the experience matches the expectation or even exceeds expectation, the visitor 

is the satisfied or delighted. Expectation is formed from past purchasing experiences, from friends’ 

and associates’ advice as well as through marketers and competitors’ information and promises 

(Brady et al., 2010, page 389). The figure below illustrates the best memories from the survey 

respondents, experienced in the past Roskilde Festival events. As seen in the feedback, both target 
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segments value the time spent with friends. Furthermore, seeing the concerts from the favorite artists 

is a significant part of the satisfaction with the event. However, as the results of this study highlight, 

the Finnish festival visitors tend to emphasize the concerts more than the Danish visitors, which 

further indicates the importance of the artist line-up in building customer satisfaction. 

 

 
Figure 25: Word clouds of most memorable experiences 

 
However, it can be challenging to influence the expectations from the festival visitors, since too high 

expectation will lead to disappointment, while too low expectation will not attract enough visitors. 

Therefore, the companies should aim to affect the expectations among the customers to be realistic 

and to ensure a successful distribution of the expectation. To do so, monitoring the satisfaction of 

visitors is crucial. It is therefore recommended that Roskilde Festival conducts customer satisfaction 

measurements after every event. This way, the festival organizers can ensure the happiness of the 

past festival visitors with the event and identify gaps for improvement. Looking at the survey results, 

with almost only positive comments for “the most memorable experience” it could be argued that 

majority of the Roskilde Festival visitors are satisfied or even delighted with the experience at the 

event. Nevertheless, by asking the visitors for their opinions and feedback, the festival further signals 

their concern on the happiness of their customers. This can further increase the intention to re-visit 

the festival, and thus increase the number of international visitors. The feedback provided through 

the survey respondents are illustrated in the below figure. Whereas the Danish visitors wished for 

better camping alternatives and more affordable ticket prices, the biggest concern for the Finnish 

festival visitors is the number and quality of toilets. The feedback supports the findings from Pope et 

al., who argue that ticket prices do indeed affect the satisfaction of the festival visitors and can in fact 
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have a large impact on the intention to re-attend the festival. Hence, surveying potential and past 

customers can indeed generate valuable insights. The findings highlight differences in the preferences 

and in the importance of selected features, which further can help to improve the festival conditions 

and adjust the marketing strategies to appeal the target segment. This can further increase the 

perceived value experienced through the festival visitors. 

 

 
Figure 26: Feedback provided though the survey respondents 

 

Furthermore, creating customer loyalty is at the heart of every business. In fact, cultivating long-term 

customer relationships can support maximizing customer-perceived value. The value a business has 

lies in the customers, the ones which a business has now and the ones it will have in the future (Brady 

et al. 2010). Therefore, it is important to understand the perceived value of Roskilde Festival’s 

existing and potential visitors, as well what determines their motivation for their attendance. The 

perceived value of the customer is the difference between the potential customer’s evaluation of all 

the benefits and all the costs of an offering and the perceived alternatives. The figure below illustrates 

these steps more precisely. (Brady et al., 2010)  
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Figure 27: Determinants of customer-perceived value (Source: Brady et al., 2009) 

 

 

In the case for Roskilde Festival, the total customer cost is the combination of the monetary cost of 

purchasing the event tickets, spending during the event and potentially merchandising purchases; 

time that costs the visitors for participating in the event; similarly, the energy cost and psychological 

cost when joining the event. In contrast, total customer benefit is the perceived value of economical, 

functional and psychological benefits customers expect from Roskilde Festival and their artist 

performance, the festival experience and the camping and personnel services, along with the image 

involved in participating in the event. The value proposition further comprises of the overall 

atmosphere created through the festival, as well as the food and refreshment options and further 

activities included in the festival program. The value proposition is a statement about the experience 

which customers will get from the offering and their relationship with the company. Whether the 

promise can be realized depends on the company’s ability to accomplish its value delivery system, 

which includes all the experiences the customer will have on the way to obtaining and using the 

offering (Brady et al., 2010). For Roskilde Festival, in order to master at delivering customer value, 

it is crucial to emphasize the values that the visitors will achieve by participating in the event. As 

mentioned before, the soft values such as spending time with friends, having an unforgettable 

experience and enjoying life are some of the valuable aspects for the existing visitors, and therefore 

these values should be highlighted when performing marketing activities. Gounaris et al. (Gounaris, 
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Tzempelikos, & Chatzpagiotou, 2007) emphasize the latter after researching the relationship between 

value, satisfaction and purchase intentions, and argue that delivering greater customer value enables 

a firm to enhance promising behavioral intentions among the festival visitors. One of the ways to 

support maximizing customer perceived value is to cultivate long-term customer relationship. To 

build strong customer relationships, precision marketing is more efficient compared to mass 

marketing (Brady et al., 2010). Hence, it is more effective to adjust marketing and make it personal. 

With the advance of internet and availability of information, customers can find information easily 

and compare the options to find the most desired fit for their demand. For example, the potential 

visitors of Roskilde Festival can easily find information about Roskilde Festival as well as other 

music festivals, and based on the information they gather, decide on which festival to participate in. 

As a result, customer empowerment has become a way many companies respond to these changes. 

(Brady et al., 2010) It is therefore argued, that listening and empowering the visitor to give 

recommendations and suggestions on how to improve the experience of Roskilde Festival from 

information finding to the actual event is a way to improve their marketing and maximize the 

perceived value of visitors.  

 

To attract past visitors to re-visit the festival, Klárá (2020) suggest applying brand community 

activities. Due to the enhanced Facebook use of Roskilde Festival throughout the years, it is crucial 

to analyze the digital engagement and its increasing impact on the performance, as suggested by 

Laurell and Björner (2018). Brown et al. (2020) emphasize the latter, stating that festival’s digital 

community needs to be curated actively. Most of the potential festival visitors are also active in social 

media during the event, which provides new opportunities to engage with the audience. For example, 

Roskilde Festival could display promotions through the preferred artists and share content from these 

performers and fan pictures throughout the event. Engaging with the audience along their full journey 

was further encouraged by Hudson et al. (2013), who suggest festival marketers to involve consumers 

in the idea generation process by leveraging the platforms provided through social media. Also, 

Kinnunen et al. (2019) emphasize the value of including the audience as part of the co-creation of the 

festival. The authors encourage festival organizers to establish smaller pilot groups with members 

from the target segment, who would participate in the planning process. As demonstrating true loyalty 

was proven to be the key motivation for the foreign visitors, co-creating the festival together with the 

festival organizers could potentially create excitement among the Finnish audience. Currently, 

Roskilde Festival is largely organized around these values, as the festival is running on volunteer 
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workers. However, as the volunteering options are mainly targeted for local residents, creating similar 

opportunities to influence for the foreign visitors could increase the motivation for attendance and 

enhance the feeling of being part of something bigger. Hence, another option to retain customers and 

to build stronger relationships with the relevant target segments could be by building customer loyalty 

programs (Brady et al., 2010). Roskilde Festival could offer a “member’s club” to their visitors, where 

the members could interact with festival organizers. For example, members could vote about which 

artist the event should invite, what improvements Roskilde Festival could have made, and even 

participating in design and planning for the upcoming event. With such loyalty programs, the visitors 

would have the feeling of being included and being part of something and have the chance of staying 

loyal for a longer period. Furthermore, competition about winning Roskilde Festival related 

merchandising could also be seen as a way to interact with visitors, especially during the off-season 

of the event. 

 

To conclude, to retain and attract new visitors is crucial for Roskilde Festival to succeed. 

According to Pope et al., “with festivals increasing in popularity and communities continuing to see 

the benefits that festivals can bring in terms of not only financial benefit but also community 

awareness, it is paramount that festival organizers design the festival in a way that keeps people 

coming back year after year.” (Pope, Isely, & Agbetunsin, 2017, p.113). The results of the study of 

Pope et al. highlights, that performers, venue, and ticket prices had the largest impacts on the decision 

if a visitor will return to the event. Furthermore, negative experiences have greater impact than 

positive experiences. Hence, it is important to deliver a positive experience for the festival visitors, 

as well as to avoid and handle the bad experiences. Thus, this again supports that conducting surveys 

to figure out visitors’ satisfaction rate and listening to visitor’s recommendations as well as targeting 

the right customer is crucial. Many recommendations were discussed above on how to build long-

term customer relationships and how to increase the loyalty and retention intensions of the customers. 

In summary, Roskilde Festival should build the appropriate level of expectation for their visitors in 

order to have satisfied visitors. In addition, personalized marketing, customized offers to empower 

and interact with the visitor are valuable methods. Finally, building customer relationship 

management systems, such as a members’ club to make the loyal customers feel special and being 

part of something might be the key to build long-term relationships and retain loyal customers.  
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7.  Conclusion 

This final section presents an overview of the major findings and answers the research questions. 

Thereafter, the limitations throughout the process of this research are presented along with 

suggestions for future research.   

The main purpose of this research was to attempt to answer the research questions: What are 

the differences in the preferences between the international and Danish festival visitors? How can 

Roskilde Festival use these insights to identify potential market segments and to increase the number 

of international visitors? In order to accomplish the research questions, the differences in the 

preferences among the nationalities were examined through text mining techniques and an online 

survey. 

The results of the research are divided between text mining findings and survey findings, 

which consist of both quantitative and qualitative results. The main findings from text mining of the 

social media comments highlight the preference differences in music performers between the Danish 

audience and the international audience. Whereas the international audience seems to prefer various 

music genres, the Danish festival visitors tend to prefer mainstream music. The findings from the first 

study thus proves the value of using text mining techniques for audience profiling and shape the basis 

for answering the first research question.  

The survey results present a more detailed profile of the festival visitors. With aspects of 

demographics, preferences, festival experience, lifestyle and open questions regarding 

recommendations and feedback considered in the study, the survey underlines many insights about 

the respondents. A general festival visitor profile was developed based on these findings. Furthermore, 

the survey study compared the cultural differences of the two biggest respondent groups, namely 

Finnish and Danish festival visitors, whereby the preferences of each target group were examined 

among the six main features: artists, company, atmosphere, food and refreshments, hygiene, camp 

design. Hence, the results further support the answering of the first research question. Although the 

differences between the two nationalities were not significant due to the similarity of the two cultures, 

it is argued that the cultural dimensions in fact do reveal some valuable differences in the preferences 

of the festival visitors. For example, differences in timings of purchasing the tickets is one of the 
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major differences between the Finnish and Danish festival visitors, and thus aligns with the 

contradicting scores of the uncertainty avoidance index of these two countries.  

This research results further prove the benefits of using social data for audience profiling. In 

the case of Roskilde Festival, the value was demonstrated through understanding differences in the 

preferences among the festival visitors, highlighting the importance of considering the cultural 

differences among the festival visitors. These findings can be valuable, when planning the stage, artist 

performance and the schedule of the festival program, as it was identified that certain performers 

often appeared in the same discussions. For example, the bands Africa Express, Rage Against The 

Machine and Daft Punk were often discussed in the same context among the international audience. 

It is therefore argued that scheduling these performers to different days of the festival could encourage 

the fans to stay for a longer duration at the festival and purchase ticket for the full event. Hence, 

placing performers of the same music genre in the same stage within a festival day might improve 

the overall satisfaction of the event, since the visitors would not need to move from one location to 

another during the event. The advantages of using social data thus support the answering of the second 

research question, which aims to provide suggestions on how to approach the different segments 

effectively, as social data reveals a lot of meaningful insights regarding the target segment. 

In addition to the advantages of social data, the findings of the study further support the 

examination of the second research question. To attract international visitors, the encouraged 

motivation through the artist line-up should be considered and acknowledged when performing 

marketing activities. Furthermore, providing tailored travel packages for visitors and collaborations 

with local accommodation providers and restaurants, where local artists could perform prior to the 

festival is also recommended to attract international visitors. Hence, involving the artists in the 

marketing communication is encouraged to ensure the attractiveness of the festival for the 

international visitors. These efforts might increase awareness for the festival and potentially attract 

new visitors, as well as extend the duration of visitors’ participation. Furthermore, Roskilde Festival 

is encouraged to include various music genres in the festival program, as according to the results the 

international visitors have a broader music taste and are more open to different kinds of artists. The 

suggestions above emphasize the importance of meeting the diverse needs of the festival visitors and 

provide suggestions on how to increase the number of international visitors. 
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Instead of solely focusing on attracting new customers, Roskilde Festival is further 

encouraged to retain past festival visitors. Past researches provide suggestions regarding how to 

increase the re-attendance intentions and maximize the value of customers. As customer satisfaction 

has a direct impact on customer retention, it is suggested to regularly measure the satisfaction rate of 

the visitors, especially right after the event. Furthermore, it is suggested to listen and empower the 

customers, hence, to ask the visitors for feedback and recommendation, letting visitors co-design the 

event, as well as interacting with them. Especially for the international visitors, it could be argued 

that giving feedback needs to be encouraged, as the Finnish survey respondents were not as keen on 

providing feedback compared to the Danes. 

In addition, the importance of digital engagement has been enhanced. Therefore, Roskilde 

Festival could display promotions through the preferred artists and share content from these 

performers and fan pictures throughout the event. Another way of building customer loyalty and 

retaining customer is building customer loyalty program such as a member’s club. This allows 

Roskilde Festival to engage and interact with the visitors throughout the year. Additionally, through 

such a “club”, the visitors feel more included, and are encouraged to become more loyal visitors. 

Hence, by combining the findings with the suggestions from the past studies, the second research 

question has been answered. 

To sum up, the differences between the Danish and international visitors are discovered. 

Furthermore, recommendations were given based on the insights to identify potential market 

segments and to attract and retain customer. As a result, it has been demonstrated that audience 

profiling, social data usage and text mining techniques can provide value for the event management 

industry, especially in the context of music festivals.  

 

7.1  Limitations & Further research 

As most researches, this study is limited by numerous limitations throughout the process that impact 

the results. The following chapter attempts to list these limitations and elaborates on further research 

directions. 

Firstly, the social dataset used in the text mining study only ranges to the year of 2017. Hence, 

the data might not provide the most up-to date insights of the consumers’ preferences. Therefore, the 
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results from text mining might deviate from the current reality. Consequently, future studies should 

use more current data for the text mining part, which could improve the results. Moreover, comments 

from other social media platforms could also be considered and compared to the results to see if the 

audience’s preferences differ based on the platform. 

 Secondly, when conducting text mining to analyze the social media data, the Danish and 

international audiences were divided by the languages used. While Python can easily detect English 

words, the identification of other languages is more challenging. Therefore, the English-speaking 

comments were grouped as the comments made by the international festival visitors, whereas other 

languages were grouped as comments from local Danes. This creates several biases; the nationality 

of the Facebook user is not identified, or is identified as an English- or Danish-speaking visitors; not 

all English comments were made by international visitors, it could be Danes as well; similarly, the 

Danish comments could also have been made by audience with other nationalities but who speak 

Danish. Furthermore, the two datasets differed in size, which is why a different number of topics 

were identified. As the dataset categorized for the local audience was twice as big as the one identified 

for English-speaking visitors, the number of topics and preferred music genres could be biased. In 

addition, the optimal number of topics was determined by running several passes in Python and 

examining the according results. Future studies could utilize more advanced techniques to calculate 

the optimal number of topics for each dataset. Another direction for future study is to consider 

different languages. Furthermore, other text mining methods such as sentiment analysis could be used 

in further studies to extract the opinions and sentiments of audiences and extract deeper insights.   

Thirdly, one of the most significant limitation is the way primary data of the research was 

collected, which directly influences the results of this study. The survey was distributed in Facebook 

groups where the audiences include both international and Danish users and mainly young adults. In 

addition, the survey link was shared through the researchers own Facebook profiles. Hence, the 

respondents of the survey are affected by the researchers’ connections on Facebook. This bias is 

further reflected in the survey results, where Finnish and Danish respondents are the two biggest 

respondents’ group. With Denmark and Finland having very similar cultural backgrounds, it might 

not be the optimal results to compare. Thus, it could be interesting to compare countries with larger 

cultural differences, and to see how these cultural factors influence the preference of festival visitors 

in future studies.  Furthermore, the educational level of the survey respondents might also be affected 

by the researchers’ own level of education, since many of the survey respondents are acquaintance of 
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the researchers. Additionally, the survey was responded by 137 people, which could be argued that it 

provides some insights of the people’s preferences. However, this sample size might not be large 

enough to represent the visitor and potential visitors of Roskilde Festival. As the scope of the study 

was fairly small, the results might not be sufficient enough to be generalized. A more comprehensive 

research should therefore be conducted in the future with a larger sample of respondents for the survey. 

In addition, it could be of interest to look at differences in preferences before, during and after the 

event. The current research did not consider the timing of the comments but analyzed the comments 

from a whole year. As a result, the limitations restrict the research’s process and outcomes. However, 

despite these limitations and biases, the results still provide valuable insights for this study. 
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