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The aim of this thesis is to present how online activities and social media channels may be
used effectively in order to create better experiences for customers. The research is conduct-
ed considering the events industry and specifically the pre- and post-marketing of events
through social media.

The case company, Live Nation Finland, is interested in enhancing its customers’ event expe-
riences and finding ways to engage customers more personally in online environments. In
order to better understand the experience creation process, theoretical background behind
experience management, marketing and design is reviewed. As this process requires a
knowledge of the customers, customer understanding from the view point of connected con-
sumers is being examined. Connected consumers are active in social media and always
online and therefore information regarding social media marketing and the most used plat-
forms is also provided.

In order to provide the case company relevant information on the current customer base, a
quantitative survey was used as a research method along with a literature review. The quanti-
tative approach was chosen as it would be valuable to be able to draw patterns of customers’
expectations and behaviour. The survey had 12 questions regarding customers’ de-
mographics, event attendance habits and social media usage. The survey was conducted in
Finnish, as it was sent out as a part of the company’s newsletter written in Finnish.

The results of the research suggest that Live Nation Finland has customers who are present
and active in online social networks although, due to the low number of responses received,
the results can only be seen as directional. As a development proposal, the company would
benefit from a strategic social media plan aligned with the overall marketing plan. The com-
pany should also evaluate its own presence and choose focus areas to be able to enhance
and evolve its customers’ experiences. Staying informed of the newest developments in so-
cial networks would also aid interaction with connected customers.
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1 Introduction

The purpose of this thesis is to present how online social networks are related to creating
memorable experiences for customers. In order to provide a wider understanding of the
process, this thesis discusses of experience management and design as well as the op-

portunities that social media presents for the pre- and post-marketing of events.

1.1 Background

The field of marketing is constantly changing and evolving to meet the needs of various
businesses trying to reach their targeted audiences, which gives countless opportunities
for research. For this reason, it was necessary to narrow down options of the researched
field. Before the thesis process there was an opportunity to participate on a guest lecture
held by Live Nation Finland as a part of marketing specialization program. This presenta-
tion turned out to be very inspiring which gave an idea to conduct research on event relat-
ed marketing. After the lecture a business card was received from the presenters which
led to many email conversations and finally to a thesis topic.

The topic “creating experiences online” was suggested by the PR department of Live Na-
tion, as the gained information could be valuable for them while planning marketing activi-
ties to reach and engage both current and new customers through social networks. Their
main interests are customers’ needs and behaviour and also their experiences of events,
which is an intriguing subject. Everyone experiences events differently which is a chal-
lenge for an event organizer trying to satisfy the needs of each individual customer.
Therefore, the concepts of experience management, marketing and design are important
theories for this research. Nowadays customers also like to share and express their feel-
ings and experiences through various social networking channels, which can be an asset
or a threat to a company as both positive and negative feedback may spread out quickly.
For this reason, customer understanding and social media marketing were seen relevant

parts of the research.

The case company operates in events industry, which has had continuous growth and
development during the past years. The importance of events as a part of different sec-
tions has become widely recognized among executives, and the industry has achieved
considerable role in bringing return of investment and creating new jobs. The industry has
generated new need for skilled professionals who design and manage events, and also
provides opportunities for businesses’ needed to execute those designs. (Berridge 2007,
48-54.)



1.2 Research problem

The research problem was defined through discussion of the company’s current situation

and development objectives. Therefore, based on the company’s needs, the research was

conducted in order to better understand how experiences are created for online environ-

ments. Specifically, the company wanted to know how they could effectively communicate

about, and enhance the experiences they offer to their customers during the pre- and

post-marketing of their events.

The research problem was divided to three investigative questions:

IQ1: What factors affect Live Nation Finland’s customers’ experiences and decision mak-

ing process?

1Q2: What kind of communication Live Nation Finland’s customers value?

IQ3: What online services do Live Nation’s customers use?

Table 1. Overlay Matrix

Finland’'s customers’
experiences and
decision making

Investigative Ques- | Theoretical Method Results

tions (1Qs) Framework

Q1. What factors Chapter 2.1. Desktop research, Chapter 4. and 5.
affect Live Nation Subchapter 2.2.2. Qualitative survey

Nation Finland’s
customers value?

process?
Q2. What kind of Chapter 2.2. Desktop research, Chapter 4. and 5.
communication Live | Subchapter 2.2.1 Quantitative survey

Q3. What online Chapter 2.3. and Desktop research,
services do Live 2.4. Quantitative survey
Nation’s customers

use?

Chapters 4.2., 4.3.
and 5.




1.3 International aspect

The formed research topic fulfils the degree programme requirements considering interna-
tional dimension of a bachelor thesis. Live Nation Finland is a part of global Live Nation
Entertainment which is “the largest producer of live concerts in the world” as stated in their
Twitter account. The commonly used language is English, even in the office in Finland.

Also the customers of Live Nation Finland are multinational.

1.4 Demarcation

Since the case company is part of a huge, multinational corporation, a great deal of con-
sumer data already exists. Therefore, this research concentrated solely on the events
organized in Finland and concerns only Finnish customer base. The research was target-
ed on existing customers in order to reach better understanding of their expectations and
behaviour. The customers are seen as connected consumers, a group of customers de-
fined in more depth in chapter 2.2., as the conducted survey was sent out in Live Nation
Finland’s newsletter which is delivered by email. As a result, the findings of the research

concern only connected consumers who have access to Internet.

To better understand the concept of experience and what is meant by it, general theory on
experience formation is discussed in chapter 2.1. However, the thesis concentrates on
experiences created for online networks as a part of organized events and therefore it

doesn’t include models for enhancing product or service related experiences.

1.5 Key concepts

The key theoretical concepts of this thesis are presented below and discussed in more

detail in the second chapter.

Experience management is a process used to direct customers’ experiences with a
company. It involves customer understanding as it is based on satisfying their needs and
expectations of a company. Experience management requires experience design in order
to be effective. (Berridge 2007)

Customer understanding creates a base for all marketing activities in a company. It's
crucial to know who a company’s customers are, how they behave and what they expect
from the company in order to deliver value for the customers and create long-term rela-
tionships and brand loyalty among them. Surveys and targeted studies are often used to

receive information of customers. (Solis 2013a)



Customer experience management aims to discover what customers expect from a
company and how these expectations, as well as experiences with the company, could be
monitored. The process of customer experience management is used to track interaction
between customers and a business and it affects decisions made in order to alter custom-

ers’ expectations as well as experience design. (Meyer and Shchwager, 2010?)

Social media marketing is an ongoing process of using social media channels for mar-
keting purposes. Social media marketing has a potential to reach big audiences.
(Charlesworth 2015)

Social media platforms are online based environments in which user generated content
may be shared and explored with peers and followers as well as with unknown users de-

pending on the used platform. (Charlesworth 2015)

1.6 Case company introduction

The case company was founded already in 1990. Back then the company operated under
a name Welldone Agency & Promotion Oy and was the leading event organizer in Fin-
land. In year 2000 the company became part of global Live Nation Entertainment and
changed its name to Live Nation Finland Oy in 2008. Live Nation Finland’s turnover has

been around 40 million euros in the past years.

Live Nation Entertainment is the world’s largest producer of live entertainment events due
to its fusion with Ticketmaster in 2010. The company operates in 37 countries reaching
around 530 million fans all over the world. Live Nation Entertainment’s headquarters is
located in Los Angeles, United Stated of America and it is a listed company. It is also one
of the world’s top five eCommerce sites with over 30 million monthly visitors. (Live Nation
Entertainment 2016)

Live Nation Finland organizes around 600 events in a year and has produced world’s big-
gest arena and stadium concerts for artists such as Madonna, Bruce Springsteen, Metalli-
ca, U2 and The Rolling Stones in Finland. As an addition to its own productions, Live Na-
tion Finland acts as a marketing consultant for example for Disney on Ice and delivers

artists to rock clubs and concert halls and also for trending festivals all around Finland.

Alongside of the international operations, Live Nation Finland represents many popular

Finnish artists. The company is also Finland’s leading restaurant consultant and delivers



employees to restaurants and festivals across Finland. In addition, Live Nation Finland
owns Events Club Oy, which is the biggest entertainment business’s loyal customer sys-

tem in Nordic area. (Live Nation Finland 2016)



2 Creating customer experiences in online environments

This chapter provides deeper insights on key theoretical concepts and models related to
the research problem. First subchapter concentrates on experiences, their management,
design and marketing. The second subchapter is dedicated for modern customer under-
standing and management. The third and fourth subchapters provide information of social

media and the platforms used by Live Nation Finland.

2.1 Experience management, marketing and design

According to Pine and Gilmore (2011, 17) experiences are the fourth economic offering in
which companies are investing their time and resources for in order to bring added value
to customers. An experience is created within each separate customer, as it is personal

and acquires interaction between the designed event and an individual.

Experiences are therefore individuals’ perceptions and interpretations of situations, or as
considered in events industry, of the designed environments. They are multi-dimensional
in nature as the meaning individuals’ give to each stage of the experience varies within
participants. Therefore it's argued that experiences are not static, although they are de-
signed, but rather dynamic and able to adjust during the experience. The level of satisfac-
tion, and thus the interpretation of the experience being positive or negative, is affected by
numerous factors such as comparison to past experiences, skills that a person possesses
and interaction in social occasions. Active participation, at least in the form of accepting
and taking in the offered sensory stimuli, is also required from event participants in order
to create an experience for them.

In his book Berridge (2007,124) has listed components of an experience based on a theo-
ry of five segments of experience defined by O’Sullivan and Spangler in 1999. One of the
segments is described as stages of experience which are “events or feelings that occur
prior, during, and after the experience.” Berridge also points out similar theory including
not only three, but five stages of an experience which were first defined by Clawson in
1963. These stages include anticipation, travel to site, on-site activity, return travel and
recollection. Both theories are based on the idea that each of these stages have to be
notified in the experience design process since all of them produce a different experience
which is interpreted personally by each individual customer. In order to actively influence
customers’ experiences, each stage should be designed to align with the intended out-
come. In many cases companies tend to focus solely on the activity, such as an event,
instead of the journey as a whole. As customers are emotional beings, their first impres-

sions during anticipation stage of the journey shape the feeling they have once getting into



the actual activity or as in this case the event. These feelings could potentially set the di-
rection of the whole experience into being positive or negative. On the other hand, if
something goes wrong during the first stages, a well-handled return travel after the event
might be a crucial point in saving the earlier mistakes, and creating a positive memory to a
customer after all. For this reason, it is vital to design and manage all of the stages. (Ber-
ridge 2007, 72-75, 124.)

“When a person buys a service, he purchases a set of intangible activities carried
out on his behalf. But when he buys an experience, he pays to spend time enjoying
a series of memorable events that a company stages - as in a theatrical play - to en-

gage him in an inherently personal way.” (Pine and Gilmore 2011, 3.)

To better understand the role of a customer in experience creation, O’Sullivan and Span-
gler renovated the four P’s of marketing into 4 P’s of experience marketing. These they
named Parameters, People, Peripherals and PerInfoCom. Parameters of experiences are
used to shape the experience and guide its marketing by specifying what the experience
is all about and what is important for it. These parameters could be formulated based on
for example the intended interaction between the experience provider and customers or
the elements and qualities that make up the experience.

The second P, People, is the core of an experience since experiences are defined by indi-
viduals as discussed earlier. In the context of experience marketing, it's necessary to
know whom you are marketing the experience for in order to plan it. The difficulty here,
once again, lies within interpretation as people’s experiences are affected by their own
attitudes, past experiences, backgrounds and lifestyles along with various other factors.
The third P is the Peripherals which influence the whole experience by adding meaning for
customers and bringing uniqueness to the experience. These elements can be for exam-
ple the time and place of an event, its price and participants, public image and packaging.
The fourth and last P is called PerinfoCom which is basically about promotional communi-
cation. The aim of PerInfoCom is to inform customers of their needs regarding a specific
experience while encouraging them personally to participate in it. Positioning is a key el-
ement of this activity as it ensures that the message of a designed experience is delivered
to the right group of customers and creates an image of what the experience will be like.
(Berridge 2007, 123-130.)

As discussed in the earlier in this chapter, experiences are complex processes which in-
volve both the provider of the experience as well as the participant who the experience is
created for. In order to shape customers’ experience throughout the whole journey, it’s

important to recognise the role of design in the process. “The experience itself is the by-



product of a consciously designed environment where clear decisions have been made.”
(Berridge 2007, 73.)

Design can be defined in various ways as it is widely used to describe for example a pur-
pose or an outcome of planned actions. The aim in experience design is to direct custom-
ers’ behaviour and perceptions by creating the desired experience for them. In this con-
text, design is a planned process which influences all actions related to a specific experi-
ence creation. Just like experiences, experience design is not static either. The process is
likely to change according to, for example, developments in technology or shift in custom-
er behaviour. There might also be occurrences in which a business wasn’t prepared for or
which it couldn’t predict, and therefore the designed experience needs to be adjusted to
correspond to the current situation. (Berridge 2007, 90-91, 160-162.)

In order to design experiences, businesses need to define what they are creating and
why. There’s no point to design an experience without a clear goal and an understanding
of the objectives needed to achieve that goal. As Berridge (2007, 76) states, experiences
are designed to “confirm, challenge or enhance expectations and perceptions.” To be able
to do that, a company naturally needs knowledge of the customers whom they are design-
ing the experience for, as well as adequately defined mission and vision of the business
itself. A business must determine what they want customers to say about them, what they
want customers to do, and certainly how they want their customers to feel about them
before, during, and after interaction with the business. Thus businesses are required to
recognize the role of a customer already in the design phase of the experience creation
process as after all, it is customers whose perceptions of the experience matter. (Solis
2013a, 128.)

“Shared experiences are the natural result or by-product of product design.” (Berridge
2007, 65) Experience design is vital for businesses looking to engage modern customers
in a level that creates brand loyalty. There are countless different options and Internet full
of information on those options which means that customers are competent in finding a
replacement for a brand if they are not satisfied with its offerings. One important factor to
keep in mind is that basically, a customer that a business is trying to reach is just like an
executive or an employee of a company, or as Solis (2013a, 8.) puts it, “you are the very
consumer you're trying to reach.” This means that during the design process, a business
must acknowledge that the desired experience is influenced by customers’ emotions and
memories, which create nostalgia and which can be understood only through empathy. To

be able to relate to the customers and create long-lasting relationships with them, a com-



pany must design experiences that appeal to customers on an emotional level and there-

fore create positive memories. (Solis 2013a, 159-161.)

As consumers access online sources and social networks from multiple portable devices,
a critical point to take into account is to optimize all application and website designs to
work effortlessly in each individual device. However, all these designs should be aligned
in a way that each of them reinforce the targeted customer experience. Otherwise the
experience is not delivered to customers in its full potential and it's most likely failing to

engage some of the customers. (Solis 2013a, 72.)

2.2 Customer understanding

According to Kimmel (2010, 42) there have been evaluations that at least 3000 to 5000
different marketing messaged are presented for an average American on daily basis. As
the number originate from year 2010, it is likely to be closer to 5000 or over it by the time
of writing this paper. Due to the growing number of advertisement exposure, competition
for customers’ attention has increased. Also, the attitudes of consumers have changed
along with the technological developments, and therefore companies are entitled to find
more innovative ways to reach their customers. An important aspect to achieving this is
understanding customers, their behaviour, needs and wants, and expectations. As dis-
cussed in chapter 2.1., experiences are created within individuals, and to be able to create
memorable experiences for customers, a business needs to know what is valuable for
them. In order to discover that, businesses’ need to learn to listen to their customers in-

stead of only predicting or assuming what they want based on past encounters.

Customers’ perceptions are affected by a combination of various factors such as cultural
background, education, geographic location, upbringing and values, for instance. There-
fore, it can’t be assumed that all of them would respond to marketing messages the same
way, even though they would belong to a same customer segment. That being said, peo-
ple do have a tendency to “go with the flow” so to say. This means that they are likely to
act the same way as others rather than being the odd one out and doing something differ-
ent. This applies also to consumer behaviour and the journey customers take. In a situa-
tion of uncertainty, consumers ask for advice from peers and family, or nowadays also
from social networks rather than from a call centre or salesperson at a store. Among in-
formation and recommendations, customers seek validation and acceptance within online
social networks. Just as in any given situation, individuals have a need to be part of some-

thing, belong to a group for instance, and the different social media channels are providing



them an environment in which they can feel connected to other users at all times. (Solis
2013a, 131))

2.2.1 Change in consumer behaviour

Due to developments in technology and digitalisation of consumers, it's important to real-
ize that customers have gained a major role in defining brands and creating content, as

they are eager to share their experiences online; especially the negative ones. Thus, it's
crucial for businesses to listen to their customers’ needs and create positive, memorable

experiences for them to share as discussed in chapter 2.1.

In his book Solis (2013a, 32-33) refers to a new category of customers which he calls
Generation C. This group communicates about their experiences through connected net-
works and relies on information generated by other users of the network when making
decisions. Often this group is defined as Generation Y or Millennials, which means that
they were born between early 1980s and 2000, but since mobile devices became com-
modity, it's not only Millennials anymore who are connected at all times. Generation C is a
constantly growing customer segment which includes all consumers whom have adopted
digital lifestyle regardless of their age, gender, nationality or other demographics. This
change forces companies to rethink their strategies as traditional marketing channels

won’t be enough reach this segment.

Generation C shares real-world in real time. It's natural for them to check-in to places and
therefore inform their friends and followers of where they are and what they are doing.
They take pictures of the simplest things, such as a cup of coffee, just to share the joy of
drinking coffee. Although these actions aren’t perceived as marketing, they have a poten-
tial to be highly influential for other users of the social networks in which the content is
shared. Whereas sharing may benefit businesses, especially if a user has thousands of
followers, it may also cause a loss of customers if the shared experiences are negative.
As stated before, Generation G is always online and therefore will quickly find out any
negative feedback other users have shared about a particular company, or as in this case,
of an event. The same effect happens with word of mouth, only online it reaches bigger
audiences in short amount of time. This behaviour creates pressure for companies to take
actions to solve the aroused problems and answer to customers as quickly as possible to
make sure to minimize the damage. By responding, a company points out that they value
their customers and care for the overall experience. This applies also to positive feedback

received from customers through social networks. (Solis 2013a, 40-43.)
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2.2.2 Customer experience management

Through the change in the way customers behave, and the growing number of social net-
works available as well as the number of options offered, the expectations toward busi-
nesses have increased. Expectations may arise from past experiences, reviews, or com-
petitors’ offerings for example, which a customer compares with the current situation of
the offered experiences. Not meeting the expectations poses a threat to customer satis-
faction and therefore, a company is required to take actions to ensure the delivery of the

experience.

According to Meyer and Schwager (2007, 2) “customer experience is the internal and sub-
jective response customers have to any direct or indirect contact with a company.”

The aim of customer experience management thus is to discover customers’ perceptions
of a company and its offerings. It is then used to alter the customer journey and therefore
influence the decisions customers ultimately make and the experience they receive from
their interaction with a company. The desired result is a satisfied customer whose expec-
tations were met, or even exceeded, and who ends up sharing the positive experience to
their peers and followers through social networks. Table 2. presents the main differences
between customer relationship management and customer experience management. As
the table shows, although related to each other, these functions are used for different pur-
poses and therefore both of them should be a part of a business’ processes. Customer
experience management deals with shortages in the experience delivery for customers

and understanding of customers’ expectations. (Meyer and Schwager 2007, 1-2.)
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Table 2. Elements of Customer Experience Management (CEM) (Meyer & Schwager

2007)

Customer
Experience
Management
(CEM)

Customer
Relationship
Management
(CRM)

What When How Monitored Who Uses Relevance to

the Information Future Performance
Captures and At points of Surveys, targeted Business or Leading: Locates
distributes what customer studies, observa- functional leaders, places to add
a customer thinks interaction: tional studies, in order to create offerings in the

about a company

“touch points”

“voice of customer”

research

fulfillable expecta-
tions and better
experiences with
products and
services

gaps between
expectations and
experience

Captures and
distributes what
a company knows
about a customer

After there
is a record
of a customer
interaction

Point-of-sales data,
market research,
Web site click-
through, automated
tracking of sales

Customer-facing
groups such as
sales, marketing,
field service, and
customer service,
in order to drive
more efficient and
effective execution

Lagging: Drives
cross selling by
bundling products
in demand with
ones that aren't

According to Solis (2013a, 62-63) there are four stages of engagement which will define

whether or not a customer stays with a business or chooses a competitor. These stages

are called the moments of truth. These moments are vital part of the CEM process. The

theory has been recognized within companies for years already, but since the consumer

behaviour has changed, the model had to be adjusted to fit today’s needs.

Stimulus

..... (;'

ZMOT
+

First

2

Second

Moment of Truth  Moment of Truth

(Experience)

(Shelf)

Which becomes the
next person’s ZMOT

Figure 1. The Moments of Truth (Lecinski 2011)
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The four moments of truth are Zero Moment of Truth, First Moment of Truth, Second Mo-
ment of Truth and the Ultimate Moment of Truth. The First Moment of Truth (FMOT) and
the Second Moment of Truth (SMOT) have been originally defined by Procter & Gamble.
(Lecinski 2011) The first seconds when a consumer walks up to a store shelf and looks at
the products is what P&G defines to be FMOT. At this stage consumer must make their
choice, which is why businesses use resources on making their product to stand out and
seem appealing to consumers. Naturally following, SMOT lies within the user experience.
Once a consumer has purchased the product, he will find out whether or not he is satisfied
with it. As an addition to original steps, Lecinski (2011) identified another moment of truth
which was a logical result of the change in consumer behaviour. This stage is called the
Zero Moment of Truth (ZMOT). It is a moment before an actual purchase, in which con-
sumer seeks for more information to be able to make the decision. As discussed earlier,
Generation C is known to be online at all times and as you may guess, they will also
search answers to their questions online rather than by asking a salesperson or going to a
library to find a relevant source of information. Once they look for answers through search
engines and social networks, they will end up scrolling through other users’ reviews and
opinions. From a company’s point of view, it would be useful to run searches on questions

they often receive in order to find out what other sources are telling about them.

This is the point where the Ultimate Moment of Truth comes along. As connected custom-
ers share their experiences online, they will create content for other users to find when
searching for information and reviews to help in decision making process. This way a
connected customer is being an influential part of another possible customer’s journey
through social networks. For this reason, companies need to pay even more attention to
customer experience management than they have in the past. They should invest in creat-
ing the experience they want customers to have; otherwise the brand is left for customers
to define. (Solis 2013a, 62-65, 74.)

13
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Stimulus Moment Moment Moment Moment
of Truth of Truth of Truth of Truth

W5 o B eee

O @ @ @ @

Social Consideration . Shared
Awareness Experience
" Discovery to Purchase e Experience
4 i

UMOT -> ZMOT: Shared expressions form trusted impressions
Figure 2. Enhanced model of the moments of truth. (Solis 2013b)

There are also four main steps which each business needs to take to be able to connect
with and engage connected customers. The first step is to listen to them. Connected cus-
tomers have a lot to say, and it’s up to businesses to be receptive in order to understand
what their customers need. The second step is to learn how they behave and where they
get information that affects their whole customer journey. By doing so, a business will be
able to define the touch points in which customers are influenced. This leads to the third
step which is engagement. After discovering the moments of truth of customers’ journey,
it's time to engage customers on these moments to add value to the interaction and affect
their experiences with a company. The fourth and final step is an ongoing process in
which businesses need to adapt new processes and strategies in order to make improve-

ments on the previous steps. (Solis 2013a, 102-103.)

2.3 Social media marketing

Since there is now a better understanding of today’s connected customers and their be-
haviour, it's also important to understand the environment in which they are communi-
cating to businesses and to each other. To begin with, social media is a constantly evolv-
ing environment making it hard to define and control. All social media are based on online
interaction between individuals and the main purpose of these networks is to offer plat-
forms for shared user generated content and communication. Social media can be defined
to be any kind of existence in online environments in which users may create content by
themselves without having a control or ownership of the site. It is a cultural phenomenon
which is used to share and produce information through interaction with other users.
(Charlesworth 2015, 1-2.)
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For businesses, social media presents an opportunity to interact with their customers per-
sonally and learn about their attitudes toward a business as well as their needs and
wants. Social media presence may increase brand recognition and loyalty and additionally
lower marketing costs. On the other hand, it can also be a challenge for companies whom
are not flexible and ready to change their business models according to changes happen-
ing around them. Most businesses are already present in the different networks, as social
media is not a new environment anymore, however, being present is not enough to create
experiences for connected customers. The problem for some companies is the lack of
resources and skilled employees that are needed to be able to compete in social envi-
ronments. The aim for businesses is to engage customers with two-way communication
rather than interrupt them by relying solely on one-way communication which is part of the
traditional push model, such as advertising, where businesses created a product or ser-
vice and expected the customers to want it instead of finding out what the customers ac-

tually want as in pull model. (Strauss & Frost, 2012, 182.)

One clear benefit of social media is the fact that consumers are participating in the mar-
keting process. As connected consumer are actively creating, posting, and sharing con-
tent, they will consciously and also unconsciously market different products, services,
brands and places. For example, when a connected customer enters an event, they will
most likely take a photo of themselves being there and share this photo to social networks
and also tag their whereabouts to it. This way the customer is promoting the event without
expecting any commission from the business that arranges the event. Straus and Frost
(2012, 38) name a concept called inbound marketing in their book which consists content,
social media and different techniques used for search engine optimization. These involve
consumer created content such as videos, images, text and audio that present in for ex-
ample blogs, Facebook, Twitter and other social networks. The aim of inbound marketing
is for business to be found among connected consumers. However, a company can’t rely
solely on consumer generated content. It is still entitled to also create interesting and rele-
vant content for consumers which draws their attention and enhances the image of the
brand instead of just being present as discussed earlier. This content can be then liked,

commented, and shared by consumers.

In order to truly add value for customers as well as for the business, social media market-
ing should be planned accordingly. Just like all other activities in a company require stra-
tegic planning, so does social media. There’s no point to post something here and there

and hope for customers to react to these posts. Strategic social media planning demands

clear goals and understanding on how to actually achieve them. It would be beneficial to
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add social media plan as a part of a company’s overall marketing plan, to make sure there
are enough resources and that it’s aligned with other marketing objectives. Based on the
framework model of a e-marketing plan suggested by Strauss and Frost (2012, 73) the
first step in creating the plan is to perform situation analysis. This includes reviewing the
existing marketing plan, analyses of the environment and customers as well as outlining
the current social media presence. Secondly, it is suggested to carry out a marketing op-
portunity analysis through for example segmentation, positioning, and differentiation in
order to evaluate possible profitability and sustainability of a target group and define com-
petitive advantages. After this process a company should define the objectives and gen-
eral goals as well as revenue streams if needed, to be able to design communication and
promotion and social customer relationship management. This creates the base for im-
plementation plan which is utilized to design which channels are to be used, how infor-
mation of the customers is collected, and how relationships with them are created. After
that comes possible budgeting if the company is planning to use money on for example
advertising in social media or hiring new employees for the job, designing a new webpage
or creating new advertising and promotional materials. Last thing to do is to create an
evaluation plan to define performance metrics used to track the success of social media
activities. (Strauss & Frost 2012, 73-80.)

In the context of events, Charlesworth (2015,198) argues that there are four stages to be
considered when organizing an event with the help of social media marketing. These
stages are the actual organizing of the event, promotion of the event, enhancing the live
event experience, and prolonging the life cycle of an event. Considering event organiza-
tion, social media can be used to ease cooperation and communication among participat-
ing organizers. Different social media platforms allow discussion of the event elements
and they can also be used for attendance confirmation to be able to anticipate the size of
the event. Social media channels are also an effective way to promote events. One very
commonly used practice is to create a page or a profile for the event. For instance, Face-
book offers an easy solution for events, as there is a separate function which allows any-
one to create an event page where users can be invited to the event and where they may
also confirm or deny their attendance. Better yet, if the event is public, confirmed attend-
ance shows up on friends’ newsfeeds and therefore one single user spreads the aware-
ness of the event to their contacts. Another useful way to promote an event is to choose
an official hashtag for it. A hashtag is a word, expression or saying marked with a hash
mark (#). They are used to single out a specific subject or a keyword within a text.
Hashtags can be used for searching posts related to a certain subject. Hashtags therefore

help to form so called buzz around the event and encourages interaction between event
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participants. Additionally, pictures and posts related to the event are easily found through
hashtags. (Sprout Social 2016)

Social media can also be a great asset in enhancing live experiences created for custom-
ers. Event related information such as announcements of possible changes or questions
that arise from customers can be addressed using social media networks. Customers may
be even allowed to ask questions during the event, for example in conferences, through
Twitter if it’s projected to a screen or used by the speakers. Another possibility is live
streaming, which allows all attendees to keep up with what’s happening even if they can’t
see the stage for instance. Posting pictures of the event as well is an effective way to
keep up the buzz around it. Enhancing the experience through social media also works for
people who couldn’t attend the event, as they are also able to see all content generated
from it and contribute to the discussion. By posting interesting material from the event, it is
possible to create a need for those who couldn’t be present to attend next time as they
see what they are missing.

The fourth stage, extending the experience, works similarly as the enhancing process. As
discussed earlier, it's important to consider customers’ experiences before, during and
after the event. One efficient way is to for example film the event and upload an edited
version of the video onto YouTube and share it via other social media channels. Through
video customers are able to return to the event venue and remember the feelings they
experienced. Another useful way is to share photos of the event, if there was a profes-
sional photographer taking pictures or a photo booth for instance. Customers are then
looking forward to see their pictures and share them in their own accounts. These type of
activities also attract new attendees as they gain a better understanding of what to expect
from the next upcoming event, and simultaneously they may generate valuable infor-
mation for the organizers of what worked and what didn’t, and if the customers liked the
event or not. (Charlesworth 2015, 198-200.)

2.4 Social media platforms

Due to rapid developments in technology, businesses are having difficulties to stay ahead
of time, and competitors, in the field of social media. It's a continuous learning process, as
new platforms are created and the existing once developed with new features and ways to
share and create content. Below are listed and shortly presented the most common social
media platforms which Live Nation Finland’s customers mostly use and where Live Nation

Finland is present.

Facebook is probably the most well-known social media channel. Founded in 2004, Fa-

cebook’s mission is to keep people connected by giving them authority to share and artic-
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ulate what's important to them. Facebook also aims at making the world more open and
its users are in fact actively sharing information and phenomenon around the world. Ac-
cording to Facebook’s statistics, it had 1,09 billion active users on average daily in March
2016 and 1,65 billion active users on average monthly. As the statistics show, Facebook
reaches enormous masses every day creating great opportunities for businesses to inter-
act with their customers. Facebook also offers companies an opportunity to create a page
for their brand, which allows easy tracking of the page statistics such as visits, likes and
followers. (Facebook 2016)

Instagram is a mobile application based on visual storytelling and has over 300 million
users. It is a global community that allows people to share their lives through pictures in-
stantly with their peers and other users if chosen to. Users of Instagram share over 60
million pictures daily and those photos can be shared also to other social platforms via
Instagram. Adopted from Twitter, hashtags play a huge role in Instagram as pictures are
described and can be found by using hashtags. A company may create its own profile
which is the same as any other user profiles in Instagram and therefore easily approacha-
ble. On Instagram, it is also possible to tag other users to photos which widens the
reached audience to their circle of followers as well and might guide new followers to a

company’s profile. (Instagram 2016)

YouTube was founded in 2005. Based on videos, it offers its users an opportunity to
search, watch, and share videos uploaded to the platform. YouTube has over a billion
users and more than half of its views are from mobile devices. The time spend watching
videos in YouTube has grown by at least 50% over a year. YouTube gives companies an
easy way to share their marketing videos for big audiences. The service is owned by
Google. (YouTube 2016a.b.)

Twitter states that its mission is to empower everyone to share and generate their ideas
and thoughts freely. The idea behind Twitter is to give users a voice to express their opin-
ions in a way that may reach huge audiences. Twitter has 310 million active daily users
and 83% of the users use Twitter through mobile devices. The use of hashtags originates
from Twitter and they are nowadays widely used in other networks as well. Tweets can be
really powerful and they are often used to deliver messages to the society of what’s going

on and how people feel about it. (Twitter 2016.)
Snapchat is a mobile application based on sharing pictures and videos for peers and fol-
lowers. Founded in 2011, Snapchat already has over 200 million users and 100 million of

them use it daily. The application is meant for taking snap shots, or short videos, which
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will appear to other users for a certain amount of time and be self-destruct or deleted by
the system after that. In 2015, 6 billion videos were watched on Snapchat on a daily basis.
(Kriel 2016.)

2.5 Conclusion of theory

Since today’s connected consumers or Generation G, as Solis (2013a, 39) would refer to
them, are highly informed and educated of available options, they have become more
demanding toward businesses. Expectations have raised and therefore consumers won't
settle for ordinary. Instead they are looking for special experiences and interaction with
businesses. This means that experience design and management must be taken into ac-
count within companies’ strategy planning. The activities are also to be evaluated and
developed to match today’s needs. As created experiences are not to be stable, but rather
adjustable due to rapid changes within online networks, the strategy must also be flexible.
To be able to understand, design and manage the experiences created for connected
consumers, a company needs educated and skilled employees who truly understand so-
cial media, as it is an influential environment in which customers share their own experi-
ences and therefore may affect other users’ decision making. Social media planning
should also be a part of the whole company’s marketing plan and align with its goals. In
order to create experiences for customers to share in social media, a business is entitled
to study its customers’ behaviour and habits, needs and wants, expectations, and activity
in different social networks. It takes empathy and interaction, as well as statistical analys-
ing to understand and be able to react to the needs of consumers. Companies also need
to recognize that different social media channels acquire different content, solutions, and
designs as consumers expect diverse material. Additionally, webpages must be optimized
for mobile and tablet usage, as a growing number of consumers visit the pages through

mobile devices.
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3 Research methods

This chapter presents the used research methods, which aimed for gaining a better un-
derstanding of Live Nation Finland’s customers’ online behaviour, and how experiences
could be created for them in online environments to add value to the interaction. The

chapter provides information on how the research was designed and how the gathered

information was analysed.

3.1 Research Design

The research for theoretical background was conducted as a literature review and desktop
research in order to find relevant models and principles to provide a foundation for a case
study and therefore discover a solution to the research problem.

The used method for data collection was a quantitative survey directed to Live Nation Fin-
land’s customers. A quantitative approach was chosen in order to gain better understand-
ing of the customers’ social media habits and expectations regarding the offered content.
As agreed with the commissioning company, it was important to gather information of cus-
tomers as a whole, as the company organizes various events and aims at reaching all of
their audiences. A survey was chosen as a research method to be able to gather infor-
mation of a large customer base and then apply this information to interpret the views and

habits of the customers.

The survey was created on the basis of theoretical background of the research and the
case company’s needs. The questionnaire was designed simply to receive general, anon-
ymous data, of the customers with the help of a browser-based tool Webropol. The survey
was distributed to customers within Live Nation Finland’s newsletter, which was sent via
email. The newsletter is written in Finnish, and for this reason the survey was conducted
in Finnish as well. Finnish consumers are also more likely to answer questionnaires in

their mother tongue.
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Figure 3. Representation of the research design.

The theoretical background was used to support analysing the findings of the conducted
survey. Furthermore, it served as a base for recommendations offered to the case com-

pany, and as general guidelines for creating experiences online.

3.2 Reliability and Validity

The chosen literature and e-resources were carefully selected to be able to form wide
understanding of the researched field. Some authors had actually cited each other in their
books, and it was easy to find information of them as well. The concern for literature
sources was the ongoing change and developments, as some sources offering theory
related especially to online activities might be getting outdated already. Social media
evolves every day, and thereby it is difficult to keep up with the new innovations and find
relevant, up to date information from the literature sources.

The chosen e-resources were picked from generally accepted, trustworthy pages such as

Forbes.com and gone through fully before using them as references.
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The commissioning company agreed to send out the survey to its customers which en-
sured that the right audiences was reached. The survey was placed on the company’s

newsletter which is currently sent out weekly on Fridays.

3.3 Analysis Methods

The purpose of analysis is to transform the gathered data into a form which provides un-
derstanding and meaning for the collected data. For analysing information gained from the
gquantitative survey, statistical methods were chosen to be the most useful way to examine
the results. This process is used to generate patterns and therefore interpret the behav-

iour and expectations of Live Nation Finland’s customers.

Considering statistical methods, frequency distributions were mostly used to study the
responses of each separate question. To better visualize the outcome, bar charts were
created out of frequency tables as they are more convenient for this type of research than
for example pie charts. Information is largely provided as percentages, and therefore it's
important to notify that in multiple-choice questions the rates might go over 100% as re-
spondents were able to choose more than one of the presented options. (Ghauri &
Grgnhaug, 2010, 153-155, 199.)
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4 Results

This chapter is dedicated solely for presenting the findings of the conducted survey in a
neutral way. The results are presented with bar charts to make them clear and conven-
ient, and the most important numbers are highlighted in the interpretations given under the

figures.

4.1 Demographics of the respondents

67%

33%

Man Woman

Figure 4. Respondents gender deviation
Considering respondents gender, women were clearly more active in answering the

guestionnaire as almost 70% of the responses were given by them. Only 33% of the

answers were given by men.
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Figure 5. Age division of the respondents

The majority of the respondents, 36%, belonged to an age group of 25 to 34 year-olds.
Another bigger group was 18-24 year-olds as 31% of the respondents reported belongin
in it. Only one respondent was over 55 years old and none of the respondents were under
18.

4.2 Questions related to events in general

100 %
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20% 76%
70%
60 %
60 %
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20% 13%
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Ballet Festivals Club events  Live family Concerts Circus
shows

Figure 6. Type of events attended by the respondents
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Concerts are clearly the most attended events as slighty over 90% of the respondents
have participated on them. Festivals are also popular among respondents as 76%

attended them as well as club events attended by 60% of the respondents.

45%

40 %

40% 36%

35%

30%

25%

20% 18%

15%

10% 7%
.
0%

Once ayearorrarely 2-3 timesa year 3-5timesavyear More than5timesa
year

Figure 7. Attendance frequence
The majority of the respondents, that being 40% of them, attend events 2-3 times a year.

Almost the same amount, 36% of them reported attending events over 5 times a year.
Only 7% said that they attend events once a year or even not at all.

25



80%

69%
70%

60%
49%
50%

40%

30%
20%

20% -

7% 7% 117 9%

10%
—
oo mm B = ]
L . LY L A A
& & & & & & e&" .0‘?“\\ >
5% % & < < < & S
& g < & & & & 3 2
@ & & & & 5 s
¥ +© & & O &
o R S 3 & @
0 Q g % ﬁ N
& & o o
® 2 ¥ &
@\’2&’ i~y &

Figure 7. Channels which affected last purchase

Last time the respondents visited an event, almost 70% of them heard about it through
Facebook and 49% also said that they heard about it from a friend or familymember.
Following these channels, 20% of the respondents reported seeing an outdoor

advertisement about the event and 11% had heard about it from radio.
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Figure 9. Channels where customers search for information of events
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Over 70% of the respondets are using Facebook and even’ts own website to find
information of the event. Following closely is Google, as little over 60% of the respondents
use it to search for information. Also Ticketmaster is more used than other ticket sales
companies with 36% of the respondens using it compared to 24% on Lippupiste and 18%

on Tiketti.
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Figure 10. Factors affecting decision making

The most prevalent factor affecting the respondents decision of attending an event was
the artist or a performer of the event as 100% of the repsondents chose this option.
Another important factor, as over half of the respondents said, was time and place of the
event. Almost 50% of the respondents also value recommendations from friends and also

previous experiences as seen in Figure 10.

27



4,80

Artist or Perf
ST . 5

Price 3,37
I - <7
. 3,77
T d Pl !
B
3,23
E t t !
YR ATAnEEmET® N > 00
Recommendations from 3,13
friends - JEEr
. 3,87
Past !
ORI I -
Advertising 2,80
I - <o
1,00 2,00 3,00 4,00 5,00

Woman ®Man

Figure 11. Influence of factors affecting decision making

As seen in Figure 11, the artist or a performer has the biggest influence on decision
making for both women and men. Past experiences and the time and place of the event
are also among most influential factors when making decisions. For men, friends
recommendations are slightly more valuable than for women, however price is more

influential factor for women than for men.
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Figure 12. Reasons for not participating in an event
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The most common reason for not attending an interesting event was that the date of the
event wasn'’t suitable for the respondents as 82% of them answered. Another notable
reason was that the tickets were too expensive, which was the case for over half of the
respondents. Also the fact that a respondent had just seen the performance or that they
heard about it too late were common reasons as almot 30% of the respondents answered.

4.3 Social media related questions
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Figure 13. Used social media channels

Even though it’'s been argued that Facebook is losing its status as the channel in social
media, it was the most used among respondents. Almost all of the respondents (93%) say
that they use Facebook. Also over half of the respondents use YouTube (73%) and Insta-
gram (62%). Snapchat is among the most used channels as almost half of the respond-

ents (42%) claim to use it.
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Figure 14. Following on different channels

40 %

62%

The majority of the respondents follow Live Nation Finland through their weekly

newsletter, as 62% of them declared. Also almost half of the respondents are following

their Facebook page and 40% their webpage. Only 7% of the respondents say that they

follow Live Nation Finland’s Instagram account.
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Figure 15. Expectations of offered content
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Over 70% of the respondents would like to receive information of upcoming events
through social networks. Nearly half of them would also like to see videoclips of the
organized events and 40% say that they would like to see pictures of events. Also info

packages of upcoming tours interest 33% of the respondents.
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5 Discussion

The discussion part of the thesis concludes the findings of the research from both theoret-
ical and empirical fields. It takes a look at the current situation and preferences of Live
Nation Finland’s customers, which are based on the conducted survey. The discussion
also includes suggestions on how to improve the experiences offered to the customers
and highlights some potential development points. Additionally, the chapter offers ideas

on further research.

5.1 Key findings and what they mean

As the research problem concentrated on understanding the process of experience crea-
tion for connected consumers in social media environment, the results of the conducted
survey were analysed based on theories related to these subjects. To begin with, the de-
mographics show that more women than men answered the questionnaire. Due to low
number of received responses, no real conclusions can be drawn on this deviation alt-
hough, it might predict that Live Nation Finland has more women than men as their news-
letter subscribers. It may also predict that women might be more willing to use time on
answering questionnaires.

Based on Live Nation Entertainment’s Live Analytics (2014) the age group 18-24 was de-
fined as the fastest growing group of customers. Looking at the received responses from
Live Nation Finland’s customers, the same trend seems to continue as this age group was
the second largest based on the given answers. The majority of the respondents reported
to belong to an age group of 25-34, which can still be considered as quite young audi-
ence. Customers in these groups belong to Millennials, as discussed in chapter 2.2.1.,
and they are used to using technology and are very responsive for technological devel-
opments which might raise their readiness to answer questionnaires. The third biggest
group was 45-54 year-olds, which proves that today’s connected consumerism doesn’t

look at the age, but the interest customers have toward technologies and development.

Considering events, the majority of the respondents attend events two to three times a
year and almost as many respondents said that they attend events five times or more in a
year. The most popular event types were concerts, festivals and club events which sug-
gests that the respondents are most likely to attend music events. As experiences, con-
certs, club events and festivals appeal to multiple senses people possess, as music has
the power to touch people personally and bring out memories and feelings that might oth-
erwise be forgotten. These events are often also highly visual shows which connected

consumers are likely to take photos and videos of and share them on social media. Espe-

32



cially festivals have a social aspect on them also in real life, and not only online, as people
might spend few days on the same area meeting people who share their interests. This
creates a sense of community and a feeling that a person is understood and accepted as
a part of a group.

As connected consumers are looking for information online and trusting feedback and
reviews posted by like-minded people in the online networks, it is no surprise that most of
the respondents said that they had heard about the last event they attended from Face-
book or friends and family. Even though many new social media platforms have been de-
veloped, Facebook has kept its position in consumers’ daily lives and is definitely a chan-
nel which should not be ignored. Although social interaction is clearly highly valued among
consumers, traditional channels such as outdoor advertising and radio should not be for-
gotten either. The respondents stated that they had heard of an event they attended
through these channels over other social media channels, excluding Facebook of course.
Live Nation Finland’s customers reported that they are also mostly searching for infor-
mation of the events from Facebook. Other popular channels are the event’'s own website,
Google search, and Ticketmaster. These channels therefore should be always updated
and possible changes or special information should be announced through them. As Live
Nation Finland is already active in Facebook where the company has recently reached
over 30 000 followers, and Ticketmaster is a part of the corporation, they have great po-
tential to interact with consumers and build trust. Considering Google search, search en-
gine optimization could be used to direct consumers to Live Nation Finland’s webpage
and Ticketmaster for example. This has most likely been done already, as while searching
for events organized by them, Live Nation Finland’s webpage is among the first results
that pops up. As mentioned in subchapter 2.2.2., it could be beneficial to run Google
searches on subjects’ customers’ are usually questioning, to find out where those ques-

tions lead as connected consumers are likely to be affected by what they read online.

Looking at the factors that affect customers’ decision making on whether or not to partici-
pate on an event, all of the respondents chose artist or performer and the majority of them
rated it to be the most influential factor. This indicates that customers are ready to make
exceptions on other areas, for example travel a bit further or pay a bit higher price, if the
artist or performer is of their interest. Still some respondents said that they haven’t attend-
ed an event that interested them due to the fact that they had just seen the artist or per-
former recently, which could be a convenient factor to consider when planning the event
repertory. Related to the moments of truth, once customers hear about the event, they
enter the stage of zero moment of truth, where they start looking for more information of

the event through social networks, or as in this case specifically from Facebook, event’s
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webpage, Google search and Ticketmaster as stated earlier. The place and time of the
event were the second most influential factor, which is explained by location and sched-
ules customers have, as they have to evaluate if they are able to travel by the time of the
event or fit it on their schedules. Majority of respondents had not been able to attend an
event as the date of the event wasn't suitable for them. Often tickets for events are sold
for example six months prior to the event and it might be difficult for customers to predict
their situation although as noted, if they are very keen on having the experience of seeing
a specific artist, they will most likely take the risk and purchase the tickets. At this point the
customer is facing the first moment of truth as they are deciding whether or not to pur-
chase the tickets. Even before the decision is made, they start anticipating the upcoming
event which is why marketing and interaction play a vital role in this stage of the experi-
ence creation.

The two other higher influence factors for the respondents were past experiences and
recommendations from friends. As discussed in chapter 2.1., experiences are extremely
important in creating long-term relationships and brand image on the minds of customers.
The experience starts from stimuli, or awareness of the event and ends on the post event
activities. If customers have negative memories of an experience related to a company,
they are likely to be hesitant in giving it a new change. Also if their friends have negative
experiences customers are likely to be reserved, men slightly more than women. This is
the point where the ultimate moment of truth is affecting the decision making. Still, accord-
ing to the responses, personal experiences had more effect on Live Nation Finland’s cus-
tomers than peers, supporting the theoretical findings which suggest that experiences are
personal and should be designed to appeal to each individual customer.

The last factors to be discussed are price and advertising. The influence of price had scat-
tered opinions most widely, as few customers found it having no effect on their decision
making and some responded it having high effect on them. Overall, women were more
affected by the price of an event than men, which might predict that women are not as
ready to use money on entertainment as men, but as noted in the beginning of this chap-
ter, no real patterns can be drawn due to low amount of responses. Also more women had
answered the questionnaire which might raise the mean for them. Interestingly, over half
of the respondents still reported that they had not attended an event due to too high ticket
prices. It could be argued that if the event is appealing enough on other factors such as
peripherals, the price can be overlooked, but if the customer has any hesitations on other
parts, the price might gain more significance. Advertising on the other hand seems to
have low effect on customers’ decisions. This supports the findings of connected consum-
ers, whom aren’t responsive for traditional advertising but has slight contradiction with the
results of where customers had heard about the event they last attended, as based on the

respondents’ answers, advertising had raised awareness of attended events.
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The results of respondents’ social media usage revealed that Facebook is indeed used by
almost all of the respondents which also contributes to the earlier observations of Face-
book’s role on Live Nation Finland’s customers’ lives. Almost half of the respondents also
claim that they are following Live Nation Finland in Facebook, which suggests that the
company’s presence there is valuable for the customers. Other popular social media
channels were YouTube and Instagram, as clearly over half of the respondents reported
using them. However, only few respondents are following Live Nation Finland on these
channels. Therefore, it could be beneficial for the company to enhance its presence on
these channels and promote them through their weekly newsletter or Facebook, for in-
stance. Additionally, Snapchat was used by almost half of the respondents which corre-
sponds to the age of the respondents, as Snapchat is widely used among younger gener-
ations. Live Nation Finland doesn’t have an account on the application by the time of writ-
ing this paper, but as a growing channel, Snapchat might be useful for interaction with
customers. Few of the respondents said that they are present in Google+ as well, but
none of them are following Live Nation Finland. This indicates that the company might be
better off by not using time and resources on this channel if it's not important for them on
behalf of clients and cooperation for instance.

Other channels that are followed by the respondents were Live Nation Finland’s webpage
and also their newsletter which shows that the customers are still using also other chan-
nels than just social media. However, due to the fact that the survey was sent out via
newsletter, there’s an error on the responses. Not all respondents reported following Live
Nation Finland’s newsletter although they couldn’t have received the survey without hav-
ing subscribed it. Possibility is, that the respondents don’t perceive the newsletter as a
followed channel as it is sent to them by email and therefore the question should have

been formed better to get reliable result.

Considering what Live Nation Finland’s customers value and what type of content they
expect the company to create, the majority of the respondents reported that they would
like to receive information of upcoming events. Also info packages of tours were wished
for by around third of the respondents. This indicates that although connected customers
value peer reviews, they feel that information coming from the organizer can be seen as
trustworthy as well. Information of upcoming events helps consumers to make decisions
as they know what to expect, and they may also evaluate which events are most im-
portant for them if there’s no possibility to attend each event they are interested in.
Almost half of the respondents wish to see video clips of the events and just slightly fewer
respondents would like to see also pictures of the events. Looking from experience crea-

tion point of view, both of these activities support the marketing of the experience as well
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as the event prior, during, and after the actual happening. They can be used for three out
of the four event marketing stages defined by Charlesworth (2015, 198) and discussed in
chapter 2.3. Pictures and video can be used for promotional purposes to help create an
appealing image of the upcoming event, for enhancing the experience by sharing photos
and videos of it during the event, and for extending the event life cycle by uploading video
of it on YouTube and publishing photos taken in the event, for customers’ use as well,
after the event.

5.2 Development proposals

Based on the knowledge of Live Nation Finland’s situation in the beginning of the process

and results of the research, few development proposals are presented.

First of all, in the beginning the company didn’t have an actual social media plan as it was
still under construction. Therefore, it is suggested to evaluate the current situation of the
social media activities, and possibly relinquish channels which don’t bring any added val-
ue for the company or its customers. After the evaluation, the company can start design-
ing what kind of content they would share on each channel in a way that contributes to the
overall marketing strategy and also responds to customers’ expectations. It is also sug-
gested to follow and evaluate the effectiveness of the performed activities, for instance, by
tracking when are the best times and what are the best days to post content on a certain
channel to be able to maximize its reach among targeted audience. As stated also in a
recent report on event marketing published by True (2016, 17.), the most visible needs
regarding future are the ability to use social media channels effectively and to invest in

content marketing quality and strategies.

Another factor to consider would be the company’s website, however, it was made clear in
the beginning of the process that Live Nation Finland doesn’t possess the rights to make
big changes as the webpage model comes from the corporation. It's a shame, as Live
Nation Entertainment’s webpages are more visual and imposing than the model Finland’s
department has been given. Also the current model is not fully mobile optimized which
might disturb users, especially the generation C, and in order to enhance the customer
experience it would be recommended to be optimized. Another option could possibly be a
mobile application where customers could find the information provided on the webpage,
most recent updates and changes, pictures and videos and also a forum for direct feed-

back, for example.
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Considering created content, as seen in the responses of Live Nation Finland’s custom-
ers, pictures and videos are interesting for consumers. The company already shares both
materials in various channels but as video is now trending it could be paid more attention
to. As stated an article on Global Web Index by McGrath (2016), about half of the users of
Internet are now uploading their own videos to social networks. It is also said that almost
95% of users belonging to an age group from 19 to 34 are watching videos online. There-
fore also the majority of the survey respondents are contributing to this statistic and it
would be beneficial for Live Nation Finland to enhance its video content.

5.3 Validity and Reliability

The used literature and e-resources were useful and relevant in formulating wide under-
standing of the researched topics. Some information sources had already been updated,
but the basic theory behind them had still relevance in the research and they can be ap-

plied to today’s markets.

The biggest concern considering reliability of the research is the low amount of responses
received for the survey. Low response rates are always a threat to researchers as there is
not enough data to formulate dependable patterns. As the customer base of Live Nation

Finland is huge, the gathered data doesn’t necessarily represent the majority of their cus-
tomers and therefore it can’'t be assumed that the research results apply to all consumers.

The results can be seen at most directional.

5.4 Suggestions for Further Research

If having further interest on the researched topics, it would be suggested to continue
learning of customer experience management (CEM) as it is often overlooked by compa-
nies’ strategists whom might see customer relationship management (CRM) being enough
to analyse consumers. Customer experience management’s influence on creating brand
loyalty and interaction is notable and therefore it could be a useful topic to discover.

Also an important aspect of CEM is to keep evaluating the relationships a company has
with its customers, in order to better understand the moments of truth on their customer
journey. A company will benefit from being aware of their customers’ experiences during
interactions. This will help in defining where improvements could be made and how expe-

riences could be enhanced.

As social media channels are constantly evolving, they require ongoing investment of time
and resources in order for a company to stay informed of the newest developments and

upcoming channels. At the time of writing this paper, Snapchat could be one of the most
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potential channels to delve into. It could be beneficial to read articles from for example
Forbes.com and Harvard Business Review as they often give up to date advice for busi-
nesses on how to use social media channels for marketing and also inform what is trend-

ing among customers at different times.
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Appendices

Appendix 1. Quantitative survey

Kuluttajatutkimus opinnaytetyéhon

Olen markkinoinnin opiskelija Haaga-Helia ammattikorkeakoulusta ja teen opinnaytetyota
elamyksien tuottamisesta verkossa. Tassa kyselyssa keréttyja tietoja kaytetaan kuluttajien
tottumuksien ja ostokayttaytymisen analysoimiseen tapahtumiin liittyen. Vastauksista ei

kay ilmi vastaajan henkildllisyys. Kyselyyn vastaamiseen menee noin 5 minuuttia.

1. Sukupuoli *

O Nainen
O Mies

2. lka*

O Alle 18
O 18-24
O 25-34
O 35-44
O 45-54
O 55-64
O 65+

Tapahtumat

3. Minkalaisissa tapahtumissa kayt? *

[ ] Konsertit

[ ] Klubitapahtumat

[] Koko perheen viihdetapahtumat
[ ] Baletti

[ ] Sirkus

[ ] Festivaalit
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4. Kuinka usein kayt tapahtumissa? *

O Kerran vuodessa tai harvemmin
O 2-3 kertaa vuodessa
O 3-5 kertaa vuodessa

O Yli 5 kertaa vuodessa

5. Mita kautta kuulit tapahtumasta, jossa viimeksi vierailit? *

[ ] TV-mainonta

[ ] Radiomainonta

[ ] Lehtimainonta

[ ] Ulkomainonta (julisteet, valotaulut)
[ ] www.livenation.fi

[ ] Facebook

[] Instagram

[ ] Twitter

[ ] Ystavalta / Perheenjasenelta

Jokin muu, mika?

[

6. Mista kanavista etsit tietoa tapahtumista? *

[ ] Facebook

[] Instagram

[ ] Twitter

[ ] www.livenation.fi

[ ] Tapahtuman omat verkkosivut

[_] Tapahtumapaikan verkkosivut

[ ] Google

[ ] Ticketmaster (entinen Lippupalvelu)
[ ] Lippupiste

[ ] Tiketti
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Jokin muu, mika?

[

7. Mika saa sinut lahteméén tapahtumaan? *
[] Esiintyja
[ ] Hinta
[] Paikka ja aika
[ ] Jarjestelyt
[ ] Ystavien suositukset
[ ] Aiemmat kokemukset
[ ] Mainonta

Jokin muu, mika?

[

8. Mitka tekijat vaikuttavat eniten ostopaattkseesi?

1 = ei vaikuta lainkaan, 5 = vaikuttaa erittdin paljon.

Esiintyja *

Hinta *

Paikka ja aika *
Jarjestelyt *

Ystéavien suositukset *
Aiemmat kokemukset *
Mainonta *

Jokin muu, mika?

12345
OO00O00O

00000
OO00O0O
00000
00000
OO0000O
00000
OO00O0O

9. Mista syystéa olet jattanyt sinua kiinnostavan tapahtuman valiin? *

[] Olen kaynyt katsomassa esiintyjan keikan vastikian
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[ ] Lipun hinta oli liian korkea

[ ] Tapahtumapéiva ei sopinut

[ ] Tapahtuma olisi alkanut liian myéhaan
[ ] Tapahtuma oli arkipaivana

[ ] Kuulin tapahtumasta liian myohaan
[] Olen alaikéinen ja tapahtuma oli K-18

Joku muu, mika?

[

Sosiaalinen media

10. Mit& sosiaalisen median kanavia kaytat? *

[ ] Facebook
[] Instagram
[ ] Twitter

[ ] Google+

[ ] YouTube
[_] Snapchat

Jokin muu, mikéa

[

11. Seuraatko Live Nationia seuraavissa kanavissa?

*

[ ] Facebook
[] Instagram
[ ] Twitter

[ ] Google+
[ ] YouTube
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[ ] www.livenation.fi

[] Live Nationin uutiskirje

12. Millaista sisaltoa toivoisit Live Nationin uutiskirjeen ja sosiaalisen median kanavien

tarjoavan? *

[ ] Kuvia artisteista

[ ] Kuvia tapahtumista

[] Kuvia tapahtumien kulisseista

[ ] Artistien videoterveisia

[ ] Artistien haastatteluita

[] Videoklippeja tapahtumista

[] Videoklippeja tapahtumien kulisseista
[] Infopaketteja artisteista

[] Infopaketteja kiertueista

[] Tilannekuvia tyonteosta tapahtumissa
[_] Tarinoita tapahtumatyontekijoiden arjesta
[] Tietoa tulevista tapahtumista

Jotain muuta, mita?

[

Kiitos osallistumisesta!
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