






THE

ELEVATOR
PITCH

• 7 YO, est 2007

• 32 000, 3 DAYS

• 2nd WEEKEND in AUGUST

• GOTHENBURG, SWEDEN

• OPEN FIELD + VENUES

• MUSIC, ART, FILM



WE 

ARE NOT

A FESTIVAL

• NO CAMP SITE

• CITY LOCATION

• INFRASTRUCTURE

• VENUES 

• ADD ONS



THE 

IDEA OF

URBANITY

• BULLS EYE  

• SUSTAINABILITY

• ESCAPISM…

• …vs. EVERY DAY LIFE

• OPINION MAKING

• ALT – VEG – FEM 



• FOOD & BEVERAGE

• TRANSPORT
(travel & accomodation)

• WASTE MANAGEMENT

• EEEELECTRICTY

• OPINION & B2B

SUSTAINABILTY

CATEGORIES



Environmental effects

Including

Energy

Waste amount

Transports emission

Water

Recycled procentage (%)

Food (goods, prep, transports)

Bio capacity (gha) Footprint (gha) Over/under

Sweden 10 5.1 4.9

United Kingdom 1.6 5.3 -3.7

World wide 2.1 2.7 -0.6

Measured in Gha = Global hectare



Differences between Way Out West 2010 och 2012

2010 2012 Change % change

Festival visitors
Average time spent at the festival (days) 2.440 2.750 0.31 12.7%

Total visit days 64 300 76 300 12 000 18.7%

Visitors Consumption
Food & Beverage (Kr) 12 840 210 13 920 000 1 079 790 8.4%

Clothes (Kr) 442 200 442 200 0 0.0%

Accomodation at family / friends (bed-

nights)

22 500 38 040 15 540 69.1%

Accomodation at Hotel (bed-nights) 4 693 11 118 6 425 136.9%

Price per night 516 444 -72 -14.0%

Accomodation home (bed-nights) 22 975 29 454 6 479 28.2%

The Festivals Ecological footprint
Total ecological footprint (gha) 1 918 1 460 -458 -23.9%

Footprint per visitor 0.073 0.050 -0.024 -32.2%

Comparable yearly footprint / visitor 10.77 6.48 -4.290 -39.8%



What do you think about that the festival only offers vegetarian food?

Very Good = 52%
Good = 19% 
Neither good or bad=11%
Bad=10%
Very Bad 8%
Dont know = 0%



MAKING WAVES.





Q&A



LUNDELL@LUGER.SE

MERCI!





Research questions

1. How did the festival management get the idea, 
plan and communicate the vegetarian strategy?

2. How was the communication received?

3. How was the ecological footprint from the 
festival affected by the vegetarian strategy?



Communicating core values and brand identity

• ”…brand identity can be expressed through
core values” (Urde, 2003)

• ”…mediating thoughts should be centered on 
the core values without explicitly discussing
them” (Berg & Gagliardi, 1985)

• ”… careful planning and control to avoid risk” 
(Masterman & Wood, 2006)



Major elements in the communication process

Adopted from Masterman & Wood (2006)

Sender

Encoding

Message

Decoding
Receiver

ResponseFeedback

Media

Noise



Measurements and environmental impacts

• The Ecological Footprint (Wackernagel et al., 2002)

• Tourism studies; Gössling, Hansson, Hörstmeier, and Saggel

(2002); Gössling et al. (2005); Hunter (2002); Hunter & Shaw 

(2005); Patterson, Niccolucci, and Bastianoni (2007)

• Event studies: Dolles & Söderman (2010) and Ponsford (2011)



Method

• Qualitative data; 2 x 1 hour interviews and 
secondary sources

• Data for calculation of Ecological Footprint (EPA 
Event Calculator)
– Energy use

– Transport

– Waste

– Consumption of food and lodging

– Total surface



Method

Visitors’ consumption of food and lodging

– Travel

– Accomodation

– Food and beverage

– Restaurant and café



Method

• Quantitative data for visitors consumption;

– Two surveys (2010 and 2012)



Result and analysis

A: Communication of the vegetarian strategy

How was message communicated?

How was the message received?

Impact



Major elements in the communication process

Adopted from Masterman & Wood (2006)

Sender

Encoding

Message

Decoding
Receiver

ResponseFeedback

Media

Noise



Result and analysis

B: Measurement of environmental impacts



Result and analysis

CATEGORY 2010 2012 Change % change 

Visitors to the festival     

Average length of visitors’ stay (days) 2.440 2.750 0.31 12.7% 

Number of visitor days 64 300 76 300 12 000 18.7% 

Consumption by visitors to the festival         

Food & Beverages $AUS  2 140 035 2 320 000 179 965 8.4% 

Textiles & Clothing $AUS  73 700 73700 0 0.0% 

Accommodation VFR (bed-nights) 22 500 38 040 15540 69.1% 

Accommodation Hotel (bed-nights) 4 693 11 118 6425 136.9% 

Price $ AUS / night, visitor 86 74 -12 -14.0% 

Stay at usual residence (bed-nights) 22 975 29 454 6479 28.2% 

Ecological Footprint of the festival          

Total Ecological Footprint (gha) 1 918 1 460 -458 -23.9% 

Footprint per visitor 0.073 0.050 -0.024 -32.2% 

Corresponding yearly footprint 10.77 6.48 -4.290 -39.8% 

 



Conclusions
A: Communication of the vegetarian strategy

• Well planned and managed communication

• Attention, loops and timing

• Successful encoding of core values

• Brand effect; sincere, uncompromising and 
without economic gain

• Future effects



Conclusions
B: Measurement of environmental impacts

Reduced environmental effect
– Increase in number of visitor days (+19%)

– Decrease of environmental effect (-24%)

– Reduction of ecological footprint (-40%)

A vegetarian strategy can be recommended, if:
o A festival is truly concerned about the environment

o A festival has core values and brand image grounded
in sustainability








