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Hedonic brand activations: Core value lies on eliciting pleasure and
excitement through memorable services and experiences and adding to
the overall festival experience. Here are a sample of examples, grouped
by the required level of interaction among participants.

Hedonic Activations with High Interaction

Hedonic Activations with Low Interaction
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Utilitarian brand activations: Core value lies on on solving functional
problems for visitors and, consequently, contributing to the overall
festival experience. Here are a sample of examples, grouped by the
expected social impact (social and/or natural environment).

Utilitarian Activations with High Social Impact

Utilitarian Activations with Low Social Impact
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Interaction versus Tangibility

During music |

90 i \

30 festivals, marketers

70 have focused on

60 ~ developing

50 i activations which

40 induce both

30 interaction, and a
o memorable

" . experlence among

0 ~visitors.

Intangible

of total activations were,;organlzed : of to@l ac‘i@ilops were or;gamzed of total actlva“t|ons were organized
by the private sector : by 1 é!)ubllc sec non prof|t”organ|zqt|ons

5 \,\

81.7% ) (13.3%) (81.3%

of total activations were aimed at  of total activations were aimed at of total low-tech activations were
visitors of both genders. female participants. targeted at female visitors.

|8

== |ivelnnovation.org



Brand activ_atiorés
do not necessarﬁy
i - happen on site.
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42.7%

of total activations that were

services, were characterized as

_ Iow-mteractlon They focused
on solving consumer problems.

Contrarily 57.3% of service

activations triggered high-

' . interaction.

of total brand actlvatlggs 7
social-impact. This mean t%éy' <
were not related or focused on

any cause, such as the
environment or minorities. Only -
17.5% (21 activations) focused s
on such themes. :

93

-~ focused on creating

80 “activations which
triggers hedonic,
o - pleasurable feelings
40 in participants. Also
related, often such
20 : : T activations have
| low utilitarianism.
0 g : In other words,
' High Hedonism Low Hedonism  High Utilitarianism Low Utilitarianism they rarely fulfill a
s | functional purpose.
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Creative Examples of
Brand Activations

HBO and
Red Cross
(2019)

Red Bull
(2018)




Creative Examples of
Brand Activations

Heineken
(2016)

McDonald’s
(2016)




Creative Examples of
Brand Activations

HP +
The Verge
(2016)

Sephora
(2016)

Wrangler
Jeans
(2007)




Brand actlvatlens have the potential te, and should ‘be much more
than a Slmple tool for brand exposure. As seen through the examples,
branﬁ -activations: have the potentlai 1{e] example to enhance a music

r‘any other live hedonlc experience, while at the same time,
ralsmg awarehess to re1evantf“soual and environmental causes

W %

L

indirectly related to the brand makes brand actlvatlons in music
festivals an extremely effective marketly}gcommunlcatlon tool.

e s

Cheers!

-

== |ivelnnovation.org



See Other Insight Report Publications

ameeteners 55 Argificial Intelligence and Music
. Composition: The Perception of
oo o L jsteners in Germany
(November 2019)

Supported by

November 2019

\ \

Would you like to collaborate?
Contact us!

Follow



s your curiosity alive?

Livelnnovation.org

Entertainment | Marketing | Technology

Livelnnovation.org is an independent research initiative, driven by
scientific curiosity, the will to engage with and develop students, and
connect with the entertainment industry.



