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Abstract 
Purpose: the aim of this study is to investigate the relation between audience experience and the 

success factors of dinner shows. Due to many possible aspects of dinner shows, as part of the 

audience experience, current study focuses on three concepts - the show, the interaction, and the 

dinner. The success factors and audience attendance were researched to give the entire study 

context and are relevant to answer the research questions. 

Methodology: an approach that can be characterised through an exploratory and abductive nature 

is used, based on primary data, which results in qualitative data. Interviews were conducted with 

experts from different companies or shows, different countries (the Netherlands, Ireland, or 

Sweden) and different point of views (audience member, performer, or manager). Additionally, 

observations were made at one of the shows studied. 

Results & Conclusions: the main findings are categorised into three parts: the audience 

experience (1), the success factors (2), and audience attendance (3). The type of show has no 

significant influence on the audience experience. Active participation and the quality of the food 

are recognised as important regarding audience experience at dinner shows. Success factors for 

dinner shows are: the show, the service, the servicescape and other surroundings, and the 

interaction between performers and the audience. Audience attendance is broad in terms of age, 

gender, ethnic background, and social class.  

Suggestions for further research: further studies are needed to understand the relationship 

between audience experience and success factors for dinner shows, especially regarding the 

experience during and after the dinner show. Moreover, other concepts in dinner shows - such as 

the service/staff and surroundings - are suggestions for further research, as these have been 

recognised as success factors of such shows.  

Contributions: the concept of dinner shows has not been much studied. Especially the audience 

experience, dinner experience, and success factors combined is not to be found in existing 

literature. The results of this study provide a starting point for further academic investigation 

regarding success factors and audience experience in dinner shows. The outcome of this study 

assists managers in working effectively towards performance improvements, regarding positive 

audience experience and success factors in dinner shows. 

Limitations: the limited number of interviewees affects the possibility to generalise findings. 

Keywords: dinner show, audience experience, success factors, performing arts 
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1 Introductory chapter  

This chapter aims to give a brief introduction on the background of entertainment, performing 

arts, and the audience experience. Also, the reason for this study is mentioned through personal, 

societal, and scientific interests; the phenomenon is problematized, and preliminary research 

questions are mentioned. Delimitations and the outline for this study can be found at the end of 

the chapter. 

 

1.1 Background  

Entertainment, as a creative concept, rather than a medium, allows the audience to play a 

significant role in its enacting in comparison to art, because “…entertainment wants to give the 

audience what the audience wants. Art wants to give the audience what the artist wants.” 

(McKee, 2013:11) Minor & Hausman (2004) state that live entertainment gives meaning to one’s 

existence. McCarthy, Brooks, Lowell & Zakaras (2001) add “…the arts serve as a source of 

entertainment, enrichment, and fulfilment for individuals…” and “…exist at the individual, 

community, and national level.” 

 

Entertainment, also known as ‘popular culture’ or ‘mass culture’ (Hughes, 2013), can be seen as 

the most popular form of culture for the majority in Western countries. Nevertheless, many 

researchers fail to fully understand this concept, which emerged during the nineteenth century, 

when during the industrialisation and urbanisation. A mass-produced culture with distinct textual 

features appeared, addressing working class urban audiences. No substantial changes can be seen 

within the last 150 years. (McKee, 2012) 

 

Taylor (2012) discusses two different types of etymologies of the term entertainment: The 

French word ‘entretenir’ is related to entertainment and means ‘to keep up, to maintain, to foster 

or to feed,’ which can be connected to holding, fostering, and feeding the interest of the 

audience. “It may be pleasurable or joyful, perhaps building an empathetic identification with 

character and plot.” (Taylor, 2012:10) The French word ‘divertir’ suggest the diversion of 

attention, to have people take their minds off other things; which is not aimed at building an 

emphatic relationship with the audience, but is produced to aim for difference and excess, which 
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may relate to ideas about ‘utopianism’, in terms of “…feelings performances embody in their 

representational and non-representational signs.” (Taylor, 2012:10) 

 

The perception of the audience’s role in entertainment has changed over the years. Earlier the 

audience was seen as having a more passive role; today it contributes to the “co-creation of 

value” of such performances. (Radbourne, Johanson, Glow & White, 2009) They add that 

members of the audience want to structure their own experience and should therefore be 

empowered. It is said that one can sense a high level of enjoyment if an authenticity, “…a form 

of truth within the performing arts event”, is perceived to be present on a great extent 

(Radbourne et al., 2009:20). Even if the performance is not truthful to its original script, one may 

perceive it as authentic, in the context of the performing arts. 

 

McCarthy et al. (2001) recognise that those who are seeking enrichment from a performance will 

be motivated towards a hands-on participation. Moreover, nowadays, the consumer of 

performing arts wishes to determine what and when they will ‘consume’ the performance. 

(McCarthy et al., 2001:33) Thus, one can notice a shift towards more active participation and 

interaction between the audience and the provider of live entertainment, as well as a ‘consumer 

desire for greater flexibility’, when it comes to experiencing performances. 

 

According to Reason (2010), audience experiences are based on one’s nervous system, and arts 

cannot be experienced, unless it is with one’s entire being. The audience would be engaged in a 

kind of ‘doing’ in the moment of the experience. Audience experience differs from other types of 

experiences: “…the ‘doing’ of the spectators’ experience is a perceptual and imaginative doing, a 

cognitive act which is often accompanied by awareness of the act of cognition.” (Reason, 

2010:20) 

 

1.1.1 Interest to the scientific community  

 “The Dinner Theatre is unique in that it combines the traits of two facilities, the theatre and the 

restaurant. Its reference to both facilities are equally important and, for the most part, create an 

environment which is quite magical. Very little information on Dinner Theatres is available.” 

(Hall, 1997:22) 
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“Restaurants featuring all varieties of live entertainment are opening up everywhere and the 

concept of integrating food and entertainment can draw repeat business…” and “…from the 

report of Mackey (2004), Johnny Rockets, a Los Angeles–based family restaurant chain, has 

built a loyal customer following by adhering to an entertainment concept in the dining 

experience.” (Hu, Leong, Kim, Ryan & Warde, 2008:207)  

 

“Entertainment and art industries, hospitality industry and tourism can be closely tied to each 

other. Consequently, shifting towards an experience economy is obviously growing and the 

relationships between these industries are increasingly important.” (Jalali, 2013:30)  

 

1.1.2 Personal interest  

Musical theatre, as part of performing arts and thus live entertainment, has been a great part of 

my life and has brought me many good things. All children in Dutch primary schools experience 

the joy of musical theatre; and many can recollect these moments as positively memorable. In 

secondary school, I chose to participate in the extra-curricular activity of Theatre, but also 

outside of school I joined a so-called ‘Musical Theatre school’ for the Youth, at which I toured 

across the country to perform on stages of significant size. Not only did I truly enjoy performing, 

singing, acting, and dancing, I also developed confidence, a love for the ‘arts and culture’, and 

could learn about the responsibilities you carry when performing with a full cast. 

 

Both on-stage and off-stage experiences are of value for one’s personal development, since, 

according to Ogden (2008), creative learning elements help to actively develop the ability to 

comprehend questions of applications, generalization, and symbolism, in addition to building the 

talent to express multiple realities, experiences, and cultures. Ogden (2008) adds that arts can 

contribute on a cognitive and attitudinal level, e.g. reflective self-evaluation and envisioning. 

Personally, I have always loved performing and the feeling of accomplishment after every show; 

but the experience as an audience member is also dear to me. As a child, my parents took me to 

multiple performances in different genres. The happy feeling I get in my belly is one I would like 

to cherish forever.  
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Through this research I aim to contribute to making the audience experience a night to remember 

through the joy of live performances. Moreover, doing research in this sector hopefully adds 

value to my aspirations for working on the business side of the ‘creative industry’. 

 

1.1.3 Interest for others  

‘The Queen of Close-up magic’ Fay Presto (2017) states that the market in performing arts has 

changed in the sense that it has become more relaxed. People would start going out more in the 

80s, because restaurants became more accessible to people. “People would go to restaurants, just 

because they wanted to…”, which was a shift from just the people with black ties and much 

money, to a broader audience. As the market opened up, the performer would enter that relaxed 

atmosphere; and “…come to your table and impress the hell out of you.” (Presto, 2017) 

Moreover, restaurants that would provide the guests with live entertainment were allowed to 

serve drinks later at night, which was considered a big licensing advantage, according to Presto 

(2017). That is when businesses in the food services industry would realise it is a good thing to 

have live entertainment, because “…it builds atmosphere very quickly.”  

 

Figure 1 shows how the combination of interest to the scientific community, personal interest, 

and interest for others are the basis for the topic of this study.  

Figure 1. Realisation of the research topic, own 

 

1.2 Problematizing  

‘The arts’ can be classified up into four principal categories, as can be seen in Figure 2: 

performing arts, media arts, visual arts, and literary arts. (McCarthy et al., 2001) This study will 

focus on performing arts as part of live entertainment. McCarthy et al. (2001) divide ‘performing 
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arts’ up into four categories: theatre, dance, music, and opera, which can all be performed live 

and are usually ‘delivered’ in front of an audience. 

 

Figure 2. Classification of the arts, McCarthy et al. (2001:7) 

 

The four types of performing arts have been much studied, in terms of their existence, as well 

many other angles, such as audience participation and audience experience. McCarthy et al. 

(2001) foresee a challenge for art organisations to survive, due to a shift towards larger 

‘performing arts organisations’ that will focus more on targeting ‘mass markets’ with more 

‘popular entertainment’, such as the musical theatre on Broadway. Musical theatre has been well 

studied and proves to be popular amongst most consumers in Western cultures. (McKee, 2012) 

 

“The new world of the arts that we envision will be inferior because popular tastes rather than 

true artistic excellence will become the primary arbiter of what does and does not get 

performed…” and “…future public involvement in the performing arts will be constrained less 

be supply of the arts than by public interest in the arts - that is, by demand.” (McCarthy et al., 

2001:112-113) Innovation in performing arts is becoming necessary for arts organisations to 

survive. (McCarthy et al., 2001) 
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Therefore, different ‘art concepts’ should appear to constantly make potential audience members 

curious and to make them attend performing arts. Dinner shows as a concept have become more 

and more popular across Europe - and beyond - as a substitute of the more traditional show 

setting since the 1970s. Nevertheless, the combination of having food while watching a show has 

been around for some time now. The Hansa ‘variete’ theatre in Hamburg opened its doors in 

1894, which is well-known for its entertainment in combination with culinary delights. (Hansa 

Theater, 2017) Yet, some believe since the Middle Ages with the Madrigal dinner that took place 

at castles and country houses. This form of ‘dinner theatre’ was often performed around 

Christmas whereby every course will be introduced with a traditional song. (Madrigal Dinner, 

2017) 

 

Today, many dinner theatres struggle to survive, because of high production and royalty costs. 

(Galbraith, 2006) Therefore, research on success factors of dinner shows is of significance to 

understand what is it that people value in their visit at such shows. Increasing customer 

satisfaction will be beneficial for dinner show firms, which would get return customers and thus 

become more profitable. Demand for dinner shows is there, as audiences are attending such 

shows. This can be seen through annual return of some shows, such as the Kitscotty Dinner 

Theatre that celebrates its 15th year and were able to tell “…We were concerned about attendance 

this year because of the economic climate, but we are fortunate we have a strong following. 

They’ve come and given us their time and they paid to be here.” (Vermilion Standard, 2017)  

 

The performing arts literature, do not include research about the concept of dinner shows, in 

which the audience can enjoy food as well as performing arts simultaneously. Thus, a gap in the 

theory has been found. The organisation should keep the audience satisfied to keep its existence. 

Therefore, audience experience within dinner shows is the focus of this study. Many aspects 

could be studied within audience experience at performing arts (see delimitations), but three 

basic concepts of dinner shows can be recognised: the show, the dinner, and the interaction 

between de performers and the audience. These first two are obvious elements of the dinner 

show. The last one connects these elements, which makes it an obvious choice for research. 
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1.3 Aim of study and research questions 

The aim of this study is to investigate the relationship between dinner show’s success factors and 

the audience experience. Three concepts within the audience experience are researched: the show 

type, the interaction between the performers and the audience, and the dinner. This study aims to 

see how these three are related to the success of dinner shows. To obtain a better understanding 

of an audience experience at dinner shows, the audience attendance is included in current study.  

 

1. How is audience experience related to the success factors of dinner shows? 

 - What influence has the show type on the audience experience at dinner shows? 

- What influence has active participation (interaction) on the audience experience at 

dinner shows? 

 - What influence has the dinner on the audience experience at dinner shows?  

2. What can be considered success factors for dinner shows? 

3. What audience is attending at dinner shows? 

 

Focus on this study will be on dinner shows performed in European countries such as Sweden, 

Ireland, and the Netherlands. The main reason for this is that my network has allowed me to 

contact people, in the field of performing arts, across these countries. Literature research 

discusses live entertainment, with a focus on success factors for musical theatre and dinner 

shows as commercial performing arts that attracts mass audiences, rather than more traditional 

theatre. “Commercial organisation pay taxes, relay solely on the market for financial solvency, 

and define success in terms of market profitability.” (McCarthy et al., 2001:8) Audience 

experience will be studied in terms of an audience that implements active participation in 

performing arts. Audience in this study refers to grown up people as spectators at a musical 

performance. Participation and interaction can be studied as implemented before, during and 

after the performance. This study focuses on participation and interaction during the performance 

of the dinner shows. Participation via electronic devices or other technology is excluded. 

 
Figure 3. Problem formulation, own 

Audience	  experience	  
	  

Success	  factors	  	  
Dinner	  shows	  The	  Audience	  
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1.4 Delimitations  

This study will not focus on the role of the performers and staff at dinner shows. Other 

influential ‘ambiance’ factors, such as music, lighting and other technical aspects will be 

excluded from this research, as well as odours and tastes from e.g. the food being served. 

Influential factors of the dinner experience such as service, fine cuisine, restaurant interior, good 

company, and other customers are delimitated. The quality of the audience experience in relation 

to risk and knowledge will not be studied.  

 

1.5 Disposition 

Figure 4 illustrates the outline of the study. First, the research background, reason for the study, 

the problematizing, preliminary research questions, and delimitations are mentioned. Then, one 

can find a theoretical review of existing literature, state-of-the-art section, theoretical framework, 

and the research questions. Third, the methods for current study are discussed. The empirical 

findings, through local and global patterns, are examined in the fourth chapter. The fifth chapter 

aims to present an analysis of the empirical findings, and finally, conclusions are drawn through 

answering the research questions. Implications, limitations, and recommendations for further 

studies are part of the concluding chapter. 

 
Figure 4. Outline of the study, own  
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2 Theoretical discussion 

The Theoretical discussion examines live entertainment, performing arts and its success factors, 

audience attendance, audience participation, and audience and dinner experiences. The State-of-

the-art section shows the strength of the theory used; and through the literature discussed, a 

theoretical framework and research questions are developed, which is the base for current study. 

 

2.1 Live entertainment 

Entertainment is something that people are willing to spend their money on, because it is 

something that one enjoys and looks forward to doing, hearing, and/or seeing. According to 

Vogel (2014), global annual spending on entertainment accounts for one trillion dollars. It 

produces a pleasurable and satisfying experience on a positive and psychologically level. It 

allows a person, who is experiencing some type of entertainment, to temporarily enter a special 

zone “…in which passage of time is not recognised or registered.” (Vogel, 2014:48) Hughes 

(2013) adds that entertainment is perceived as being light, pleasurable, and undemanding, 

requiring hardly any effort to be appreciated. It is principally commercial organisations seeking 

to be profitable that provide entertainment. (Hughes, 2013:14)  

 

Entertainment provides the people with at least three psychological benefits, according to Vogel 

(2014): a “…sense of competence, that an emotional and intellectual challenge has been 

successfully met…” such as understanding jokes, following the red line of the story, grasping the 

lyrics, et cetera. A “…feeling of autonomy…”, which indicates the feeling of doing something on 

your own, even though the selection might have been influenced by others. Lastly, “…a sense of 

relatedness…” that implies a feeling of identification with the character or story, actor, singer, 

performer, or composer even though they might not know you. (Vogel, 2014:48) 

 

2.2 Success factors for performing arts 

McKee (2012) identified several characteristics regarding successful entertainment: 

“…vulgarity, story, seriality and adaptation, happy endings, interactivity, a fast and loud 

aesthetic, spectacle, emotion and fun.” (McKee, 2013:8)  
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A study by Simonoff & Ma (2003) on success factors relating to Broadway shows, illustrates that 

it is one of the most important entertainment industries across the world. Broadway mainly 

shows musical theatre, which can be defined as “…a combination of song, visual spectacle and 

verbal text that is performed live in theatres…” (Taylor, 2012:1), or as “…and interrelation 

between dramatic narrative, dance and song, connect a variety of media in a symbiotic mesh.” 

(Platt, Becker & Linton, 2014:187). 

 

These performances show a great range of variation in terms of music, dance, and textual 

context, but also the origin of the stories varies: e.g. film, biographical information or literary 

sources. However, they all have one thing in common: the combination of musical, vocal and 

live visual performance. All are lively and entertaining to different kinds of spectators. (Taylor, 

2012) The characters do not only sing and dance on stage, but these characters “…also sing and 

dance away from the stage - expressing emotions, narrating events, discussing, debating and 

deliberating life’s enigmas.” (Taylor & Symonds, 2014:2) 

 

The longevity, “survival time”, of shows can be considered as relevant, when measuring show 

success and could be predicted to some extend through “…critic reviews (particularly those in 

the Times), pre-opening advertising in the Times, show type, and timing of the opening of the 

show.” (Simonoff & Ma, 2003:136-137) The season, in which the show opens, has a great 

influence on the success of a show; opening in the summer creates a higher chance of survival. 

Simonoff & Ma (2003) add that the initial customer reaction to a show has a direct relationship 

to show success; but winning awards, e.g. Tony Awards, or nominations for such awards, are 

also positively related to the longevity and are of great significance. The earlier mentioned 

importance of critic reviews in the Times has shifted towards the now more popular Daily News, 

which is of marginal significance in terms of show success. (Simonoff & Ma, 2003) 

 

According to Hirschman & Pieros (1985), the three most meaningful indicators for show success 

are the review of professional critics, audience size, and industry recognition via awards, which 

is mostly in line with Simonoff & Ma (2003). Usually, these indicators of success happen in the 

order as stated above, and are therefore partly causally related. (Hirschman & Pieros, 1985) 
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Longevity is only one way to measure the success of a show. According to Radbourne et al. 

(2009), the indicators mentioned above are perceived as traditional measures (see Figure 5). 

 

 
Figure 5. Measures of Quality, Radbourne et al. (2009:27) 

 

McCarthy et al. (2001) state that quality is hard to analyse, mainly due to its subjectivity; 

Radbourne et al. (2009) study the quality of experiences in relation to audience perception, 

which could generate repeat attendance; as well as audience engagement. (Radbourne et al., 

2009:27) This is based on four components that will be discussed later in this literature review, 

in the chapter Audience Experience. First, we will give a general overview of the terms audience 

and experiences.  

 

2.3 Audience  

An audience is made up of individuals with their own preferences, believes, historical 

background, and interpretation of the performance. One person may have various responses to a 

show, which might be at odds with one another. Freshwater (2009) states that it is still possible 

to refer to ‘an audience’; yet it is significant to consider the possible distinctive, co-existing 

audiences being present amongst the people gathered together to watch a show, as well as that 

Traditional	  measures	  
	  

-‐	  Attendance	  numbers	  	  
-‐	  Number	  of	  performances	  
-‐	  Number	  of	  new	  works	  
-‐	  Critical	  reviews	  
-‐	  Peer	  assessment	  
-‐	  Value	  of	  earned	  income	  
-‐	  Access	  for	  audiences	  

	  

Outcome	  
	  

-‐	  quality	  in	  the	  performing	  arts	  
 
government	  funding,	  
sponsorship,	  philanthropy	  

	  

Proposed	  audience	  	  
experience	  measures	  

	  
-‐	  Knowledge/information	  
transfer	  or	  learning	  
-‐	  Risk	  management	  
-‐	  Authenticity	  and	  performer	  
interaction	  
-‐	  Collective	  engagement	  

	  

Outcome	  
	  

-‐	  audience	  engagement	  and	  
repeat	  attendance	  (quality	  in	  the	  
performing	  arts)	  	  
 
increased	  box	  office,	  government	  
funding	  
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every single person within this group might choose to adopt a range of viewing perspectives. 

(Freshwater, 2009:6-9) 

 

2.3.1 Attendance performing arts 

Borgonovi (2004) states that art education has a significant influence on the appreciation and 

participation of arts through providing a socialization environment. This is in line with earlier 

studies (Andreasen & Belk, 1980). Borgonovi (2004) also holds that “…people who enjoy one 

performing art form tend to enjoy spending their leisure time pursuing activities that are more 

participatory.” (Borgonovi, 2004:1875) This study also mentions ‘learning-by-consuming’, 

which indicates that one will appreciate performances more, the more one attends. 

 

Borgonovi (2004) adds that education is related to performing arts attendance. It is suggested 

that “…the higher the educational attainment, the higher the likelihood of a person participation 

in performing arts activities.” (Borgonovi, 2004:1876) Family income also affects the probability 

to attend: a higher family income indicates greater possibilities for the child to be supported in 

arts’ socialization and education.  

 

Social class of the family adds positively to the level of attendance and is measured by parental 

educational attainment. “Professionals and people working in upper managerial occupations 

report higher participation rates than other groups.” (Borgonovi, 2004:1876) Kolb (2002) states 

that people in higher social classes have performing arts participation rates from two up to four 

times higher than people who belong to the lower social classes.  

 

Gender does not seem to affect attendance at performing arts, except for dance and ballet. 

(Andreasen & Belk, 1980; Borgonovi, 2004) Andreasen & Belk (1980) state that highest 

attendance is amongst single adults and young adults with no children; Seaman (2005) suggests 

that, in both the US and Britain, the age group between 20-24 years old is most represented in 

performing arts relative to their age group, even though “…arts audiences have often been 

thought to be relatively older.” (Seaman, 2005:12) 
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According to Baumol & Bowen (1966), there is hardly any difference in audiences between 

different types of performing arts. “The issue of rates of arts attendance by ethnic groups is 

growing in importance…” (Kolb, 2002:172); Borgonovi (2004) adds that to widen audiences and 

therefore increase diversity amongst performing art visitors, minority groups have been the focus 

over the last couple of decades.  

 

2.3.2 Audience participation (interaction) 

“People who are participating in the representation aren’t audience members anymore. It’s not 

that the audience joins the actors on stage; it’s that they become actors - and the notion of 

‘passive’ observers disappears.” (Laurel, 1991:17) In general, performances generate predictable 

responses from the audience, e.g. the actor who bows when applause is expected. Barkhuus & 

Jørgensen (2008) analysed different types of performances and observed a specific pattern 

concerning applauding. Two situations when the audience tend to applaud could be seen: when 

anticipation was experienced, e.g. when the performer would enter the stage; and to reward the 

performer, e.g. after a particularly appreciated musical solo. (Barkhuus & Jørgensen, 2008:2927) 

 

Radbourne et al. (2009) argue that organisations involved in performing arts should consider 

engagement with the audience that gives “hedonic response”. This response is the result of what 

the performers are doing and can be described as “…a combined response from the emotions, 

sense, imagination and intellect.” (Santoro & Troilo, 2007:109) People attend performing arts for 

a variety of reasons, but hedonic responses can be seen as the definition of quality; audience’s 

perception of the performance. Latulipe, Carroll & Lottridge (2011) recognise understanding 

audience responses to performing arts as a challenge and state “…what would it mean to 

performing art practitioners if they could see exactly how their audiences responded?”  

 

A re-visit to a certain performance is more likely in case the audience member has had a personal 

experience that had met some self-actualisation need. “Some people want to engage fully and 

learn something every time they go out, while other idealise a more passive, disconnected 

experience.” (Radbourne et al., 2009:19) Radbourne et al. (2009) state that members of the 

audience perceive a strong level of engagement as quality, which will heighten the change of a 

re-visit. Lindinger, Mara, Obermaier, Aigner, Haring & Pauser (2013) state that audience 
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involvement at performing arts “…can be one way to enable especially strong feelings of 

immersion, engagement and enjoyment on the part of the audience itself.” (Lindinger et al., 

2013:122)  

2.3.2.1 Bertolt Brecht’s epic theatre 

Brecht’s epic theatre was developed in the late 1920s and was novel and very interesting for 

many due to his emphasis on audience participation; encouraging the audience to be an active 

participant, as well as a critical spectator of the theatrical performance. He achieved this through 

focusing on three important elements described below. (Harris, Harris & Baron, 2001) Bertolt 

Brecht (1898-1956) was a “…German poet, playwright, and theatrical reformer whose epic 

theatre departed from the conventions of theatrical illusion and developed the drama as a social 

and ideological forum for leftist causes.” (Encyclopedia Britannica, 2017)  

 

Brecht called the actors ‘demonstrators’ and had them adopting a ‘third person’ manner, to take 

down the barrier between the performers and the audience. To strengthen this ‘demonstrative’ 

approach, a narrator was included in the plays and would comment on the action (that he would 

not be part of), plus relate in a direct manner to the audience. ‘Representational props’ would be 

used; and could possibly directly be obtained from the audience, e.g. ‘a stick as a rifle’. The 

actors would use what is available from the audience at that particular performance as use it in an 

obviously representative manner. Brecht would encourage the actors to be involved in the 

creative process, “…and saw this kind of acting as essential in creating an environment, in which 

the boundaries between the actors and the audience were diffused. This created an atmosphere, in 

which the audience felt more involved with the actors, more in control of their decisions and, 

crucially for Brecht, more able to develop a critical perspective on the situation.” (Harris et al., 

2001:363) 

 

Brecht wanted the audience to be able to influence the content and the structure of the 

performance. To encourage the audience to do so, Brecht allowed the spectators to drink, eat, 

and smoke in the auditorium and talk to other audience members and the actors about the play. 

The actors were in turn asked to respond positively towards comments from the audience and 

take them in consideration in their delivery. “Brecht would often re-write a play depending on 

the audience’s response.” (Harris et al., 2001:364) The so-called ‘short story’ style of Brecht’s 



 15 

plays, allowed the audience to ‘dip’ in and out of the performance, which he thought of as an 

opportunity for the audience to participate. (Harris et al., 2001:364) “The epic play is a 

construction that must be viewed rationally and in which things must be recognised; therefore the 

way it is presented must go half-way to meet such viewing.” (Benjamin, 2003:11) 

 

The environment within which the performance would take place needed to change, according to 

Brecht. The technical aspects, simple lighting and music would be directed towards the central 

objective and often the audience would sit around all sides of a raised stage. Machinery on stage 

would be displayed openly and often actors would be on-stage, even though they were not 

involved in the scene. Brecht believed that this would help the audience to focus better on the 

situations and actions. Obvious and simple light changes and projections would assist in making 

more ‘clear-headed’ assumptions about the characters in the plays. (Harris et al., 2001:364-365) 

 

2.4 Experiences 

Pine & Gilmore (1999) state that experiences are of significance for organisations, due to its 

distinction from services, as services are distinct from goods, which is recognised as not being 

enough for a company to focus. Experiences help organisation to differentiate themselves from 

competitors and assist in moving away from commoditisation. Schmitt (1999) acknowledges that 

creating experiences adds significantly to a company’s success. The Cambridge Dictionary 

(2017) defines ‘experience’ as “… (the process of getting) knowledge or skill from doing, 

seeing, or feeling things.” 

 

“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 engage him in a personal way.” (Pine & 

Gilmore, 1999:2) It can therefore be said that experiences add value for the customer, which is 

beneficial for the company. Someone would be more likely to come back to increasingly 

experiential venues; and would probably spend more when enjoying the experience, because it is 

the experience that the customer feels paying for. (Pine & Gilmore, 1999) 
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Organisations should, however, realise that customers will have expectations and/or previous 

experiences, which will influence the satisfaction of the customer during or after the experience. 

(Yuan & Wu, 2008:394) “The organisation cannot create experiences. It is the consumer who 

creates his experience, but the organisation provides the prerequisites. The consumer produces 

different meanings and identities that he or she wants to play and experience.” (Mossberg, 

2008:202) Radbourne et al. (2009) add that audience members expect a certain experience that 

will trigger emotions and physical reaction, as well as cognitive development. 

  

“Companies stage an experience whenever they engage customers, connecting with them in a 

personal, memorable way.” (Pine & Gilmore, 1999:3) “The more the customer is engaged, the 

more likely it is that he/she will perceive it as an experience.” (Harris et al., 2001:362) The 

services can be used as a stage and the products as props to engage those customers. “While 

commodities are fungible, goods tangible, and services intangible, experiences are memorable,” 

(Pine & Gilmore, 1999:12), whereby the first three can be said to staying ‘outside’ of the 

customer, but the experiences are integrally personal and can be enjoyed on an emotional, 

physical, intellectual or spiritual level. (Pine & Gilmore, 1999) Experiences become even more 

memorable in case of spontaneity, which separates extraordinary experiences from ordinary 

experiences. (Mossberg, 2008:200) 

 

2.4.1 The Experience Space 

Pine & Gilmore (1999) point out that adding value through experiences, is not just adding 

entertainment, but it is to really engage the customer, as mentioned before. This can be done 

through several dimensions; two of these (see Figure 6) are described in The Experience 

Economy. (Pine & Gilmore, 1999) Figure 6 shows four different realms based on the two 

dimensions active/passive guest participation on the horizontal axe and connection on the 

vertical axe. The connection “…unites the customers with the event or performance” and has 

absorption on one end and immersion on the other end. 
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Figure 6. The Experience Spaces, Pine & Gilmore (1999:30) 

 

Entertainment is one of the four spaces and can occur in case the experience will be passively 

absorbed through one’s senses, when watching a performance or listening to music for example. 

Pine & Gilmore (1999) suggest that entertainment is the oldest type of experience, as well as the 

most developed and familiar type. Ways of experiences that are perceived as more novel an 

unusual can be perceived through the other three realms: the educational, the aesthetic, and the 

escapist. 

 

Educational experiences distinguish themselves from the entertainment ones, in the sense that 

they require more active participation of the individual. Completely opposite to pure 

entertainment experiences are escapists experiences, in which one will actively participate and be 

completely immersed in. “Escapists experiences are not just about embarking from, but voyaging 

to.” (Pine & Gilmore, 1999:34) However, Mossberg (2008) states that it is harder to get 

immersed for those who are unfamiliar with and new to the context, as they must have 

Active	  
Participation	  

Passive	  
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Absorption	  

Immersion	  
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knowledge of the theme or context, to actually have that experience; and they ‘might not know 

the story’. 

 

“While guests partaking of an educational experience may want to learn, of an escapist 

experience to do, of an entertainment experience wants to well, sense might be the best term 

those partaking of an aesthetic experience just wants to be there...”, e.g. visiting an art gallery 

and just let the ‘being there’ be enough to have the experience. Yet, it is said that the richest 

experiences comprehend traits of all four realms, which is illustrated through the white circle in 

Figure 6. (Pine & Gilmore, 1999:32-37) 

 

2.5 Audience experience 

Audience experience can be defined as “…something embodied, something present in 

description of audiences as not just watching and listening to a performance with their eyes and 

ears but experiencing it with their whole bodies.” (Reason, 2010:19)  

 

Usually, audience members of live performances experience their visit in a social way, because 

there is more than one person in the audience. Intra-audience interactions could result in several 

levels of distraction, but could also positively influence the experience by being amongst like-

minded people. (Burland & Pitts, 2014) Walmsley (2011) adds that sharing ideas post-show with 

the performers and other audience members creates engagement and will deepen the audience 

experience. In performing arts, the audience commonly wishes to escape from their daily lives 

during the performance. Organisations should acknowledge this and by using techniques such as 

‘Imagineering’, the audience experience could be positively influenced. (Walmsley, 2011) 

 

Radbourne et al. (2009) study four components of audience experience: knowledge, risk, 

authenticity, and collective engagement in relation to show quality, through “…empowering arts 

audiences to actively participate in the co-production of artistic quality.” (Radbourne et al., 

2009:19) Knowledge would be provided to generate better understanding of the performance, 

which would lead to a richer experience and greater experience. Providing knowledge could also 

take away potential doubts and fear amongst audience members.  
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Risk should be perceived to be as low as possible for the likelihood of greater audience 

participation. Thus, negative risks should be minimised and positive risks should be maximised, 

according to Radbourne et al. (2009). This could be achieved by involving the consumers in the 

development of the performance and providing consumers with knowledge, as described above. 

“If consumers know in advance that hedonic consumption will require a certain level of imaginal 

participation and emotional expenditure, they may choose to use (or to avoid) a certain product.” 

(Hirschman & Holbrook, 1982:97)  

 

Audience will sense a higher level of enjoyment regarding the experience, in case they perceive a 

high level of authenticity. (Radbourne et al., 2009; Burland & Pitts, 2014) Experience 

authenticity is often associated with “…reality, truth, and believability…” (Radbourne et al., 

2009:20) and can thus be perceived differently, because it is based on the experience of the 

individual audience member. However, it is stated that authenticity can be felt on an individual 

and on a collective level and is assessed independently “…of an external arbiter declaring 

whether or not a performance is authentic.” (Radbourne et al., 2009:21) 

 

Radbourne et al. (2009) recognise collective engagement as the last component regarding 

audience experience, and can be seen as the feeling of engagement with the performers and other 

audience members. “The fact that while the emotional and perceptual dimensions are 

experienced individually, the cognitive analysis of a production is to a large extent a collective 

phenomenon, which may enhance the spectator’s insight in a performance through 

communication with other audience members…” (Eversmann, 2004:171), providing such 

communication exists. 

 

It is suggested that audience experience can be positively influenced if contribution and 

performance engagement is acknowledged, e.g. “…generous applause, laughter, or even 

silence…”, and “…respondents who felt that there was no opportunity for communication - that 

they were expected to ‘sit there and be quiet’ - reported less engagement with the experience.” 

(Radbourne et al., 2009:26) In case all the four components are met, a re-visit to the arts 

organisations is more likely, according to Radbourne et al. (2009). In accordance with Walmsley 

(2011), commitment and absorption lie mainly at the heart of audience experience. Burland & 
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Pitts (2014) add that emotional engagement during a performance, in relation to audience 

experience, is a significant factor for value and quality perception of the performance. 

 

2.6 Dinner experiences 

Andersson & Mossberg (2004) discuss six influential facets of the dinner experience: “…food, 

service, fine cuisine, restaurant interior, good company, and other customers.” (Andersson & 

Mossberg, 2004:171) They add that personal needs highly influence customer expectations and 

therefore the dinner experience. It is about much more than just the food when going to a 

restaurant. (Gustafsson, 2004) Extra satisfaction can be gained through service quality; 

Andersson & Mossberg (2004) created a model (see Figure 7) that shows the factors influencing 

the dinner experience. Food is a ‘must’ and is therefore placed in the middle of the graphic; the 

other ‘satisfiers’ are placed in the adjacent ring. 

 

 
Figure 7. Factors influencing dinner's experience, Andersson & Mossberg (2004:172) 

 

Lin & Mattila (2010) study the impact of physical surroundings and customer-employee 

interactions on customer satisfaction within a restaurant’s servicescape. Success depends on a 

pleasant servicescape, excellent service and service encounters (interaction between service staff 

and the consumer), which all strongly influence consumption experiences. “Customers usually 

start evaluating their dining experience at a restaurant as soon as they interact with the 

servicescape and with the service staff of the restaurant.” (Lin & Mattila, 2010:823) They add 
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that today’s evaluations of service consumption experiences become more complex due to 

growth of the service sector.  

 

Reimer & Kuehn (2005) state that the servicescape has significant influence on the overall 

service quality. The customer shall evaluate the dining experience in a holistic way and will be 

most satisfied in case an “…overall dining experience encompasses not just the explicit visual 

cues or the overall ambience, but also the service staff’s interaction with the customers.” (Lin & 

Mattila, 2010:834) In particular the core product (e.g. the food served), the servicescape, and the 

interaction between the employee and the customer are of importance when evaluating customer 

satisfaction in a restaurant setting. “Perceived congruency between the servicescape and the core 

product has a positive impact on pleasure,” so it is important to take the perceived ‘goodness of 

fit’ into account. (Lin & Mattila, 2010:384) 

 

Lin & Mattila (2010) imply that “…service providers might be successful in adopting novel and 

unique environmental attributes to distinguish themselves from other restaurants and focusing on 

providing quality food and good service to their customers.” (Lin & Mattila, 2010:385) Reimer 

& Kuehn (2005) add, “…every service provider needs to develop a unique servicescape that best 

represents and visualizes its intangible competencies and quality.” (Reimer & Kuehn, 2005:800) 

 

2.7 Categorisation of the theories used 

The process of the state-of-the-art assists us in the categorisation of the phenomena reviewed in 

the theoretical discussion above and shows the validation and strength of the theories used. 

(Philipson, 2017) Table 1 gives us an overview on how the strength of theories is established. 

 

Number of citations 
Strength of theories 

Low Medium High 

Low  < 200 Proposal Proposal Proposal 

Medium  201 - 499 Proposal Emerging  Emerging 

High  > 500 Proposal Emerging Dominating 

Table 1. Evaluation of theories, adapted from Philipson (2017:11) 
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The number of citations is observed, so that the ‘level of validation’ can be established. The level 

of validation is either limited validation, some validation, or well validated. However, it should 

be noted that one theory is not better than another based on its strength, as the year of publication 

should be taken into account also. 

 

Philipson (2017) defines the state-of-the-art as a scale from 0 to something under 100 per cent 

sure, which can be divided up into three levels (see Table 1). Dominating theories lie within 

values between 50 and 70 per cent, as a representation of the reality, while conflicting emerging 

theories can be found within the values of 20 and 30 per cent. Proposal theories are those 

“where science do not have any good explanation to a phenomenon” and are those between 5 and 

10 per cent. (Philipson, 2017) Table 2 gives us an overview of the theories discussed in 

combination with their validation and strength. The number of citations has been obtained from 

Google Scholar under the heading ‘cited by’ and through this function, the strength of theories 

has been found. 

 

Theoretical categorisation References Citation Validation Strength of 

theories 

Live entertainment  Hughes (2013) 213 Some  Emerging 

McKee (2012) 7 Limited  Proposal 

Taylor (2012) 21 Limited Proposal 

Vogel (2014) 1526 Well Dominating 

Success factors for 

performing arts 

Measuring quality in 

performing arts  

Platt et al. (2014) 5 Limited Proposal 

Simonoff & Ma 

(2003) 

38 Limited Proposal 

Taylor & Symonds 

(2014) 

6 Limited Proposal 

Hirschman & Pieros 

(1985) 

72 Limited Proposal 

Radbourne et al. 

(2009) 

95 Limited Proposal 
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McCarthy et al. 

(2001) 

180 Limited Proposal 

Audience Freshwater (2009) 183 Limited Proposal 

Attendance performing arts Borgonovi (2004) 136 Limited Proposal 

Andreasen & Belk 

(1980) 

299 Some Emerging 

Seaman (2005) 86 Limited Proposal 

Baumol & Bowen 

(1966)  

2340 Well Dominating 

Kolb (2002) 28 Limited Proposal 

Audience participation 

Hedonic response 

Laurel (1991) 3386 Well Dominating 

Barkhuus & 

Jørgensen (2008) 

43 Limited Proposal 

Radbourne et al. 

(2009) 

95 Limited Proposal 

Santoro & Troilo 

(2007) 

17 Limited Proposal 

Latulipe et al. (2011) 54 Limited Proposal 

Lindinger et al. 

(2013) 

5 Limited Proposal 

Bertolt Brecht (customer 

participation) 

Harris et al. (2001) 123 Limited Proposal 

Benjamin (2003) 551 Well Dominating 

The Experience Economy 

(experience realm) 

Pine & Gilmore 

(1999) 

6457 Well Dominating 

Schmitt (1999) 1583 Well Dominating 

Yuan & Wu (2008) 235 Some Emerging 

Radbourne et al. 

(2009) 

95 Limited Proposal 

Mossberg (2008) 106 Limited Proposal 
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The audience experience 

Hedonic consumption 

Experience theatrical event 

Reason (2010) 43 Limited Proposal 

Burland & Pitts 

(2014) 

16 Limited Proposal 

Walmsley (2011) 44 Limited Proposal 

Hirschman & 

Holbrook (1982) 

4994 Well Dominating 

Eversmann (2004) 73 Limited Proposal 

Dinner experience Andersson & 

Mossberg (2004) 

203 Some Emerging 

Gustafsson (2004) 91 Limited Proposal 

Lin & Mattila (2010) 113 Limited Proposal 

Reimer & Kuehn 

(2005) 

405 Some  Emerging 

Table 2. Evaluation of theories in the literature review, own 

 

This evaluation shows us that the strength of the theories in this research are many proposals, 

and few emerging and dominating theories. Especially in the existing theory regarding success 

factors and audience attendance of performing arts, mainly proposal theories were identified. 

This strengthens the earlier indicated gap in the literature regarding the research topic of 

audience experience and success factors at dinner shows, and thus the reason for current study. 

 

2.8 Theoretical framework  

Figure 8 shows the theoretical framework for this study regarding success factors and audience 

experience in dinner shows. Literature shows that the audience of performances contributes to 

the “co-creation of value” through active participation. (Radbourne et al., 2009) The factors that 

drive this co-creation has been studied by few, as has been shown in the literature discussion. 

This research will be limited to three ‘concepts’ regarding audience experience at dinner shows, 

which can be seen in the theoretical framework. The choice of these are based on that they are all 

strongly related to the concept of a dinner show, as in a ‘dinner’ and a ‘show’ that can be enjoyed 

simultaneously, and are therefore highly relevant for this research.  
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Figure 8. Theoretical Framework on factors relating to the success of dinner shows, own 

 

Live entertainment can be narrowed down to performing arts (1), which in turn can be divided in 

several different types of performing arts: one of them dinner shows (2). Two aspects of this type 

of shows will be studied: audience experience and success factors (3). These two can be seen as 

the context of the research. It would be interesting to know how the audience experience is 

related to the success factors of dinner shows, and vice versa (4). To be more specific, three 

concepts (5) (see Figure 8) within audience experience are chosen to analyse how these three 

concepts are related to the success of the dinner show (6). To obtain a better understanding of the 

audience experience, the audience attendance at dinner shows will be part of this research.  

(1)	  

(2)	  

(3)	  

(6)	  

(3)	  
(4)	  

(5)	  

(5)	  

(5)	  

Performer	  &	  
Audience	  
Interaction	  

-‐Active	  Participation-‐	  

Dinner	  	  
-‐Product	  Quality-‐	  

Show	  Type	  

Live	  Entertainment	  

Performing	  Arts	  

Dinner	  Shows	  

Success	  Factors	  

	  
	  

	  	  	  Audience	  Experience	  

Concept  1  

Concept  2  

Concept  3  

Audience	  Attendance (3)	  
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3 Methodology 

In this chapter, the methods for current study are discussed through an explanation of the 

research design, data collection, population and sampling, operationalization, and choice of 

analysis method. The aim is to deliver detailed descriptions of the methods used to obtain 

valuable data. The validity and reliability of the study are part of this chapter. 

 

3.1 Research design 

For this study, an approach that can be characterised through an exploratory nature has been 

used, based on primary data, which resulted in qualitative data. “Qualitative research can give 

much ‘richer’ information about the studied phenomena…” (Philipson, 2017), which allows a 

better understanding of audience experiences at dinner shows. According to Babbie (2013), 

exploratory studies assist in fulfilling the researcher’s curiosity about the phenomena, as well as 

guiding a broader research and developing approaches for further research.  

 

Baxter & Jack (2008) state that an exploratory study can be used to explore situations, “…in 

which the intervention being evaluated has no clear, single set of outcomes.” (Baxter & Jack, 

2008:548) Babbie (2013) adds that this type of studies can be used to explore a relatively new 

phenomenon or for an interesting subject that the researcher wants to explore in more detail; 

which can be considered the main purpose of this study. As can be seen in Figure 9, qualitative 

studies will provide the researcher with guidelines, rather than a solution, which could be the 

result after a quantitative study. 

 

 
Figure 9. Qualitative studies, adapted from Philipson (2017:63) 

 

According to Baxter & Jack (2008), qualitative studies can be done through using a single-case 

or a multiple-case study. The latter refers to a study, in which the researcher will analyse within 

each setting and across the settings. “In a multiple case study, we are examining several cases to 

Reality	   QualitaXve	  
models	   Guidelines	  
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understand the similarities and differences between the cases.” (Baxter & Jack, 2008:550) Such a 

study and its evidence can be considered more robust and reliable than a single-case study. The 

multiple-case study is considered more time-consuming and in some cases more expensive. 

(Baxter & Jack, 2008) 

 

Yin (2014) suggests multi-case studies to answer so-called ‘how’ questions and to provide more 

solid results based on the comparison and analysis of several cases and different perspectives, 

which is the focus of this present study. Different companies in three different countries, the 

Netherlands, Ireland, and Sweden, have been analysed and compared to observe ‘patterns’ in 

similarities, which provided a more reliable result than with a single-case study. Yin (2014) adds 

that the number of cases studied is strongly related to the certainty wanted to realise richness of 

the principal theoretical suggestions. 

 

3.2 Data collection 

Data collection can be done through the collection of primary and secondary data. “Primary data 

are data that are collected for the specific research problem at hand, using procedures that fit the 

research problem best.” (Hox & Boeije, 2005:593) In case this primary data is collected by other 

researchers and made available for reuse by the general research community, it becomes 

secondary data.  

 

Both manners have their advantages and disadvantages; the most important advantage 

considering collecting primary data is “...that the operationalization of the theoretical constructs, 

the research design, and data collection strategy can be tailored to the research question, which 

ensures that the study is coherent and that the information collected indeed helps to resolve the 

problem…”, but collecting one’s own data is more costly and time-consuming. (Hox & Boeije, 

2005:594) Collecting secondary data may provide faster access to the needed data, but the data 

that is collected was originally used for other purposes and could therefore affect the reliability 

of the research. This study is done based on the use of primary data, because of the arguments 

stated above. 
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Sullivan-Bolyai, Bova & Singh (2012) mention the importance of consistency when collecting 

data. This means that the used method for the collection from each participant is the same or 

almost the same, which will increase the reliability of the study. However, it remains challenging 

for the interviewer to avoid bias answers and incomplete recollection. Data collection for this 

study has been done through the collection of primary data via interviews. 

 

3.2.1 Interviews 

To obtain important information for this study, stakeholders have been interviewed. Stakeholders 

are: managers, producers, performers, employees, and audience members at dinner shows. 

Sullivan-Bolyai et al. (2012) describe interviews, as a way to collect data, whereby the 

participant is asked questions verbally by the researcher, either face-to-face or through a 

phone/Skype interview. Either open or closed-ended questions could be asked to the participant 

to gain relevant knowledge.  

 

This research has been conducted through both face-to-face interviews and phone call 

interviews. According to Ritchie, Lewis, Nicholls & Ormston (2013), face-to-face interviews 

positively affect the relationship between the participant and the data collector to exchange 

relevant information. Stephens (2007) adds that it will allow the interviewer to collect more 

detailed data and to enable visual contacts with the participant. The phone interviews will 

provide the researcher with the opportunity to reach participants, who are located further away 

but who are relevant for the study. In this case, the use of Skype interviews, thus seeing 

respondent’s facial expressions etc., has helped to fully grasp their responses.  

 

The questions asked were based on the literature discussion (Chapter 2). The questions per 

stakeholder differed somewhat, to gain appropriate data from different perspectives and therefore 

increase the validity of the research. Time has been used most efficiently, as the interviewees 

have demanding schedules. For each one of the concepts described in the theoretical framework, 

several questions have been asked. Table 3 gives an overview on the participants in the study. 
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Table 3. Information about the interviewees, own 

  

 
Country 

& City 

Company 

or show 

Interviewee 

Name, position & ‘code’ 
Type 

Interview 

Date 
Duration 

1.  Sweden 
Whoops! 

Entertainment 
Leif Olberius 

Performer 

Manager 
P1 Skype 24-04-17 30 min 

2.  Sweden 
Whoops! 

Entertainment 

Martin 

Hansson 

Performer 

Manager 
P2 Skype 28-04-17 35 min 

3.  
Sweden 

Stockholm 
Anonymous Anonymous 

Associate 

producer 
M2 

Phone/

email 
29-04-17 30 min 

4.  
Sweden 

Stockholm 
Anonymous 

Maurice 

Wijnen 

Audience A3 

Phone 25-04-17 30 min 

5.  

The 

Netherlands 

Hilversum 

Pandora Creative M3 

6.  
Sweden 

Gävle 
Konserthuset 

Ingrid 

Iremark 
Audience A2 

Face-

to-face 
25-04-17 25 min 

7.  
Sweden 

Gävle 
Konserthuset 

Mikael 

Forsblom 
PR M1 

Face-

to-face 
04-05-17 35 min 

8.  

The 

Netherlands 

Aalsmeer 

Studio’s 

Aalsmeer 

Max van 

Waard 
Audience A1 Skype 23-04-17 35 min 

9.  

The 

Netherlands 

Aalsmeer 

Studio’s 

Aalsmeer 

Wesley 

Alloo 
Performer P3 Skype 03-05-17 25 min 

10.  
Ireland 

Cork 

Faulty Towers 

the Dining 

Experience 

David 

Teevan 
Producer M4 Skype 02-05-17 50 min 
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3.2.2 Observations  

Saunders, Lewis & Thornhill (2009) note that observations in qualitative research can be 

rewarding and enlightening, and more importantly, it enhances considerably to the richness of 

the research data. One of the observation methods is the participant observation, which is where 

“…the researcher attempts to participate fully in the lives and activities of subjects and thus 

becomes a member of their group, organisation, or community.” (Saunders et al., 2009:289-290) 

It is stated that participant observation allows the researcher to experience ‘for real’ the emotions 

of those who are being researched. For this reason, I attended one of the shows being discussed 

in this study. During the show, I focused on the behaviour of the performers towards the 

audience, the ‘response behaviour’ of the audience, the show elements, the food, and other 

‘adding’ elements of the show, such as surroundings and professional service. Notes were taken 

during the performance, so I could take my observations into account when formulating the 

empirical findings, the analysis and conclusion. The visit to this show also gave me the 

opportunity to ask additional questions to some audience members and service staff to deepen 

this study.  

 

3.3 Population & sampling 

Dinner shows are a type of performing arts, and like other types of performing arts, different 

shows attract different kinds of audiences. Some dinner shows are what we call child-friendly, 

such as the Capone’s Dinner & Show in the USA, which advertises with the words: “…a Family 

Friendly Affair. Ages 2 to 92 Rave About Us!” (Alcapones, 2017) However, if one would like to 

visit the famous Moulin Rouge in Paris to enjoy dinner and show, it would - due to the content of 

the show - not be recommended with young children.  

 

This study focuses on commercial dinner and show events, during which the audience can enjoy 

food and drinks in style, while being entertained by professional performers. In general, audience 

members are expected to come from higher social classes, as stated earlier by Borgonovi (2004) 

& Kolb (2002). Age groups are expected to be between 25-60 and both men and women. 

Mamma Mia! The Party, a ‘100% merge of musical and dinner experience’ based in Stockholm, 

has been very well reviewed by many. One of the reviews states: “…A group of four of us 

attended - different ages from 30 to 60 years and we all loved it.” (Tripadvisor, 2017)  
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3.3.1 Sampling design 

It is not possible to sample the entire population being studied, due to time and budget restraints. 

Different sampling designs can be used, one of them being multilevel sampling designs, which is 

considered a natural choice when multiple cases are studied in a qualitative manner. This type of 

sampling design refers to the design whereby sampling strategies facilitate “…credible 

comparisons of two or more subgroups that are extracted from different levels of study.” 

(Onwuegbuzie & Leech, 2007:248) In the present study, different cases were ‘investigated’ and 

within those, several perspectives were compared, such as the performers’, the audience’s, and 

the manager’s.  

 

Onwuegbuzie & Leech (2007) add that even though different perspectives across different cases 

are being researched, these samples or ‘sub-samples’ are often conditionally related. In other 

words, in case one sample-group is selected, e.g. the performers, the other is automatically 

selected, e.g. the performers’ audience members. Whichever the relation is between those 

multiple samples, the researcher should consider whether the meanings of one sample can be 

translated into the meanings of the other sample. Moreover, “…regardless of the sampling 

design, qualitative researchers should not select their cases merely for purpose of comparison. 

Rather, each case should be chosen because of her/his own intrinsic and unique value (Stake).” 

(Onwuegbuzie & Leech, 2007:249) 

 

Regarding the different cases and different perspectives, a convenience sample has been used. 

“A convenience sample is one that is simply available to the researcher by virtue of its 

accessibility.” (Bryman & Bell, 2011:200) Even though it may not be the most ideal way of 

conducting interviews, it is commonly used in the field of business and management, “…and in 

some areas such as consumer behaviour research they have become the norm.” (Bryman & Bell, 

2011:201) To be able to hold interviews in different companies and with three different types of 

samples - managers, performers and audience members - this study is based on time, money, and 

access to organisations involved with dinner shows. However, all interviewees - may it be 

performers, audience members, or managers - are people with a significant amount of knowledge 

about performing arts, which contributes to more useful answers to the interview questions.  
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To allow the sample of this study to be representative for the larger target population, a set of 

control variables are chosen based on the theoretical discussion above. The audience members 

have been asked their age and highest finished education, evaluate the sample’s relation to the 

population.  

 

3.4 Operationalization 

The interview questions are divided into three main clusters of questions based on the three 

concepts discussed in this study. Moreover, it is important to realise that different stakeholders 

involved in dinner shows have been interviewed, and therefore the questions differed slightly per 

stakeholder to obtain relevant information. To relate the theory to the information wanted, an 

operationalization has been created: Table 4 gives an overview of the questions, the theories on 

which it is based, the purpose of the question and for which of the stakeholders the question is 

relevant. Table 5 gives us an overview of the questions asked per participant.  

 

At the start of every interview, the participant has been asked if he or she can be mentioned by 

name by means of reference.  

Concept  Question Theory Purpose 
Relevant 

for… 

Control 

Questions 

1.  Gender? 

Andreasen & 

Belk (1980); 

Borgonovi 

(2004) 

To allow us to 

understand if 

sample is 

representative 

for the larger 

target 

population 

Audience 

Performer 

Manager 
2.  Age? 

Andreasen & 

Belk (1980); 

Seaman (2005) 

3.  
What is your highest 

completed education? 

Borgonovi 

(2004); Kolb 

(2002) 
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Show Type 

4.  a. 
What kind of show 

did you experience? 
Freshwater 

(2009) 

To get 

background 

information 

about the 

show the 

interviewee 

 has 

experienced 

Audience 

 b. 

What kind of show 

did the audience 

experience? 

Performer 

Manager 

5.  

Did this show fit in the 

dinner setting you 

experienced? Why/why 

not? 

Simonoff & 

Ma (2003) 

To see if the 

type of show 

does matter 

for the 

experience in 

dinner setting 

Audience 

6.  

What kind of show 

would fit the dinner show 

best? 

Simonoff & 

Ma (2003) 

Audience 

Performer 

Manager 

7.  
Should the show match 

with the food? Why? 

Radbourne et 

al. (2009); 

Andersson & 

Mossberg 

(2004) 

To grasp the 

importance of 

the 

combination 

of show and 

food 

Audience 

Performer 

Manager 

Performer & 

Audience 

Interaction 

-Active 

Participation- 

8.  

a.  

Did you experience 

any kind of 

interaction with the 

performer(s)? 

Pine & 

Gilmore 

(1999); 

Radbourne et 

al. (2009) 

To get 

background 

information 

about the 

interaction 

interviewee  

has 

experienced 

Audience 

b. 

Does the audience 

experience any kind 

of interaction with 

the performer? 

Performer  

Manager 

9.  How important is the Pine & To see if the Audience 
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interaction at a dinner 

show setting? 

(Scale: very important, 

important, somewhat 

important, not important) 

Gilmore 

(1999); 

Mossberg 

(2008) 

interaction is 

as important 

as other 

aspects in the 

show for a 

positive 

audience 

experience 

Performer 

Manager 

10.  

Is active participation 

something that you 

appreciate as an audience 

member? Why/why not? 

Radbourne et 

al. (2009); 

Eversmann 

(2004); 

McKee (2012) 
To see if 

interaction 

contributes to 

a positive 

audience 

experience 

Audience 

11.  

Do audience members 

prefer to participate 

actively or not? Why? 

Radbourne et 

al. (2009); 

Eversmann 

(2004); 

McKee (2012) 

Performer 

Manager 

12.  

Would the experience be 

the same in case there 

had been (no) 

interaction? Why? 

Latulipe et al. 

(2011); 

Radbourne et 

al. (2009) 

To see if it 

would make a 

difference if 

there would be 

(no) 

interaction 

Audience 

Performer 

Manager 

Dinner 

-Product 
13.  

How satisfied were you 

with the food served at 

Lin & Mattila 

(2010); 

To get 

background 
Audience 
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Quality- the dinner show? 

(Scale: Very satisfied, 

satisfied, somewhat 

satisfied, not so satisfied) 

Andersson & 

Mossberg 

(2004) 

information 

about the food 

that the 

interviewee 

has 

experienced 

14.  

How important is quality 

food at a dinner show? 

(Scale very important, 

important, somewhat 

important, not important) 

Reimer & 

Kuehn (2005); 

Lin & Mattila 

(2010) 

To see to what 

extend the 

food is of 

importance for 

show success 

Audience 

Performer 

Manager 

15.  

Does high quality food 

contribute to a positive 

audience experience? 

How? 

Gustafsson 

(2004) 

To get a 

‘direct’ 

answer on the 

research 

question 

Audience 

Performer 

Manager 

16.  

How much priority is 

given to quality food at 

dinner shows, in relation 

to other aspects of such a 

show? 

Lin & Mattila 

(2010) To see if the 

quality of the 

product is as 

important as 

other aspects 

in the show 

for a positive 

audience 

experience 

Manager 

17.  

In case the food is not of 

good quality; are there 

other facets of the dinner 

show that can ‘make up 

for it’? Which? 

Lin & Mattila 

(2010); 

Andersson & 

Mossberg 

(2004); 

Reimer & 

Kuehn (2005) 

Audience 

Manager 

18.  
In case the food is not 

that good of quality, do 

Lin & Mattila 

(2010); 
Performer 
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you think a good 

performance will ‘make 

up for it’? How? 

Andersson & 

Mossberg 

(2004); 

Reimer & 

Kuehn (2005) 

General 

19.  

What factors would make 

a dinner show successful 

according to you? 

Simonoff & 

Ma (2003); 

Hirschman & 

Pieros (1985); 

Radbourne et 

al. (2009) 

To allow the 

interviewee to 

add anything 

that may be 

useful for this 

study 

Audience 

Performer 

Manager 

20.  

What was most positive 

about your visit to the 

dinner show? 
No Theory 

Audience 

21.  

What was most negative 

about your visit to the 

dinner show? 

Audience 

22.  

How would you describe 

the audience members at 

the dinner show? (Age, 

ethnic background, 

families/couples, social 

status, etc.)  

Borgonovi 

(2004); 

Andreasen & 

Belk (1980); 

Baumol & 

Bowen (1966); 

Kolb (2002) 

Audience 

Performer 

Manager 

23.  

Is there anything you 

would like to add 

regarding audience 

experience at dinner 

shows? 

No Theory 

Audience 

Performer 

Manager 

Table 4. Operationalization of interview questions, own 
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Control 

Questions 

Show 

Type 

Performer & 

Audience  

Interaction 

Dinner 

-Product 

Quality- 

General 

Audience 

(20 

questions) 

Q. 1 

Q. 2 

Q. 3 

Q. 4a 

Q. 5 

Q. 6 

Q. 7 

Q. 8a 

Q. 9 

Q. 10 

Q. 12 

Q. 13 

Q. 14 

Q. 15 

Q. 17 

Q. 19 

Q. 20 

Q. 21 

Q. 22 

Q. 23 

Performer 

(16 

questions) 

Q. 1 

Q. 2 

Q. 3 

Q. 4b 

Q. 6 

Q. 7 

Q. 8b 

Q. 9 

Q. 11 

Q. 12 

Q. 14 

Q. 15 

Q. 18 

Q. 19 

Q. 22 

Q. 23 

Manager 

(17 

questions) 

Q. 1 

Q. 2 

Q. 3 

Q. 4b 

Q. 6 

Q. 7 

Q. 8b 

Q. 9 

Q. 11 

Q. 12 

Q. 14 

Q. 15 

Q. 16 

Q. 17 

Q. 19 

Q. 22 

Q. 23 

Table 5. Interview questions per stakeholder, own 

 

3.5 Choice of analysis method 

According to Pope, Ziebland & Mays (2000), deductive analysis methods are less commonly 

used - in comparison with inductive research approaches - in qualitative research, but they 

become increasingly used. The deductive analysis is “…generally based on earlier work, such as 

theories, models, mind maps, and literature reviews.” (Elo & Kyngäs, 2008:111) However, due 

to the exploratory nature of this study, an abductive method has been used, which is the only 

logical operation that introduces new ideas, according to Yu (2006). “Grounded in the fixation of 

beliefs, the function of abduction is to look for a pattern in a surprising phenomenon.” (Yu, 

2006:5) Bruscaglioni (2016) states that “…abduction is sensible and scientific as a form of 

inference, however it deals with the sphere of deep insight and new knowledge…” and “…we 

assume, we imagine, and create new knowledge in the logical process that brings us to 

experiment new approaches.” (Bruscaglioni, 2016:2018-2019) 
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The following steps were followed to analyse the data collected from the interviewees. The steps 

are based on the method outline of a Well-Grounded Theory. (Philipson, 2017a) 

 

Step 1.  Interviews were being structured in an excel file, with the questions on the row axes and 

the interviewees on the column axes. The answers for each question per interviewee 

were separately summarised in the cell that matches the interviewee and the question. 

Step 2.  For each answer, important keywords were marked in bold. Keywords were selected 

based on its strength within the entire answer, but still reflected the differences between 

the respondents. All remaining text (non-bold) is excluded, so only the main parts of the 

answers remain. 

Step 3.  Wherever the question had a ‘set of answers’, they were divided over different rows, 

and where possible rearranged so that similar answers were together on one row. Each 

row that contained more than one filled out cell got a ‘header’ that represents the 

answers given. This header is based on the words used by the interviewees, rather than 

theoretical definitions  (see Appendix I-X for extended interview answers). 

Step 4.  All filled out cells got a yellow background colour, so that a visual identifier had been 

created. Then, rows were rearranged - for each question - so that the rows with most 

yellow coloured cells come first. Columns (interviewees) were also rearranged so that 

interviews with ‘similar patterns’ were placed next to each other. 

Step 5.  Then, local patterns were formed based on at least 2*2 yellow cells and were identified 

through red coloured ovals (see Table 7-11). Global patterns (blue ovals) are generated 

through similar local patterns (as illustrated in Table 12). All patterns were given a 

number (L1, L2, G1, G2, etc.) and discussed in the Empirical Findings. 

Step 6.  The findings were analysed in comparison with the theoretical discussion and 

conclusions were drawn based on the analysis and research questions.  

 

3.6 Quality resulting from methodological choices; Validity and Reliability 

According to Patton (2001), validity and reliability are two elements that a researcher “…should 

be concerned about while designing a study, analysing results, and judging the quality of the 

study.” Golafshani (2003) states that multiple methods, such as interviews, observations, and 

recordings will increase the validity and reliability of a study. 
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3.6.1 Validity 

Calder, Phillips & Tybout (1982) identify different types of validity, one of them being construct 

validity, which “…considers whether or not the operational variables used to observe co-

variation can be interpreted in terms of theoretical constructs.” Yin (2014) mentions that it is 

particularly important to eliminate subjectivity within the study to reach construct validity. To 

increase the level of construct validity, I have formulated the interview questions in line with the 

research questions, and I have considered multiple sources of evidence to reduce bias (Yin, 

2014), in particular by considering several perspectives, by conducting interviews with audience 

members, performers, and managers in the field of dinner shows. 

 

Calder et al. (1982) state that internal validity “…addresses whether or not an observed co-

variation should be considered a causal relationship…”, which is used to show that the relation is 

causal and goes from on variable to the other. Yin (2014) adds that it is of importance to explain 

in a sufficient manner why a specific factor leads to a specific condition, and their overall effect 

on performance. Therefore, a theoretical framework shows the factors of this study and how they 

are related. In line with Yin (2014), the links between the different factors are discussed as part 

of the theoretical framework, which is believed to result in a sufficient level of internal validity. 

 

According to Calder et al. (1982), external validity “…examines whether, or not, an observed 

causal relationship should be generalised to and across different measures, person, settings, and 

times.” It refers to the importance of the chosen sample that is relevant for this study. However, 

as can be read above, a convenience sample has been chosen due to limited resources and time. 

Nevertheless, I believe that the external validity of this research still ‘measures what it intends to 

measure’. Yin (2014) adds that the use of a case study research achieves externally valid results 

through analytical generalisation, which can be achieved through matching prior theory with the 

case study. Furthermore, Rowley (2002) states the importance of developing interviews in line 

with academic literature. Current study has used the theoretical discussion to develop a relevant 

interview guide, and to enable comprehensively discussed empirical results. 
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3.6.2 Reliability 

“To ensure reliability in qualitative research, examination of trustworthiness is crucial.” 

(Golafshani, 2003:601) Reliability is about the repeatability of the study: would another 

researcher get the same results, using these methods of sampling and these measuring 

instruments? In case the same results can be realised when repetition of the exact same study is 

executed, we can speak of reliability of the study, according to Yin (2014). Golafshani (2003) 

refers to reliability in qualitative research as ‘dependability’, which can be used to assess both 

the development and the outcome of the study for consistency.  

 

Through a clear description of the research design in current study, repeatability of the same 

study has become possible on a sufficient level. Moreover, one can read the empirical findings 

and a more detailed summary of the interviews in the appendices. Documentation of the 

interview questions has positively affected the reliability (Yin, 2014), and recordings of the 

interviews are available upon request. As part of the theoretical framework, a description is given 

on how this framework has been build up and what theory has been taken into consideration, 

which also increases the reliability of this study.   
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4 Empirical Findings 

Through the empirical findings, an overview of the collected data is presented. This chapter is 

divided into several sub-chapters after a brief description of the organisations: the show, the 

interaction, the food, and the success factors & audience. Each sub-chapter gives a descriptive 

overview of the data collected from the interviews and observations, where after the local 

patterns are presented in tabular form. Global patterns were obtained based on the local 

patterns and are examined as part of the empirical chapter.  

 

4.1 The organisations & shows 

First, a brief introduction to the shows and organisations that are participating in this research 

will be given to give the reader a better understanding of the different types of dinner shows that 

have been studied. Table 6 gives us an overview of the shows and organisations being studied.  

  

4.1.1 Whoops! Entertainment 

Whoops! Entertainment (Whoops) is a Swedish organisation and was founded in 1997. The three 

magicians of Whoops aim to entertain the audience with laughter and amazement through 

magical shows. (Whoops Entertainment, 2017) One of the more common shows that Whoops 

does in terms of dinner shows can be described as follows. The evening starts with the performer 

going from table to table, also known as ‘jumping tables’, where people are having dinner to do 

some ‘mini magic shows’. At the end of the evening the audience can then enjoy a stage show 

for about half an hour up to an hour. (Interview Olberius, 2017) 

 

4.1.2 Konserthuset in Gävle 

The Konserthuset (Concerthall) in Gävle is since 1998 a place for widely different music 

experiences. (Gavle Konserthus, 2017) A few times a year, this cultural institute hosts the so-

called soup lunches (sopplunchkonsert), whereby a relatively small audience (approximately 100 

people) joins the musicians on-stage, while having a light lunch with soup. The orchestra would 

consist of only 2 up to 9 musicians, which gives a ‘chamber feel’ to the concert. (Interview 

Iremark, 2017) The concert is very short, because its purpose it to provide the audience with a 

‘lunch break’. (Interview Forsblom, 2017) 
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4.1.3 Pandora in Studio21 

The show Pandora was inspired from the films Burlesque and The Great Gatsby and gives the 

audience a full night with show and dinner. After the show, one may enjoy some more music 

provided by a DJ. (Dinnershow Pandora, 2017) The studios were the dinner show takes place, 

has been transformed into a ‘retro nightclub sphere’, which has got a showy look through use of 

much decoration. (Interview Wijnen, 2017) 

 

4.1.4 Brooklyn Nights in Studio’s Aalsmeer 

This dinner show presents the audience with an evening at ‘the Big Apple’. (Brooklyn Nights, 

2017) This concept merges different types of performances: music, dance, show, and circus. The 

audience experiences an actual dinner show, a full theatre show and after party amusement. 

(Interview Alloo, 2017) The evening starts in a very large room where the audience can enjoy 

the show, while having a complete dinner. After the dinner, people go to the auditorium for a 

show and the evening would end with an interactive ‘party’, whereby one can enjoy live music 

and some dancing. (Interview Van Waard, 2017) 

 

4.1.5 Faulty Towers The Dining Experience of Ten42 Productions 

The audience experiences dinner theatre at a hotel, as if they are guests at Fawlty Towers. 

(Interview Teevan, 2017) According to Teevan (2017), this show can be best described as 

organised chaos, bundled into two hours of “fat-wobbling, gut-busting, face-aching laughter”, 

whilst at the same time, enjoying a fabulous three course meal. The audience enjoys an 

interactive theatre; the three main characters Basil, Sybil, and Manuel are constantly in their role, 

but at the same time ‘running the hotel’ as they always do. (Interview Teevan, 2017) 

 

4.1.6 Dinner show in Stockholm 

This show is based on a well-known musical and evolves its entire show around this one musical 

to give the audience a unique experience whereby they can feel like being a part of the 

performance. (Interview Wijnen, 2017) The show integrates several show types, such as music, 

theatre, circus, and dance. The audience may enjoy a three-course meal that is completely in 

style of the musical. In between courses, the audience may perceive a high level of visual 
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entertainment, but when the food is served, a more ‘laid-back’ atmosphere is created with 

simpler show elements, such as background music.  

 

 Show Organisation Country City Show Type  

1.  Close-up magic Whoops! Entertainment Sweden - Magic 

2.  Soppalunchconcert Konserthuset Sweden Gävle Classical 

3.  Pandora Studio21 The Netherlands Hilversum Mixed 

4.  Brooklyn Nights Studio’s Aalsmeer The Netherlands Aalsmeer Mixed 

5.  Faulty Towers The 

Dining Experience 

Ten42 Production Ireland Cork Theatre 

6.  Anonymous  Anonymous Sweden Stockholm Musical 

Table 6. Overview of shows and organisations, own 

 

4.2 Interview results 

An overview of the interviews done can be found in four categories, which represent the 

concepts discussed in the theoretical discussion, and thus in the theoretical framework: the show, 

the interaction, the food, and general information regarding success factors and audience. The 

following sub-chapters are summaries based on the interviews, but an extended version of all 

interviews can be found in Appendix I till Appendix X.  

 

Each subchapter includes an overview of the empirical data that has been sorted based on 

keywords from the interviews. The answers per question (Q.1 till Q.22) of the performers (P1, 

P2, P3), audience members (A1, A2, A3), and managers (M1, M2, M3, M4) from the different 

shows are summarised in tabular form. Every Table includes several local patterns (L1, L2, L3, 

etc.) that have been found based on similar interview results per topic (see Table 7 - 10). Each 

local pattern (L1-L21) is illustrated through a red oval and represents a pattern that was observed 

through the use of keywords and yellow marked cells for answers given per interview question. 

One red oval is based on at least 2*2 yellow cells, which shows that similar answers were given 

for that particular answer by at least two interviewees. 
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4.2.1 The show 

Different genres of show are part of this research to be able to obtain a better chance to 

generalise: genres, such as theatre, (classical) music, magic, dance, and musical in combination 

with food. All audience members that were interviewed found the combination of the 

performance and the food they experienced well-fitting (Q.5), were it music, dance, or musical.  

 

This show was built around the courses of the dinner. So, while you were eating, there was 

hardly any interaction, while in between the courses it was the opposite.  

- Audience member 

 

The type of show that would fit a dinner show setting best is not one particular type of show (e.g. 

music, theatre, etc.) according to all interviewees (Q.6). The term ‘combination’ is often been 

used during the interviews (L1), which suggest that a combination of different show types would 

work well. It is however important that both elements, show and food, are well put together, so it 

is one complete ‘intertwined’ event, rather than first dinner and then show for example.  

 

Everything would work with food, I believe, but how to ‘package’ it should be considered well. 

So what do you offer with the performance so that it fits well together.  

- Communication director 

 

However, one of the performers mentions that it is however important that the audience should 

have something ‘to look at’ and not ‘just listening to music’ (e.g.), because it will bring people 

together as they can share the experience (L2) by talking about the show, etc. The show should 

also give the audience the opportunity to interact with each other, as it will contribute to a 

positive audience experience. Many dinner shows end with some ‘after-party element’, which is 

something that, according to most of the interviewees, works well. This would give the audience 

a complete experience and the feeling of being part of the dinner show.  

 

Whether the show and the food should match (Q.7) is something that is not seen as really 

necessary in most cases, as long as both elements are of good quality. However, in case the entire 

show is built around a certain theme, it would add value to the audience experience when the 
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food matches this theme (L3), because the audience will be aware of this aspect in case it would 

not both match the theme. In one of the cases, the script is partly about the food that is served in 

the show, which makes it crucial for the food to match the performance.  

Should the experiences distance between the type of food and the show/artist be too big, it would 

create a mismatch which would disintegrate the experience into two separate parts and that 

would be most unfortunate for the guests’ likeability.  

- Associate producer 

 

Table 7 shows a summary of the interviewees’ answers regarding the questions about the show. 

Keywords are used to distinct parts of the answers given and to create an overview of the 

similarities between different interviewees.  

 

Q.5 - Did this show fit in the dinner setting you experienced? 

Q.6 - What kind of show would fit the dinner show best? 

Q.7 - Should the show match with the food? 

 

Q. Keywords A2 A3 P3 M1 M4 M2 P1 A1 P2 M3 
5 Yes     	  	     	  	   	  	   	  	     	  	   	  	  

6 

Combination   	  	               	  	   	  	  
Well-put together 	  	   	  	   	  	       	  	   	  	     	  	   	  	  
Something easy-going 	  	   	  	   	  	   	  	   	  	   	  	   	  	       	  	  
Sharing experiences 	  	   	  	   	  	   	  	   	  	   	  	   	  	       	  	  
Benefits 	  	   	  	   	  	   	  	   	  	   	  	   	  	       	  	  

7 

It should fit 	  	     	  	             	  	   	  	  
It would… 	  	   	  	   	  	   	  	           	  	   	  	  
As long as… 	  	   	  	     	  	   	  	   	  	   	  	   	  	     	  	  
Yes 	  	     	  	             	  	   	  	  
No 	  	   	  	     	  	   	  	   	  	   	  	   	  	     	  	  

Table 7. The show interview summary, own 

 

4.2.2 The interaction 

All dinner shows contain a high level of interaction between the performers and the audience 

(L6.1/L6.2), may it be a direct conversation between them (L5), or that the audience is asked to 

L1 
L2

L3
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do something as part of the performance (Q.8a/Q.8b). All audience members mentioned being a 

‘part of/involved in the action or performance’ (L4). In most cases, the performance takes place 

all around the dining tables, thus the audience sits literally in the middle of the show, which is 

considered part of the interaction, according to the interviewees.  

 

The performers ask people to dance with them. This will make other people want to get on their 

feet also. The performers need to actively seek for people who are most likely to want to join 

them on the dance floor; because there are already people out there, others will join. 

- Creative 

 

Five interviewees consider interaction at dinner shows as very important (L8), the other 

interviewees say that it is important (Q.9). Some of the shows are very much build on interaction 

between the performer and the audience; and active participation is required, such as with the 

close-up magic shows. Moreover, interaction between the performers and the audience will 

encourage interaction between the audience members (L7), which will add positively to the 

audience experience. 

 

I believe that the strength of the dinner show lies in having the audience involved in the show. 

- Audience member 

 

A lot of comedy comes from the interaction with the audience.  

- Performer 

 

We, as performers, had special rehearsals just to interact with people and to learn how to 

interact with the guests on a professional level and in a fun way. 

- Performer 

 

Live events do not happen without an audience, so in every case, there is a need for active 

engagement from the audience. 

- Producer 
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Active participation at dinner shows is something that most audience members value (Q.10) 

(L9). No interviewee would say that it is something that the audience usually dislikes (Q.11). 

One should realise, however, that an audience is never an entirely homogenous crowd of 

individuals, and some audience members are shy. Three interviewees even mention that those 

who are shy at the beginning at the show tend to be more comfortable towards the end of the 

show and realise that active participation in such shows is a good thing (L10).  

 

I believe that people buy a ticket to get involved in the show. 

- Producer 

 

It would be one of the reasons why I would choose a dinner show over a more traditional theatre 

setting, because besides having a nice dinner, the audience feels like being part of what is 

happening in terms of show. 

- Audience member 

 

Interaction creates the willingness to be part of the show. 

- Audience member 

 

Interaction makes the show more alive. 

- Employee 

 

In case there had been no interaction at the dinner shows, all interviewees state that the show 

would be a completely different show (Q.12). They state that a performance at a dinner show 

could work, but it takes away a crucial part of the audience experience. Interaction will 

positively affect the audience experience; and no interaction will affect the audience experience 

in a negative way (L11.1/L11.2). The show would not be as good without interaction, according 

to one of the interviewees.  

 

In case of no interaction this show would still work, but I believe that it would be more boring 

for the audience to look at. 

- Audience member 
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The interactive ingredients are central in dinner shows and the one distinction that is most 

important in comparison to ‘ordinary’ stage performances.  

- Associate producer 

 

Table 8 shows a summary of the interviewees’ answers regarding the questions about the 

interaction between the performers and the audience. Keywords are used to distinct parts of the 

answers given and to create an overview of the similarities between different interviewees. 

 

Q.8a  - Did you experience any kind of interaction? 

Q.8b - Does the audience experience any kind of interaction with the performer 

Q.9 - How important is the interaction at a dinner show setting? 

Q.10 - Is active participation something that you appreciate as an audience? 

Q.11 - Do audience members prefer to participate actively? 

Q.12 - Would the experience be the same in case there had been (no) interaction? 

 

Q. Keywords M2 P1 M3 A2 A1 A3 P2 M1 P3 M4 

8a 
Involved 	  	   	  	   	  	         	  	   	  	   	  	   	  	  
Yes 	  	   	  	   	  	         	  	   	  	   	  	   	  	  

8b 

General   	  	   	  	   	  	   	  	   	  	     	  	   	  	   	  	  
Walk around     	  	   	  	   	  	   	  	   	  	   	  	     	  	  
Communication       	  	   	  	   	  	       	  	     
Other interaction 	  	     	  	   	  	   	  	   	  	   	  	   	  	   	  	     
Reason for interaction 	  	       	  	   	  	   	  	   	  	   	  	     	  	  
Role of performers 	  	       	  	   	  	   	  	   	  	   	  	   	  	   	  	  
Yes       	  	   	  	   	  	           

9 

Result of interaction     	  	   	  	           	  	     
Reason for audience 	  	   	  	   	  	   	  	           	  	   	  	  
Role of performers 	  	   	  	   	  	   	  	     	  	           
Very important     	  	   	  	   	  	   	  	       	  	     
Important 	  	   	  	   	  	   	  	     	  	   	  	   	  	     	  	  

10 
Part of action 	  	   	  	   	  	   	  	     	  	   	  	   	  	   	  	   	  	  
Yes 	  	   	  	   	  	       	  	   	  	   	  	   	  	   	  	  

11 
Role of performers 	  	   	  	   	  	   	  	   	  	   	  	   	  	     	  	   	  	  
Shy people 	  	   	  	   	  	   	  	   	  	   	  	     	  	     	  	  

L4

L6.1

L7

L8

L9

L5

L6.2
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Change in audience behaviour 	  	     	  	   	  	   	  	   	  	   	  	       	  	  
Yes 	  	     	  	   	  	   	  	   	  	           

12 

Different experience                     
Important for…                     
Reason for audience                     
No                     

Table 8. The interaction interview summary, own 

 

4.2.3 The food 

Two out of three of the audience members were somewhat satisfied with the quality of the food 

that they had at the dinner show. The other audience member was satisfied (Q.13). Two of the 

interviewees mentioned the reputation of food at dinner shows: that the quality is generally on a 

poor level. The interviewees state that the quality of food is either important or very important in 

a dinner show context (Q.14). Several say that the audience experience will be negatively 

affected in case of poor quality food (L12). Two of the interviewees state that poor quality food 

will stop people from coming to such performances. Even though some say that the dinner is not 

the priority in terms of the entire experience in relation to the performance, all agree upon the 

fact that there should be food of a certain quality. Communication towards the audience 

beforehand is something that could avoid dissatisfaction in terms of quality food. Moreover, all 

interviewees state that good quality food will contribute to a positive audience experience (Q.15) 

(L13).  

 

Because of the entire concept of the dinner show, people will accept the quality of the food 

sooner than when going to a normal restaurant for example. 

- Audience member 

 

If you promise a more fancy dinner than the food should be of some quality. 

- Manager 

 

People of today are extremely ‘quality aware’ and ‘picky’ when it comes to everything they 

spend their money on for leisure activities. They will no longer -if ever did- adept a poor 

L10

L11.1

L11.2
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experience when it comes to food quality and restaurant service just because the show in 

question happen to be spectacular and worth their money.  

- Associate producer 

In case of a certain price, it is very important for the food to be of significant quality. However, I 

believe that the majority of the audience sees the show as the main thing, and the food as 

something extra. "The experience would be the reason to buy." 

- Audience member 

 

Priority given to quality food in comparison to other elements depends on the type of show, 

according to one of the interviewees (Q.16). According to another interviewee, low priority has 

generally speaking been given to quality food at dinner shows. All interviewees agree that no 

other elements at a dinner show can completely ‘make up for’ poor quality food, which will 

negatively affect the audience experience (Q.17/Q.18). However, it can be compensated to 

certain extent with good entertainment/performance, good staff /service, nice setting, and great 

ambience, etc. (L14). 

 

If the show is absolutely smashing and spectacular, it can compensate for poor food to some 

extent. 

- Associate producer 

 

I do not believe that the performance can completely make up for lower quality food. There are 

so many memories connected to taste and food that if the food is bad, we can dance as hard as 

we can, but people will always remember the bad food. 

- Performer 

 

Table 9 shows a summary of the interviewees’ answers regarding the questions about the food 

served at the dinner show. Keywords are used to distinct parts of the answers given and to create 

an overview of the similarities between different interviewees. 

 

Q.13 - How satisfied were you with the food served at the dinner show? 

Q.14 - How important is quality food at a dinner show? 
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Q.15 - Does high quality food contribute to a positive audience experience? 

Q.16 - How much priority is given to quality food at dinner shows? 

Q.17 - In case the food is not of good quality, are there other facets of the dinner show that 

‘can make up for it’? 

Q.18 - In case the food is not that good of quality, do you think a good performance will ‘make 

up for it’? 

Q. Keywords P1 P3 M4 A1 P2 A2 M1 A3 M2 M3 

13  Satisfied 	  	   	  	   	  	   	  	   	  	     	  	   	  	   	  	   	  	  
Somewhat satisfied 	  	   	  	   	  	     	  	   	  	   	  	     	  	   	  	  

14 

Dinner vs. show                   	  	  
The experience 	  	   	  	   	  	   	  	         	  	   	  	   	  	  
Bad food 	  	   	  	       	  	   	  	   	  	   	  	     	  	  
Very important 	  	   	  	   	  	   	  	   	  	           	  	  
Important           	  	   	  	   	  	   	  	   	  	  

15 Qualitative answer        	  	     	  	   	  	   	  	   	  	   	  	  
Yes           	  	     	  	   	  	   	  	  

16 	  	   	  	   	  	   	  	   	  	     	  	   	  	   	  	     	  	  

17 

Surroundings   	  	   	  	       	  	   	  	       	  	  
Staff/service 	  	   	  	   	  	       	  	   	  	   	  	   	  	   	  	  
Show 	  	   	  	     	  	     	  	     	  	     	  	  
Affects experience   	  	   	  	     	  	     	  	     	  	   	  	  
Yes    	  	         	  	           
No 	  	   	  	   	  	   	  	   	  	     	  	   	  	   	  	   	  	  

18 Not completely     	  	   	  	   	  	   	  	   	  	   	  	   	  	   	  	  
Table 9. The food interview summary, own 

 

4.2.4 Success factors and audience 

When asking the interviewees about what they believe are the success factors in dinner shows, 

five interviewees stated that the dinner itself could make the entire experience a successful one 

(Q.19) (L15). Also, six interviewees mentioned the show itself (L16) through ‘…different types 

of performances…’, ‘…good concept…’, and ‘…a night full of experiences.’  

 

The attractiveness of the featured act itself, the level of ‘wow factor’, and the dynamics of the 

show (energy levels, intensity, etc.) 

- Associate producer 

 

L12

L13

L14
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Several mentioned good and professional service (L16); and the level of interaction is also what 

makes such shows successful according to the interviewees. Four interviewees mentioned the 

physical features and surroundings (L15); such as the venue (location and decoration), technique 

(lightning and sound), and the seating (so that everyone can see the performance), are aspects 

that add to the success of dinner shows. One of the managers stated that it is of importance that 

“…every link in the chain is strong and fits together.” 

 

As I attended one of the dinner shows discussed in this study, the opportunity appeared to ask 

audience members and employees some additional questions. One of the audience members at 

this show stated that the interaction created an atmosphere in which she wanted to join into the 

performance. Moreover, she stated that the dinner and show fitted well together, because less 

interaction was required during the courses, while in between there was much interaction. 

Another audience member would say that she really enjoyed the interaction between the 

performers and the audience, especially the fact that there was constant interaction. I observed 

that also during the courses when the performers would walk around and speak with the audience 

directly.  

 

One of the employees (not the performer, but one of the service staff) at this show would 

describe ‘engaging people’ - “…make them feel part of the show.” - as one of the success factors 

for dinner shows, but the ‘whole concept together making it a success, as well as being so close 

to the audience.’ He stated that it is of importance to be a fantastic host - from the moment that 

the audience enters the venue. Another employee (not the performer, but one of the service staff) 

stated that it is important to have different ‘show elements’, as well as the importance of 

interaction, since it will make the show ‘more alive’. 

 

Audience attendance at dinner shows has been told to be ‘very very’ broad and mixed (L18); in 

terms of age, gender, ethnic background, and social class (Q.22). The type of show (e.g. magic, 

musical, etc.) does influence the audience attendance, as some shows are not suitable for children 

- due to the type or length (3-4 hours) of show - and some are highly suitable (L17). Construction 

of the audience (even though they often sit together at larger tables with ‘strangers’) is families 

with grown up children, couples, and groups of friends or colleagues (L20).  
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Groups of friends, family gatherings, typical guest group consists of 2 or 4 people. 

- Associate producer 

 

Six interviewees stated that such shows, whereby one can enjoy show and dinner, are very 

appropriate for corporate events and other business outings (L18), because it offers the guests 

‘…a complete night out.’ Also, several said that there is a great mix in terms of ethnic 

background (L19); “…it is more mixed than 10-20 years ago.” Social status is said to be very 

mixed also, although ‘mainly middle class’ has been mentioned by five of the interviewees 

(L21). 

 

Table 10 shows a summary of the interviewees’ answers regarding the questions about the 

success factors and audience of dinner shows. Keywords are used to distinct parts of the answers 

given and to create an overview of the similarities between different interviewees. 

 

Q.19 - What factors would make a dinner show successful according to you? 

Q.20 - What was most positive about your visit to the dinner show? 

Q.21 - What was most negative about your visit to the dinner show? 

Q.22 - How would you describe the audience members at the dinner show? 

Q. Keywords P1 P2 A1 P3 M2 A2 A3 M4 M3 M1 

19 

Surroundings   	  	         	  	   	  	   	  	   	  	   	  	  
Dinner 	  	             	  	   	  	   	  	   	  	  
Service 	  	   	  	     	  	       	  	   	  	   	  	   	  	  
Show 	  	   	  	               	  	   	  	  
Audience 	  	     	  	   	  	     	  	     	  	   	  	   	  	  

20 Interaction 	  	   	  	   	  	   	  	   	  	       	  	   	  	   	  	  

22 

Mixed audience   	  	   	  	         	  	       	  	  
Corporate           	  	   	  	   	  	     	  	  
Age                     
Gender 	  	     	  	   	  	     	  	   	  	   	  	   	  	   	  	  
Ethnic background       	  	   	  	   	  	   	  	     	  	   	  	  
Audience construction                     
Social class         	  	           	  	  

Table 10. The success factors and audience interview summary, own 

L15

L16

L17
L18

L19

L20 L21
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4.3 Pattern formation for the interviews 

Table 11 illustrates an overview of the patterns that have been found based on the answers given 

throughout the entire interviews. The interviewees with similar answers were placed next to each 

other, which gives us a better opportunity to find the patterns. The red ovals represent the 

similarities and dissimilarities between the different interviews and the blue ovals (see Table 12) 

represent the global patterns that could be observed after the red ovals were located. Global 

patterns represent a visual identifier to allow generalising across different cases. Three global 

patterns were found: G1, G2, and G3 (see Table 12).  

 

Table 11. Pattern formulation, own  

P2 A1 M1 M2 M4 P1 P3 A3 A2 M3
Yes
No
Combination
Well/put2together
Something2easy/going
Sharing2experiences

It2should2fit
Yes
As2long2as…
It2would…
No
Involved
Yes
No
Yes
Communication
Walk2around
Reason2for2interaction
General
Other2interaction
Role2of2performers
No
Result2of2interaction
Role2of2performers
very important
Reason2for2audience
important
somewhat2important
not2important
Choice2for2dinner2show
Part2of2action
Yes
No
Yes
Change2in2audience2behaviour
Role2of2performers
key2part2of2performance
Shy2people
No
No
Different2experience
Result2of2interaction
Reason2for2audience
Yes

Very2satisfied
Satisfied
Somewhat2satisfied
Not2so2satisfied
Dinner2vs2show
important
very2important
The2experience
Bad2food
Communication
somewhat2important
not2important
Qualitative2answer2
Yes
No

16
How2much2priority2is2given2
to2quality2food2at2dinner2
shows,2in2relation2to2other2
aspects2of2such2a2show?

Yes2
Surroundings
Show
Affects2experience
Staff/service
No

18
In2case2the2food2is2not2that2
good2of2quality,2do2you2think2
a2good2performance2will2
‘make2up2for2it’?2How?

Not2completely

Show
Dinner
Surroundings !!
Service
Audience
Other

20
What2was2most2positive2
about2your2visit2to2the2

dinner2show?
Interaction

21
What2was2most2negative2
about2your2visit2to2the2

dinner2show?
Age
Audience2construction
Social2class
Mixed2audience
Corporate
Ethnic2background
Gender

23
Is2there2anything2you2would2

like2to2add2regarding2
audience2experience2at2

dinner2shows?

Did2this2show2fit2in2the2
dinner2setting2you2

experienced?2Why/why2
5

Do2audience2members2
prefer2to2participate2actively2

or2not?2Why?
11

How2important2is2the2
interaction2at2a2dinner2show2

setting?2(Scale:2very2
important,2important,2

somewhat2important,2not2
important)

9

Did2you2experience2any2kind2
of2interaction2with2the2

performer(s)?
8a

Should2the2show2match2with2
the2food?2Why?7

What2kind2of2show2would2fit2
the2dinner2show2best?6

Is2active2participation2
something2that2you2

appreciate2as2an2audience2
member?2Why/why2not?

10

What2factors2would2make2a2
dinner2show2successful2

according2to2you?
19

How2would2you2describe2the2
audience2members2at2the2
dinner2show?2(Age,2ethnic2

background,2
families/couples,2social2

status,2etc.)2

22

8b
Does2the2audience2

experience2any2kind2of2
interaction2with2the2

performer?

Would2the2experience2be2
the2same2in2case2there2had2
been2(no)2interaction?2Why?

12

In2case2the2food2is2not2of2
good2quality;2are2there2

other2facets2of2the2dinner2
show2that2can2‘make2up2for2

it’?2Which?

17

How2important2is2quality2
food2at2a2dinner2show?2
(Scale2very2important,2
important,2somewhat2

important,2not2important)

14

Does2high2quality2food2
contribute2to2a2positive2

audience2experience?2How?
15

How2satisfied2were2you2with2
the2food2served2at2the2

dinner2show?2(Scale:2Very2
satisfied,2satisfied,2

somewhat2satisfied,2not2so2
satisfied)

13
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Table 12. Global pattern formulation, own  

Global patterns G1, G2, and G3 represent the main similarities and dissimilarities amongst the 

interviewees, based on the entire interview. The principal similarities observed can be found in 

Table 13, which shows the similarities between G1 & G2; G2 & G3; and between all three global 

patterns (G1, G2 & G3). The principle dissimilarities have also been identified and can be found 

in Table 14. Based on its distinction in comparison to the other two global patterns, each global 

pattern is given a describing name (see Table 14). Thus, Table 13 and Table 14 show us the main 

findings of the study. 

G1 G2 G3 

P2 A1 M1 M2 M4 P1 P3 A3 A2 M3
Yes
No
Combination
Well-put together
Something easy-going
Sharing experiences

It should fit
Yes
As long as…
It would…
No
Involved
Yes
No
Yes
Communication
Walk around
Reason for interaction
General
Other interaction
Role of performers
No
Result of interaction
Role of performers
very important
Reason for audience
important
somewhat important
not important
Choice for dinner show
Part of action
Yes
No
Yes
Change in audience behaviour
Role of performers
key part of performance
Shy people
No
No
Different experience
Result of interaction
Reason for audience
Yes

Very satisfied
Satisfied
Somewhat satisfied
Not so satisfied
Dinner vs show
important
very important
The experience
Bad food
Communication
somewhat important
not important
Qualitative answer 
Yes
No

16
How much priority is given 

to quality food at dinner 
shows, in relation to other 
aspects of such a show?

Yes 
Surroundings
Show
Affects experience
Staff/service
No

18
In case the food is not that 

good of quality, do you think 
a good performance will 
‘make up for it’? How?

Not completely

Show
Dinner
Surroundings   
Service
Audience
Other

20
What was most positive 

about your visit to the dinner 
show?

Interaction

21
What was most negative 

about your visit to the dinner 
show?

Age
Audience construction
Social class
Mixed audience
Corporate
Ethnic background
Gender

23
Is there anything you would 

like to add regarding 
audience experience at 

dinner shows?

Did this show fit in the 
dinner setting you 

experienced? Why/why not?
5

Do audience members prefer 
to participate actively or 

not? Why?
11

How important is the 
interaction at a dinner show 

setting? (Scale: very 
important, important, 

somewhat important, not 
important)

9

Did you experience any kind 
of interaction with the 

performer(s)?
8a

Should the show match with 
the food? Why?7

What kind of show would fit 
the dinner show best?6

Is active participation 
something that you 

appreciate as an audience 
member? Why/why not?

10

What factors would make a 
dinner show successful 

according to you?
19

How would you describe the 
audience members at the 

dinner show? (Age, ethnic 
background, 

families/couples, social 
status, etc.) 

22

8b
Does the audience 

experience any kind of 
interaction with the 

performer?

Would the experience be the 
same in case there had been 

(no) interaction? Why?
12

In case the food is not of 
good quality; are there other 

facets of the dinner show 
that can ‘make up for it’? 

Which?

17

How important is quality 
food at a dinner show? 
(Scale very important, 
important, somewhat 

important, not important)

14

Does high quality food 
contribute to a positive 

audience experience? How?
15

How satisfied were you with 
the food served at the dinner 
show? (Scale: Very satisfied, 

satisfied, somewhat 
satisfied, not so satisfied)

13
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Interview 

patterns 
Observed similarities amongst interview patterns Respondents 

G1 & G2 

It is important that the food fits well with the show (Q.7) 

P2, A1, M1 

& M2, M4, 

P1, P3 

The role of the performers is related to the importance of interaction 

(Q.8b) 

The performance cannot completely make up for lower quality food 

(Q.18) 

G2 & G3 

The experience would not be the same in case of no interaction 

(Q.12) M2, M4, P1, 

P3 & A3, 

A2, M3 

The result of interaction has been considered (Q.12) 

No particular type of show is said to be ‘best fitted’ for dinner 

shows (Q.6) 

G1, G2 

& G3 

Interaction at dinner shows is perceived as important or very 

important (Q.9) 
All 

Quality food at dinner show is considered important or very 

important (Q.14) 

Table 13. Principle similarities amongst interview patterns, own 

 

 

Interview 

pattern 

Pattern 

name 

Observed dissimilarities  

amongst interview patterns 
Respondents 

G1 The show 
The show should be easy-going entertainment 

with the possibility to share opportunities (Q.6) 
P2, A1 & M1 

G2 The food 
High quality food contributes to a positive 

audience experience (Q.15) 

M2, M4, P1 

& P4 

G3 
The 

interaction 

The audience experienced interaction at the 

dinner show (Q.8a) 

A3, A2 & 

M3 

Table 14. Identifying the patterns based on dissimilarities, own  
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5 Analysis 

The aim of this chapter is to present an analysis of the empirical findings of current study. Four 

topics are discussed: the show, the interaction, the food, and the success factors & audience 

regarding dinner shows. After each section in this chapter, a summary in tabular form (see Table 

15 - 18) is given to provide the reader with a clear overview of the relation between the 

empirical findings and the theory discussed earlier.  

 

5.1 The show 

Dinner shows are a unique type of live performances, and the show within this concept may 

differ in type. This could be theatre, magic, dance, music, cabaret, etc., which are all considered 

a form of performing arts. (McCarthy et al., 2001) It should be a show that has been put well 

together, according to three interviewees. Moreover, McKee (2012) identified interactivity as 

one of the success factors of live entertainment, which is in line with what two interviewees (see 

Table 7) stated, as the show should give the audience the opportunity to share experiences.  

 

Seven interviewees (see Table 7) stated that a combination of different shows is appreciated and 

will add positively to the audience experience. Taylor (2012) studies musical theatre, which is a 

type of performing arts that gives the audience a combination of musical, vocal and live visual 

performance; and which is one of the most important entertainment industries across the world, 

according to Simonoff & Ma (2003). Two of the interviewees (see Table 7) mentioned that a 

show should be something easy-going, which is in line with Hughes (2013) who states that 

entertainment hardly requires any effort to be appreciated, since it is perceived as being light, 

pleasurable, and undemanding. Pine & Gilmore (1999) debate entertainment as one of the four 

experience spaces, and can occur in case the experience will be passively absorbed.  

 

Lin & Mattila (2010) study the restaurant servicescape in relation to customer satisfaction, and 

state that a perceived congruency between different elements, such as the servicescape and the 

core product (e.g. the food served) does positively influence the experience and should be 

considered as a combination. In case of the dinner shows, the show and the food should have a 

certain congruency but does not necessarily have to ‘match’ as both elements could stand 

perfectly on its own, according to six of the interviewees - performers, audience members, and 
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managers - (see Table 7). In case of a certain theme, it would add value for the audience 

experience to have both the food and the show match this theme, but it is not seen as a ‘must’, as 

long as both elements are of good quality.  

The show 

Empirical findings Theory Analysis 

The show should give the audience 

the opportunity to interact and share 

the experience with others by talking 

about the show. 

McKee (2012) Interactivity is seen as one of the 

success factors of live entertainment. 

Interaction will bring people together 

and add value to a more positive 

audience experience. 

A combination of different show 

types (e.g. theatre, music, etc.) is 

something that works well in terms 

of dinner shows. 

Taylor (2012); 

Simonoff & Ma 

(2003) 

Musical theatre is a form of 

performing arts that integrates 

different show elements, such as 

musical, vocal and live visual 

performances. 

Live entertainment at dinner shows 

should be somewhat easy-going, as 

the dinner element will distract the 

audience to a certain extent from the 

show. 

Hughes (2013); 

Pine & Gilmore 

(1999) 

Popular entertainment is often being 

perceived as being light, pleasurable, 

and undemanding, requiring hardly 

any effort to be appreciated. 

‘Entertainment experiences’ can be 

passively absorbed through one’s 

senses.  

Congruency between food and show 

is appreciated, but not a ‘must’, as 

both will stand on its own in case of 

a certain quality. In case of a dinner 

show that involves a theme, it would 

add value for the audience 

experience to integrate both the food 

and the show in the particular theme.  

Lin & Mattila 

(2010) 

A perceived congruency between 

different elements in a dinner setting, 

such as the core product and the 

servicescape, positively influences 

the customer experience and should 

be considered as combination.  

Table 15. Analysis summary about the show, own 
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5.2 The interaction 

Radbourne et al. (2009) recognise that performance quality and a strong level of engagement are 

related to each other. Lindinger et al. (2013) acknowledge that audience involvement encourages 

strong feelings of engagement, which is perceived as positive for the audience experience. 

Interaction is something that is indeed highly appreciated, according to most interviewees (see 

Table 8), as five interviewees find audience involvement very important and two others stated 

that interaction between the performers and the audience is important for the audience 

experience. According to Pine & Gilmore (1999), the experience is created whenever there is 

engagement with the customer. “The more the customer is engaged, the more likely it is that 

he/she will perceive it as an experience.” (Harris et al., 2001:362)  

 

Bertolt Brecht’s epic theatre shows us that the importance of active participation of the audience 

has already been recognised for at least since the 1920s. His methods would take down ‘the 

barriers’ between the actors and the audience, which creates an atmosphere in which a higher 

level of audience engagement is achieved, according to Harris et al. (2001). This is in line with 

all audience members (see Table 8), as they mentioned that the interaction that they experienced 

made them feel part of - or involved - in the action or performance. Three interviewees 

mentioned that audience members can be shy at first, but towards the end they are more relaxed 

and realise that interaction is indeed a good thing.  

 

Moreover, the interaction between the performers and the audience encourages interaction 

between the audience members, according to one of the performers (see Table 8); and Burland & 

Pitts (2014) say that ‘intra-audience’ interactions could positively influence the experience by 

being amongst like-minded people. Radbourne et al. (2009) strengthen this and recognise 

‘collective engagement’ as one of the components regarding audience experience, which may 

enhance the audience insight through communication with the other audience members. 

 

Less engagement with the entire experience is reported in case the audience has the feeling that 

there is no opportunity for communication, according to Radbourne et al (2009); which goes 

hand in hand with what all interviewees mentioned (see Table 8) regarding the question if the 

experience would be the same in case of no interaction. For the audience, it would be a 
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completely different experience, and it will affect the audience experience significantly as ‘the 

show would not be as good without interaction’ and it would ‘take away a crucial part of the 

audience experience’.  

 

The interaction 

Empirical findings Theory Analysis 

Interaction at dinner shows is 

considered either important or very 

important for the audience 

experience.  

Radbourne et al. 

(2009); 

Lindinger et al. 

(2013); Pine & 

Gilmore (1999); 

Harris et al. 

(2001) 

A strong level of engagement in 

performing arts is perceived as 

quality, and audience involvement 

encourages strong feelings of 

engagement, which will add value to 

the audience experience. Experiences 

will be better perceived in case of a 

high level of engagement. 

Active participation is something 

that audience members generally 

appreciate. However, an audience is 

never an entirely homogenous crowd 

of individuals and some audience 

members are more reluctant than 

others, but these become more 

‘relaxed’ during the show… 

Freshwater 

(2009); Harris et 

al. (2001) 

One can refer to ‘an audience’, but 

distinctive co-existing audiences 

should be considered. Interaction 

dissolves the barriers between the 

performers and the audience, which 

creates an atmosphere in which a 

higher level of engagement is 

achieved. 

Interaction between the performers 

and the audience encourages 

interaction between the audience 

members, whereby experiences are 

shared through talking about the 

show (e.g.). 

Burland & Pitts 

(2014); 

Radbourne et al. 

(2009); 

Eversmann 

(2004) 

‘Collective engagement’ is 

recognised as a component of 

audience experience, whereby 

audience insight is enhanced through 

communication with other audience 

members. These ‘intra-audience’ 

interactions add value to the 

experience by being amongst like-
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minded people.  

The audience experience would be 

completely different in case there 

would have been no interaction, as 

some performances are build based 

on interaction with the audience. 

Radbourne et al. 

(2009) 

Less engagement with the entire 

experience has been reported in case 

the audience has the feeling that there 

is no opportunity for communication, 

which results in crucial part of the 

experience being taken away.  

Table 16. Analysis summary about the interaction, own 

 

5.3 The food 

Even though Gustafsson (2004) states that it is about much more than the food when going to a 

restaurant, according to the interviews the quality of the food at dinner shows is of significant 

importance; some even state that it is very important. Andersson & Mossberg (2004) add that 

food is one of the six influential facets of the dinner experience. In terms of dinner shows, it is 

not considered a priority in relation to other elements of such shows, but all interviewees agree 

upon the fact that the food should be at least of some quality (see Table 9), as bad food can stop 

people from going. Lin & Mattila (2010) support this and state, “…perceived congruency 

between the servicescape and the core product (e.g. the food served) has a positive impact on 

pleasure.”  

 

Reimer & Keuhn (2005) state that the servicescape has significant influence on the overall 

service quality, and the customer will be most satisfied in case all elements, such as overall 

ambience and service staff’s interaction are incorporated in the entire dining experience. This is 

also what the interviewees imply, as they all agree that low quality food can be compensated - to 

some extend - through other ‘overall elements’, such as the surroundings, staff and service, and 

the show. However, in case of good food, it will contribute to a more positive audience 

experience, according to all interviewees (see Table 9), which is in line with Lin & Mattila 

(2010) who mention that the core product - in this case the food - is particularly important for 

customer satisfaction in a dinner setting. 
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The food 

Empirical findings Theory Analysis 

Food quality at dinner shows is 

either considered to be important or 

very important and audience 

experience will be negatively 

influenced in case of bad quality.  

Andersson & 

Mossberg 

(2004) 

Food is one of the six influential 

facets of the dinner experience, and 

should therefore be carefully 

considered in case of a dinner 

experience such as the dinner shows.  

Food is not considered a priority in 

comparison to other elements at 

dinner show, but in case of poor 

quality food in could stop people 

from coming to such performances. 

Gustafsson 

(2004); Lin & 

Mattila (2010) 

It is about much more than just the 

food in terms of the dinner 

experience, however, perceived 

congruency between different 

elements (e.g. the food and the 

servicescape) is desired, as this will 

have a positive influence on the 

experience. The food, in a dinner 

setting, is particularly important for 

customer satisfaction.  

Lower quality food can be 

compensated - to a certain extend - 

by other elements (e.g. surroundings, 

staff and service, and the show). 

Good food will contribute to a more 

positive audience experience. 

Reimer & 

Keuhn (2005) 

Overall service quality can be 

significantly influenced by the 

servicescape; and the customer will 

be most satisfied in case all elements 

(e.g. overall ambience and service 

staff’s interaction) involved in the 

dinner experience are well 

incorporated.  

Table 17. Analysis summary about the food, own 

 

5.4 The success factors and audience 

Success factors of performing arts, such as Broadway shows (e.g. musical theatre), are that they 

show a great range of variation in terms of show type (e.g. music, dance and textual context); and 

that these shows are lively and entertaining to different kinds of spectators, according to Taylor 
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(2012). Six of the interviewees (see Table 10) recognise the show as one of the success factors 

regarding dinner shows (e.g. through different types of performances or ‘a night full of 

experiences’); Simonoff & Ma (2003) agree and state that the show type is considered important 

in relation to the ‘survival time’, an thus the success of such shows. 

 

Success factors for dinner shows can be either compared with success factors regarding similar 

shows, or regarding the dining experiences, as a combination of those - the dinner show - has not 

been studied (in terms of success factors). Lin & Mattila (2010) state that success - in dinner 

experiences - depends partially on excellent service and service encounters (interaction between 

the service staff and the consumer), which is also what three interviewees (see Table 10) state, as 

they say that professional/good service and level of interaction is what makes such shows 

successful. One of the employees at the visited show stated that it is of significant importance to 

be a fantastic host from the moment the audience enters the venue.  

 

Not only is the interaction between the service staff and the audience of importance, also the 

interaction between the performers and the audience is said to contribute to success of dinner 

shows (see Table 10). When attending one of the shows from this study, two audience members 

would say that the interaction between them and the performers was one of the things they 

appreciated most about the experience, as it made them feel part of the performance. Pine & 

Gilmore (1999) argue that an experience is staged whenever there is engagement with the 

customer through connection in a personal and memorable manner. Radbourne et al. (2009) add 

that it is important for some people to be engaged fully to achieve satisfaction considering the 

experience. 

 

Surroundings - e.g. the venue (location and decoration), technique (lightning and sound), and the 

seating - is recognised as success factor by four of the interviewees (see Table 10). Lin & Mattila 

(2010) state that success of dinner experiences partially depends on a pleasant servicescape, 

which could strongly influence consumption experiences. Andersson & Mossberg (2004) agree 

and acknowledge ‘restaurant interior’ as something that can influence the success of the dinner 

experience. Also Reimer & Keuhn (2005) are in line with this, as the servicescape has significant 
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influence on the overall service quality, and thus the success of these types of experiences, 

according to them.  

 

Freshwater (2009), as well as one of the interviewees, argue that the audience is a group of 

individuals, who each might have different responses to a show. Nevertheless, we can still speak 

of ‘an audience’, according to Freshwater (2009), even though one should always take the co-

existing audiences in consideration. The audience of dinner shows is believed to be very broad, 

according to six interviewees (see Table 10), and no clear pattern could be found regarding 

audience attendance at dinner shows. Nevertheless, it is stated that mainly middle class people 

attend such live entertainment, which is partly in line with Kolb (2002) who argues that people in 

higher social classes have higher performing arts participation rates than lower social classes. 

 

Age is said to be very broad also, even though dinner shows in general are not so suitable for 

children as the show can last up to 3-4 hours. Andreasen & Belk (1980) support this by saying 

that highest attendance is amongst single adults and young adults with no children. It is clear that 

the interviewees believe that attendance is mainly represented by grown-ups in their late 20s up 

to their 50s. Seaman (2005) agrees partly, as “…arts audiences have often been thought to be 

relatively older…” than in their 20s. However, specific dinner shows, such as the ‘Soup lunch 

concert’ at the concert hall attracts an older audience, with mainly retired people, due to the type 

of show. 

 

Kolb (2002) touches the subject of ethnic diversity in audience attendance at performing arts; 

and says, “…the issue of rates of arts attendance by ethnic groups is growing in importance.” 

Four of the interviewees stated that there is a great mix of ethnic backgrounds (see Table 10), 

and one of the performance mentioned that “…it is more mixed than 10-20 years ago…”, which 

matches with Kolb’s (2002) statement. 
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Success factors and audience 

Empirical findings Theory Analysis 

Show type is considered as one of 

the success factors in dinner shows, 

e.g. through different types of 

performances and ‘a night full of 

experiences’. 

Taylor (2012); 

Simonoff & Ma 

(2003) 

Success factors for e.g. Broadway 

shows are their great range of show 

types and their liveliness. These types 

of performing arts are also 

entertaining to different types of 

spectators. Show type is considered 

important for the ‘survival time’ of 

the show, and thus its success. 

Professional and good service will 

add to the success of dinner shows. 

Lin & Mattila 

(2010) 

Success regarding experiences in 

dinner settings depends partially on 

excellent service and service 

encounters between the service staff 

and the consumer.  

Interaction between the performers 

and audience is considered a success 

factor of dinner shows.  

Pine & Gilmore 

(1999); 

Radbourne et al. 

(2009) 

Personal engagement creates an 

experience for the consumer and 

importance of engagement has to be 

considered to create a satisfactory 

experience for the audience.  

Success of dinner shows is 

recognised to be depended on the 

surroundings, such as the venue 

(location and decoration), technique 

(lightning and sound), and the 

seating.  

Lin & Mattila 

(2010), 

Andersson & 

Mossberg 

(2004); Reimer 

& Keuhn (2005) 

A pleasant servicescape has a 

significant influence - and could add 

- to the success of a dinner 

experience, such as with the dinner 

shows. 

Audience attendance is considered to 

be mainly middle class people.  

Kolb (2002) Higher social classes have higher 

performing arts participation rates 

than lower social classes.  

The age of the audience differs Andreasen & Highest attendance of performing arts 
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greatly, but it is mostly grown ups 

who would attend, as dinner shows 

could last up to 3-4 hours, which can 

be considered too long for younger 

children. 

Belk (1980); 

Seaman (2005) 

is amongst single adults and young 

adults with no children. No clear 

analysis can be drawn based on the 

age of the audience attending dinner 

shows. 

Audience attendance in terms of 

ethnic background is believed to 

vary broadly. Nowadays, it is more 

mixed than 10-20 years ago. 

Kolb (2002) Ethnic diversity has become more 

important concerning rates of arts 

attendance, which resulted in a more 

divers audience in terms of ethnicity. 

Table 18. Analysis summary about success factors and audience, own 

 

5.5 Adjusted theoretical framework 

Figure 10 shows us an adjusted theoretical framework on factors relating to the success of dinner 

shows, based on the empirical findings of the study. Three concepts are the focus of the research 

(the show type, the interaction, and the dinner), and the findings show that these are influential 

factors on the success of dinner shows. The show type is considered a success factor, through 

different types of performances integrated in the dinner show. The interaction between the 

performers and the audience creates a satisfactory audience experience and is therefore an 

influential factor on the success of such shows. The dinner (product quality) could make the 

entire experience a successful one. 

 

Nevertheless, additional success factors have been identified, such as professional service, 

surroundings, and the servicescape (see Figure 10). Success regarding dinner experience depends 

partially on professional service and service encounters between the service staff and the 

consumer. A pleasant servicescape and other surroundings, such as the technique and the 

seating, add to the success of a dinner experience, as with the dinner shows. Moreover, the 

concepts within the audience experience are placed in order of importance, as interaction is 

considered most important regarding a positive audience experience. The quality of the food is 

important according to the empirical findings, yet, not as important as the other concepts stated 

in the framework. 
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Figure 10. Adjusted framework on factors relating to the success of dinner shows, own  
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6 Conclusions 

This concluding chapter aims to answer the research questions of current study. It is divided into 

sub-chapters based on the three research questions: the audience experience, the success factors 

for dinner shows, and audience attendance. Managerial, societal, and theoretical implications 

are discussed to determine the contribution of the study. Limitations and recommendations for 

further research are part of this concluding chapter. 

 

Through this study, I aimed to investigate the relation between audience experience and the 

success factors of dinner shows. Due to many possible aspects of dinner shows, as part of the 

audience experience, the focus for current study was on three concepts - the show, the 

interaction, and the food. The success factors and audience attendance were researched to give 

the entire study more context and are relevant to answer the research questions.  

 

6.1 The audience experience 

Live entertainment works for the audience when it is ‘popular entertainment’, and when it is 

something easy-going. The audience experience can be influenced by many factors of live 

performances, which is not different for dinner shows. The type of show has not been recognised 

as of importance in terms of influential factor for the audience experience at dinner shows. 

Nevertheless, it should be something that the audience can enjoy in an effortless manner to a 

certain degree. Moreover, it is appreciated if the dinner show integrates different show elements, 

such as music and visual aspects (e.g. dance, magic or theatre). Many show genres are 

considered suitable for a dinner setting, as long as they fit well together as an entire concept. The 

food and the show as a combination should be considered, as people can either watch a show or 

eat their dinner… In case of a dinner show that implements a theme, it will add value to the 

audience experience if both the show and the food are integrated in the theme, as the people 

would notice it if it would not be the case. 

 

Active participation (interaction) at performing arts has been perceived as quality. This 

interaction dissolves the barrier between the audience and the performers and creates an 

atmosphere wherein like-minded people feel like sharing their experiences with each other. 

Audience participation seems to encourage a strong feeling of engagement; and experiences - in 
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this case, audience experiences - might be better perceived in case of a high level of engagement. 

Dinner shows involve much interaction between the performers and the audience; and it is 

considered essential to create a positive audience experience. In some dinner shows, interaction 

provides the basis of the entire experience. The audience develops the feeling of being part of 

something that has been created - literally - around them and they are completely involved in the 

performance. It is almost like the audience creates the performance together with the performers, 

because there would be no performance without the audience. This creates a ‘relaxed’ 

atmosphere, which is important, as the audience can enjoy themselves, which is considered 

positive for the audience experience. All interviewees, as well as other audience members and 

service staff, agree that interaction makes the show better. It is something that they highly value, 

and no interaction would negatively influence the audience experience. Out of the three concepts 

studied, the interaction is considered most important for the audience experience.  

 

The quality of the food is said to be of significant relevance in case of dinner experiences, such 

as the dinner shows, and high quality food will positively influence the audience experience. 

Nevertheless, it is not the priority in comparison with other elements in such shows (e.g. the 

show). In case the quality of the food is too low, it will negatively influence the audience 

experience and will eventually stop people from going. However, ‘lower quality’ food can be 

compensated to some extend by other elements, such as the surroundings, staff and service, but 

most importantly the show, as this would be ‘the reason to buy’. The audience would be most 

satisfied in case of an overall service quality and when all elements involved in dinner shows are 

well incorporated.  

 

6.2 Emerged success factors for dinner shows 

Many factors contribute to the success of dinner shows, as many elements are integrated in these 

types of concepts. The success factors are partly in line with the success factors of live 

entertainment, such as Broadway shows, due to their liveliness and their high content of 

accessibility for a wide variety of audiences. The show is considered one of the success factors 

for dinner shows, e.g. through different types of performances and ‘a complete night out’. 

Moreover, professional and good service will add to the success of dinner shows, as well as a 

pleasant servicescape and other surroundings (e.g. location and decorations, lightning and sound, 
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and the seating). The interaction between the performers and the audience contributes to the 

creation of positive audience experience; some even stated that it was one of the things they 

appreciated most about the entire dinner show experience. Interaction is definitely considered 

one of the success factors for dinner shows. 

 

6.3 The audience at dinner shows 

Audience attendance at dinner shows is said to be broad, which can be considered one of the 

results of it being ‘easy-going’ entertainment. Therefore, no clear patterns were found in terms of 

age, gender, ethnic background, etc. Yet, several guarded conclusions can be drawn based on the 

analysis, with regards to audience attendance at dinner shows. It is believed that higher social 

classes have higher performing arts attendance rates. However, based on the interviews, mainly 

middle class people are attending these types of shows. Yet, as no actual statistics of have been 

used, this is contestable to a certain degree.  

 

The ages of the audience members are somewhat easier to grasp, but also in this case it is 

difficult to define one age group that represents the audience at dinner shows. What we can 

conclude is that most dinner shows are not suitable for younger children, due to the length of 

these shows as they often last for 3-4 hours. It is believed that most audience members are of age 

between the late 20s up to 50 years old; but other ages are also attending at different types of 

dinner shows. 

 

Ethnic background is once again very broad in terms of dinner show audience. It should be 

noted, however, that there has been a shift towards a broader mix over the last 20 years, which 

has been a result of the increasing importance regarding ethnic diversity. In terms of gender, no 

significant difference can be seen between male and female attendances at dinner shows. Except 

for corporate outings and events, whereby, in many cases, most of the audience is believed to be 

male. These types of outings are highly suitable for dinner shows, as it will provide the guests 

with a ‘complete night out’. 
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6.4 Theoretical implications 

This study contributes in several ways towards the academic world. Firstly, not much research 

has been conducted regarding the concept of dinner shows, as segment of the performing arts. A 

significant amount of research has been done on audience experience, dinner experiences and 

success factors in other types of performing arts. However, a study on these topics combined is 

not to be found in existing research, and thus a gap in the theory was identified. Moreover, the 

results provide a starting point for further academic investigation regarding success factors and 

audience experience in dinner shows. Even though the focus has been on three concepts of 

audience experience at dinner shows, other success factors (professional service, good 

surroundings, and a pleasant servicescape) have been identified and could therefore assist in the 

creation of additional studies. 

 

6.5 Managerial implications 

This study would benefit organisations involved in dinner shows as part of performing arts - and 

live entertainment. As stated before, such businesses need to innovate to keep up the number of 

patrons visiting their shows. Dinner theatres are struggling, due to high production and royalty 

costs. Through this research, success factors for dinner shows have to some extend been 

identified, which increases the understanding of a positive audience experience. This will 

hopefully result in return customers and thus increase the profitability. The results of current 

study may provide practitioners in the field with the opportunity to increase their performance 

and an increase in customer satisfaction. It can therefore be said that the outcome of this study 

assists managers in working effectively towards performance improvements, regarding positive 

audience experience and success factors in dinner shows. This might also result in a competitive 

advantage over other similar types of organisations within the creative industry.  

 

6.6 Societal implications 

In addition to academic and managerial contributions, societal implications could also be 

identified. An increase in success stories of dinner shows could lead to an increase in demand of 

such shows. This can be considered beneficial for the entire creative industry, but it could also 

result into the creation of new jobs, and an opportunity to invest in innovation amongst different 

types of performing arts, such as the dinner shows. Moreover, as this study contributes to the 
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opportunity to increase positive audience experiences, it assists in an increase in customer 

satisfaction for the audience and eventually in a greater human well-being.  

 

6.7 Limitations and reflections on this study 

The findings of this study are of importance, yet several limitations could be recognised. A 

convenience sample has been used, which includes dinner shows produced in Sweden, the 

Netherlands, and Ireland. As these countries are very similar in terms of culture, other - less 

similar - countries with dinner shows could provide us with different results regarding the 

audience experience and attendance. More time and budget would have allowed a more spread 

out research with organisations across other countries, or continents, with different cultures. 

Moreover, the limited number of interviewees may affect the possibility to generalise findings. 

This study includes different perspectives (audience, performers, and managers), and in case of 

more sources, every organisation/show studied would include all three different perspectives 

times two (so two audience members, two performers, and two managers) to compare and 

generalise the answers given.  

 

6.8 Recommendations for further research 

The current study only touches a small segment of the topic of dinner shows. Further studies are 

needed to understand the relationship between audience experience and success factors for 

dinner shows. This study has used a qualitative method to gain a more thorough understanding of 

the phenomena discussed. As of now, only an exploratory study has been conducted. Therefore, 

it is recommended to make a large-scale study through interviews and focus groups with 

audience members, or through with a quantitative method (e.g. questionnaires) to widen the 

understanding of the phenomena. Different types of observations will also add to a deeper 

understanding. Research into the distinction between the audience experience during and after 

the dinner show could be relevant for the audience experience at dinner shows.  

 

As this study touches only a few concepts within the greater concept of dinner shows it would be 

recommended to study other elements such as the service/staff and surroundings, as part of the 

audience experience, since these have been recognised as success factors of such shows. 
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Appendices 
Appendix I - Interview Whoops! Entertainment I 

Performer/manager 

The audience experiences a magic show. The most common show is when we start an evening 

with 'jumping tables' as we call it, whereby I go from table to table where people are having 

dinner and I will do some 'mini magic show'. The evening will end with a bigger stage show, for 

about 30-45 minutes. The dinner will take about 3-4 hours in total, including the show.  

 

Music is always something that works and the best thing is if you have a combination of shows. 

So, first have a magic show and after have a band or a DJ for example. Or perhaps a show 

whereby to types of performers will work together. In case the dinner show has a theme for the 

evening, it is important for the food to match with the show. I believe the audience would be 

aware of this aspect of the show in case it does not match. 

 

There is interaction when I go from table to table, because I will talk directly with the audience, 

and sometimes the magic even happens in their hands. I try to involve the whole table as much as 

I can, because this would be more fun for the audience. In this case, the other tables would have 

no interaction with the performance. With the stage show, I would bring people up to the stage 

and to start of with a show, I would request the audience to do something to get them involved 

with the performance. Interaction during such shows is very important. In terms of magic it is 

very important, because a lot of the comedy comes from the interaction with the audience. With 

a dinner show, which can be considered a more 'relaxed' show, it is quite important. 

 

Audience members are a bit reluctant, but in the end it has been a good experience, so that is 

when the audience would realise that it has been a good thing that there has been interaction. A 

show without interaction would also work, but at the same time it would not be as good if there 

is no interaction. Interaction brings more live to a show. Especially in the stage show, the 'picture 

on stage' has to change, which can be done through interaction with the audience: 'something 

else is happening'.  
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I think that the food should be good, so it is important to be of a certain quality. People are 

coming to dinner, which is the most important thing that they get, even more important than the 

show. It depends on what is communicated before what the people will get to eat. If you promise 

a more fancy dinner, than the food should be of some quality. In case the food is of certain 

quality, it will contribute to a positive audience experience, because then the audience may have 

a full experience, with food and wine, show, and maybe some music. I do not exactly know how 

much priority is given to the food compared to other elements of the dinner show, but I can tell 

that I, as a performer, have to work harder in case the food is not that good. 

 

In case the food is not up to a certain quality, good lighting (surroundings) etc. could make up for 

it, but in case everything is good but the food, it affects the experience, because everyone can 

'feel' that not all the elements are synchronised. I have had many reviews whereby the food was 

not that great, but the audience members would come up to me and would tell me that the show 

was worth the money. But the full experience would have been better in case the food had also 

been good, obviously. Service is something that should be considered also. The audience would 

have a better experience in case the people are served at a table in dinner shows, rather than a 

buffet for example. A buffet would also make it harder for the performer, because people are 

constantly on their way to get more food from the buffet. 

 

Success factors of dinner shows, I think, are the seating, so how you place the tables, so that 

everyone is able to watch the show, but also good lighting and proper sound system. The 

audience is ‘very very’ mixed. Sometimes I do corporate shows, which is many businessmen 

(30-60y). But with other shows it is very mixed in terms of age and ethnic background. 

Especially in terms of ethnic backgrounds, it is more mixed than 10-20 years ago. Also many 

families, but it depends on the type of show. Middle class people mainly.  

 

Appendix II - Interview Whoops! Entertainment II 

Performer/manager 

The dinner shows audiences vary in size, from approximately 20 people up to 600 people. In the 

smaller event, the audience will experience a close-up magic show. This would be a very 

intimate/informal setting whereby the audience sits about 1 metre away from the performance. In 
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case of a bigger event it is 'less of a dinner show'. For me, a dinner show is about 50 people who 

experience excellent service, good food and a nice show. If it will be more than 200 people, it 

becomes harder to promise all three things.  

 

What kind of show would fit the dinner show setting best depends on what the goal of the dinner 

is: business, celebration, etc. It is, however, very important that they audience has something to 

look at, rather than only 'listening to music' for example. More importantly, they should have 

something to look at together, so you can share the experience (e.g. talking about the show etc.), 

because it will bring the people together. I do not think that the show should match with the food. 

As long as all elements of the dinner show are good, there is no need, because the show and the 

food will stand on its own. 

 

'Everybody interacts': in case of a smaller show, I talk to everyone. They do not particularly have 

to involve in the show by picking a card or so, but sometimes it is just through asking someone 

personally how their day has been. Interaction at dinner shows is very important, because when I 

start interacting with the audience, the audience will start interacting with each other. Also, the 

audience wants to be seen, so the audience needs to know that performer sees them, and if it is 

possible, talk to them and realise that they are there. The audience prefers to participate actively 

in general, but not everybody of course. There are always people who are shyer, and you will 

recognise those people quite soon, so you will not involve those people. In case of no interaction, 

the experience would be very strange, because it is an intimate environment. Even when it is a 

bigger event, I would still interact with some people, because it is important for the experience, 

as said before. 

 

Quality food at dinner shows is important: no matter how good the performance is, if the food is 

poor, the whole experience will be poor. All parts of the dinner show should be good, because if 

one element is not good, it will kill the entire experience. In case the performance is not that 

great, but the food is of high quality it is acceptable, but not the other way around. Food is more 

important than the entertainment, that is why we rarely perform while people are eating, but 

mostly during courses and after dessert. High quality food will contribute to a positive audience 

experience. The ranking, in terms of priority given, depends on the type of dinner show. 
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Sometimes, most priority is given to the dinner, sometimes not so much… In case the food is 

bad, nothing will make up for it. But good entertainment, good staff, nice setting, etc. could 

compensate a little for the food in case it is not fantastic. 

 

Firstly, the dinner is the most important success factor regarding dinner shows. Also, the 

audience should not have had too much to drink, because it is a waste of the performance and the 

performer needs to adapt to the mood/state of the audience. The audience consists of many 

business people, mainly men. Very mixed in terms of ages, ethnic background and social status. 

No so many families, but that is mainly because this show is more aimed at grown ups. 

 

Appendix III - Interview Studio’s Aalsmeer I 

Audience member 

Brooklyn nights: this concept merges different types of performances together, such as music, 

dance, show and circus. The evening starts in a very large room where the audience can enjoy 

show while having a complete dinner. After the dinner, people would move to the auditorium for 

a show and the evening would end with an interactive ‘party’, whereby one can enjoy live music 

and some dancing. The show fits the dinner show setting very much, because this show was 

build around the courses of the dinner. So while you were eating, there was hardly any 

interaction, while in between it was the opposite.  

 

I think that it is important to have a combination between different types of performances: music, 

dance, circus, etc. All sort of entertainment could work, as long as there is some sort of 'show' 

factor, so traditional theatre would probably not work during a dinner show. Easy-going 

entertainment is what I think would work best in such a concept, mainly because you are having 

dinner 'during' the show, which makes it harder to keep focussed on the show all the time. Also, 

it gives the opportunity to the audience members to interact with each other during the 

performance, which will contribute to a positive audience experience. I believe that the audience 

would appreciate it if the food matches the performance. I did not experience this, but I think it 

should work, because it would be strange for the audience to look at a dance-style from one 

country, and eat something that is from another country… 
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The audience is involved in the performance (e.g. the audience has to stand up and do 

something). I think this kind of interaction is important, because it will give the audience another 

experience in case they are involved in the performance. I believe that the strength of the dinner 

show lies in having the audience involved in the show (e.g. Parts of the show being performed 

between tables, etc.). Interaction would be one of the reasons why I would choose a dinner show 

over a more traditional theatre setting, because besides having a nice dinner, the audience feels 

like being part of what is happening in terms of show. In case there had been no interaction it 

would have been a different experience; my experience would have been negatively influenced, 

because in case of dinner shows I want the feeling to be part of the performance. 

 

About the quality of the food I was somewhat satisfied, because the food served at this particular 

show has not been prepared on location, but is delivered via a catering company. So the food was 

not perfectly fresh, because it had been prepared beforehand and kept warm in big ovens. 

However, I think that quality food is important, because a dinner show is something special; 

people come to see a show, but also to have something nice to eat. I believe that people will be 

more satisfied in case of good quality food, but because of the entire concept of the dinner show, 

people will accept the quality of the food sooner than when going to a normal restaurant for 

example. Good food it would positively contribute to the entire experience: good food and a 

good show are important for me as an audience member to have a really good overall audience 

experience.  

 

I believe that good service helps, but it does not completely make up for it of course. For 

example, keep the customer satisfied by offering drinks on a frequent basis. Also, the setting and 

ambience of the room will help. In case of a theme, it is important for the setting to be fully 

integrated within the theme, which could partly 'make up for' the lower quality food, but of 

course the food should not be bad.  

 

For me, success factors of dinner shows are the setting/decoration of the room, the food, the 

different types of performances (e.g. Music, dance, circus, etc.), and good service. What I 

remember most about this show is the decoration of the room as well as the costumes, which was 

very well done. The costumes of the show had a high 'show factor' with feathers etc.  
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I would describe the majority of the audience as people who usually do not go to traditional 

(musical) theatre, but would go for the more easy-going types of performances. This show is not 

suitable for children, because it is too long (3-4 hours). Mainly young adults and many groups 

and it is very common to have corporate groups. Very mixed in terms of ethnic backgrounds, and 

mainly middle class people (due to more expensive entry tickets). The audience of these types of 

show can be considered different than the audience of more traditional theatre. Therefore, it is 

important for the show to be highly entertaining and to involve the audience as much as possible. 

Also, an after party is something that the audience appreciates, mainly because they feel very 

exciting after such a show and the experience will be complete if they are invited to dance with 

the performers afterwards.  

 

Appendix IV - Interview Studio’s Aalsmeer II 

Performer 

The audiences experiences an actual dinner show, a full theatre show and ‘after party-

amusement’. The best way to put a dinner show together would be through a combination of 

dance, singing and music. I do not think it is necessary for the audience to have the food matched 

with the show. If there is good food and entertainment, I believe the audience would not care. 

 

The audience experiences interaction in the way that we dance through the whole venue. So 

instead of just dancing on stage, we would dance amongst the guests, which would give them a 

closer connection to us as performers. Interaction at a dinner show is important. We, as 

performers, had special rehearsals just to interact with people and to learn how to interact with 

the guests on a professional level and in a fun way. Usually, at the beginning of the evening the 

audience does not like it very much, because they are shy. However, throughout the night the 

guests are getting more relaxed and at the end of the night they are dancing with us on the tables.  

The experience would be completely different in case there had been no interaction. I believe 

that the audience really enjoys us being that close to them and the interaction. It makes them feel 

special and part of the experience.  

 

Quality food at a dinner show is important. This dinner show advertises with slogans such as 'We 

have the best food at a dinner show'. However, the show itself can be considered more important.  
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High quality food contributes to a positive audience experience. The guests are expecting a 

certain level of quality in terms of food. "The fact the dinner show includes the word 'dinner' 

says it all." I do not believe that the performance can completely make up for lower quality food. 

There are so many memories connected to taste and food that if the food is bad, we can dance as 

hard as we can, but people will always remember the bad food.  

 

Success factors of dinner shows are a good cast of dancers, dingers and musicians. Good food, 

good location, good concept and good advertisement. The audience is very broad, with all kinds 

of different people. I believe that it is mainly middle class couples in their late 20s. Moreover, we 

have many business outings. I believe that in the Netherlands we can disclaim more during 

advertisement. This way, the guests know what to expect so they do not get disappointed. 

 

Appendix V - Interview Konserthuset I 

Audience member 

‘Soup lunch concert': a short concert whereby the audience (approx. 100 people) sits on the stage 

with the performers while having a light lunch with soup. The orchestra would only consist of 2 

up to 9 musicians, which gives a ‘chamber feel’ to the concert. I think this combination fits well 

together, because people are having lunch while enjoying a short concert. "People need to have 

lunch", so why not do it while listening to a short concert… Everything would fit with a dinner 

show, except for large concerts (like symphonies) that are taking to long. So the more chamber 

concert would be a better fit. But, jazz, cabaret, basically anything could be done while having 

food.  

 

The audience experiences interaction during this performance: the audience sits very closely to 

the performers (on stage), so you are basically part of the performance. Also, the music is usually 

introduced directly to the people. Interaction during such performances is something that I value 

and I think the performers, in this case, sometimes do not realise the importance of interaction 

with the audience. I think that this is the only way to create this experience. It is important to be 

close to the performers, because otherwise the experience would be negatively influenced. 

I was satisfied with the quality of the food served; the soup was good and enough. For me, 

quality food is very important, because food can make people stop from going. Music becomes 
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more enjoyable if the food is of certain quality. It could be a big drawback for the entire 

performance in case the food is bad. I do not think that people can 'forget' that the food was of 

low quality in any case. People, nowadays, are very conscious about food; and therefore they 

would notice low quality food.  

 

Success factors are good food, good presentation of the performance, provide the audience with 

knowledge (e.g. about the music and schedule), and professional service. What I valued most 

about this experience is the possibility to come close to the musicians, so experience the 

interaction. Have the opportunity to talk to the performers, because you are so close as audience. 

I would describe the audience as groups of people and couples, mainly older people, but also 

younger people who come in their lunch break. No children, because it is during the day, but also 

because the concept is not targeted at children. Mainly middle class, retired people with a 

cultural interest would go to these types of performances and I would say that the audience is 

about the same to the people who come to the ordinary concerts. 

 

Appendix VI - Interview Konserthuset II 

Communication manager (PR) 

The audience experiences a chamber music type of concert, based on small groups from the large 

orchestra. The audience is sitting on stage together with the musicians, so the audience 

experiences a very close interaction with the musicians. The concert is very short, because its 

purpose is to provide the audience with a 'lunch break' (from work). 'Soup-lunch-concert' with 

classical music. This type of show fits in with the dinner setting, although it can be tricky 

sometimes, because classical music can be very sensitive, but noises like cups being put down 

etc. are unavoidable at these concerts. Everything would work with food, I believe, but how to 

'package' it should be considered well. So what do you offer with the performance so that it fits 

well together…? If you work with themed music, the entire experience should fit the theme, so 

also the food, because it will match the feeling for the audience.  

 

One of the musicians is responsible for the coordination of the concert; this person will also 

welcome the audience and introduce the music. During the show, there is interaction with the 

audience, but it highly depends on what type of music. In some cases, the musicians will talk 
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about their instruments for example. After the show, the audience has the opportunity to talk 

with the musicians on several occasions. Interaction is very important, because "communication 

makes us feel safe and at home". Throughout the entire experience, from seeing the 

advertisement, buying a ticket, etc. it is important to have clear communication.  

 

Interaction is something that the audience values very much; sometimes the musicians come to 

the foyer and talk to the audience, give out autographs, take photos, etc. We know that that is 

something that is highly appreciated. Listening to the music is the main purpose for people to 

buy a ticket to a concert. However, the audience experience will rise in case of interaction, this 

already starts in case someone welcomes the audience at the start of the concert. The lunch 

concert would still work without interaction, but it will take away part of the audience 

experience.  

 

Quality food at dinner shows is very important, because people will not come back in case of bad 

food. Or in case you are listening to good music, but the food is not of certain quality, the entire 

audience experience will be negatively affected. Quality food will raise the audience experience. 

In case the food is not of great quality, I believe that other elements of this concept could make 

up for it; in particular the music, because "that is what we do".  

 

"That every link in the chain is strong and fits together" is one of the main success factors 

regarding dinner shows: from when decisions are made and throughout the entire experience. If 

all the links in the chain fit well together, it will result in a great audience experience. "But if 

something in that chain does not work, the whole experience is lost". The audience that attends 

this type of performances are mainly older people; in groups of friends, couples, or larger groups. 

 

Appendix VII - Interview Dinner show in Stockholm I 

Associate Producer 

This dinner show is a kind of ‘meta’ experience and has become a great success: the place is 

crowded every night. I actually believe that all categories could work for a dinner show—you 

just have to differentiate between traditional dinner shows where there is first dinner and after 

dinner there is a show (e.g. the venue ‘Hamburger Börs’ in Stockholm) and more integrated 
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dinner shows where the food and the show elements are intertwined (e.g. The Wallmans concept 

in Stockholm, Oslo and Copenhagen and Mamma Mia! The Party in Stockholm). 

 

In a perfect world, the food reflects the show content and/or the artist in some aspect/s. For 

example: Danny Saucedo, who is the featured artist currently playing on Hamburger Börs in 

Stockholm is very interested in Asian fusion food and he is also a vegetarian. Therefore, the 

menu is very much inspired by the Asian cuisine and the vegetarian content of the food being 

served is higher than in a traditional dinner show menu. In this show the menu served is a three-

course meal served on decorated platters that both fits the theme of the show. Should the 

experienced distance between the type of food and the show/artist be too big, it would create a 

mismatch which would disintegrate the experience into two separate parts and that would be 

most unfortunate for the guest likeability. 

 

The audience experiences quite a lot of interaction with the performers, as there is no stage in our 

venue; the show takes place all around, in-between the tables etc. We have contests, song battles 

etc. They are also involved in the actual dialogue in some parts of the script. Interaction is very 

important, indeed. In my opinion, interaction is crucial, as it would be too much of ‘looking into 

a box’ without it. Dinner shows that offer a concept of ‘first dinner, then show’ often suffer from 

this type of scenario and it never becomes ‘larger than life’ without the interaction. There is a 

natural distance between the entertainment presented and the audience that it is supposed to 

entertain and if that distance is not actively reduced, it is rarely or never a positive thing. 

 

The audience is never an entirely homogenous crowd of individuals. Therefore, you will always 

have a wide span of individual expectations and acceptance to the elements where the audience 

is included in the focus of attention and invited to be part of the actual experience given to the 

rest of the audience. Bearing this in mind, it is a delicate matter to decide the level of interaction 

suitable for each concept and for the performers to be very sensitive to choose the individuals 

each show with the right type of aura when approaching the passages where interaction is 

involved. In my experience, the normal reaction is to welcome the interactive ingredients with 

open arms and it very rarely goes wrong, although in the exceptional case it does happen. When 

it does, it is of great importance that the performers are perceptive to the signals from the 
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individuals in the audience and that they adapt their intensity in their approach toward the 

individuals exposed to the interactive parts of the show. The audience experience would, in my 

opinion, definitely not be the same. The interactive ingredients are central in dinner shows and 

the one distinction that is most important in comparison to ‘ordinary’ stage performances. 

 

Quality food at dinner shows is very important. The reputation of food quality in a dinner show 

context is generally on a very poor level. This is most unfortunate. Many venues have invested 

heavily recent years on food that really contribute to the overall perception of the concept and the 

entertainment experience. I believe that it will be a difficult, not to say impossible task to change 

the public view entirely on the food aspect of dinner shows but I also think that it is extremely 

important to keep striving for an improved status/reputation. People of today are extremely 

‘quality aware’ and ‘picky’ when it comes to everything they spend their money on for leisure 

activities. They will no longer - if they ever did - accept a poor experience when it comes to food 

quality and restaurant service just because the show in question happens to be spectacular and 

worth their money. If more senses can be satisfied just than what is seen and heard (i.e. scent and 

taste, possibly even perception of touch in some cases), a 360-degree experience is presented 

which will most definitely have higher impact on the audience. This, in turn, will stimulate 

positive word of mouth and higher likeliness of another visit etc. etc. 

 

Traditionally, and unfortunately, food quality has been given too low priority in dinner show 

settings. I most sincerely believe, at least in Sweden, this has started to change during the past 

decade, or so. The predominant public and common, most legitimate view that “The show was 

fantastic but the food… well, you know, it ‘wasn’t much to write home about’ - you don’t go 

there for the food, anyway!” should be actively addressed by all production 

companies/venues/restaurants with parts of, or the whole of their business constituted by offering 

dinner shows to the public. If the show is absolutely smashing and spectacular, it can compensate 

for poor food to some extent. There will, however, always be a “but” involved when people 

express their views of the experience and it will never be possible to fully eliminate the negative 

effect of such a phenomenon. I would argue that it would be better to choose a venue suitable for 

a pure stage performance, in that case, rather than forcing the food aspect on guests without 

giving it the love and attention it requires. 
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Success factors of dinner shows are: the attractiveness of the featured act itself, the level of ‘wow 

factor’, the dynamics of the show (energy levels, intensity etc.), the ambience and the more 

physical features of the venue itself (décor, freshness of tables/ chairs/ cutlery/ glasses/ napkins/ 

tableware/ table cloths, tidiness of restrooms etc.), technique (sound & light/AV/special FX 

quality / ‘Wow factor’ etc.) and the service level, food quality and degree of interaction (se my 

answers above). The most positive factors in our dinner show experience are all the ones stated 

above, sided by the fact that almost all the music is live and all the musicians use wireless 

systems so they can move around freely among the guests in the audience. 

 

One absolute strength is that our concept appeals to all demographic categories. Groups of 

friends, family gatherings and corporate events can co-exist in experiencing our concept. The 

person making the reservation with us is mainly in the span of 45-55 years of age. As many as 

more than 85% are more than 45 years old. The predominant decision maker is typically a 

woman (approx. 75%). So far, after 300 shows played, we have had 95% private guests and only 

5% corporate. The typical guest group consists of 2 or 4 people (more than 60%). 

 

To add, there is a general scepticism toward dinner show in the entertainment industry, it is not 

regarded as 100% ‘house-broke’. In my opinion, this is a view that deserves to be challenged and 

hopefully it will fade away. There are so many factors in a dinner show that enable people to 

meet ‘in real life’ and experience something real and breath-taking together, in a world where 

phenomena such as social media etc. risk to increase the physical distance between human 

beings and create a society that is too much egocentric and almost artificial. Compared to an 

‘ordinary’ stage performance, a visit in a movie theatre etc., dinner shows allow people to really 

meet and discuss what they are experiencing as it is actually taking place, as opposed to 

comparing experiences afterwards. 

 

Appendix VIII - Interview Dinner show in Stockholm II 

Audience member 

This show is mainly about the experience, rather than the show itself, because as an audience 

member, you have the feeling that you set foot into the performance as soon as you walk into the 

room. This show fits within the dinner show setting, I believe, however, that the food comes 
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second place in the ranking compared to the show, because the show is what differentiates the 

experience from an experience at a normal restaurant. In case the show is completely integrated 

in a certain concept/theme, as is the case in this show, it is good for the food to fit within this 

theme, but it is not a must. 

 

I experienced much interaction during this show: the performers move around the tables during 

the entire show. So as an audience you are constantly part of the action. How important 

interaction is during a dinner show depends on the individual, because some enjoy being part of 

the show, but some prefer not to. This show makes people want to join, because as an audience 

you get the feeling that it is a good thing to actively participate. In case of no interaction, this 

show would still work, but I believe that it would be more boring for the audience to look at.  

 

Personally, I was somewhat satisfied with the quality of the food, because in this case the food 

was part of the theme, which for me has to do with personal preference. However, in terms of 

allergies or certain food preferences, there was no problem whatsoever: very satisfied. In case of 

a certain price, it is very important for the food to be of significant quality. However, I believe 

that the majority of the audience sees the show as the main thing, and the food as something 

extra. "The experience would be the reason to buy." I think that in case the food is not of good 

quality, other factors of the show can make up for it, but the entire experience will be affected in 

case the food is not of great quality. The setting of the room and how it is decorated could 'make 

up for it' to some extend. 

 

It is important to give the audience a night full of experiences. Dinner shows should offer the 

guests a complete night out, with drinks, food, show, and the possibility to be part of the 

performance. Being part of the show, the feeling you get involved in the performance on a 

constant level, and the 'party feeling' that you get at the end of the show was something that I 

really appreciated. Also, the service was excellent, especially in terms of dealing with allergies. I 

would describe the audience as groups of friends and colleagues, families, but mainly adults. 

Social status is very broad.  
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Appendix IX - Interview Faulty Towers the Dining Experience  

Producer 

The audience experiences dinner theatre at a hotel, as if they are guests at Fawlty Towers. There 

is a very clear contract between the audience and the actors. It can be described as a very 

comfortable audience experience, because the audience knows that they will have dinner at a 

hotel, but at the same time, they know the characters of Fawlty Towers. It can be described as an 

interactive theatre; the three main characters (Basil, Sybil, and Manuel) of Fawlty Towers are 

constantly in their role, but at the same time 'running the hotel' as they always do.  

 

This show fits perfectly with the concept of having dinner, because it is seamlessly integrated 

together: the food, the theatre, etc. But also, music, cabaret, comedy and circus could definitely 

work. I believe, however, that theatre offers the audience a different experience in terms of 

dining, because in this case it is all part of the entire event: it is all integrated. In the case of 

Faulty Towers the Dining Experience the food should match with the performance, because part 

of the script is about the food that is served.  

 

The audience experiences interaction: the actors talk to the audience 'like normal people', which 

makes it possible for the audience members to interact back with them as themselves. The 

audience is not being asked to act, which I believe is very important. There is moment in the 

show where people are being picked on, because that fits with the characters in Faulty Towers. 

Live events do not happen without an audience, so in every case, there is a need for active 

engagement from the audience. In this particular show it is very important, and it is important 

that the actor sense who to 'choose' in particular to get involved. I believe that people buy a ticket 

to get involved in the show. Everyone is 'front row' and therefore, everyone could be in the 

position of being picked on. Part of the actor's job is to create an atmosphere that makes people 

feel comfortable. This show has a constant engagement with the audience, even in the more 

'scripted parts', so in case of no interaction the show would be completely different.  

 

Quality food at dinner shows is important, because people are paying decent money, so a certain 

quality is expected. However, food is not the priority in terms of the entire experience, so 

therefore it does not have to be overly fancy. People are focusing on the performance, 
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nevertheless, they will notice if it is bad. Good quality food will resonate with the audience, 

however it is not the priority. I believe that in case the food is of fine quality, it can indeed 

enhance the entire audience experience. In case the food is bad, there is a problem; in case the 

show is bad, it is a problem. However, the food is the supporting part, so if the food is good, the 

show will be excellent. In this case the food is out of our control, because the hotel is in charge 

of that element. We have had complaints about the quality of the food, but in all these years 

never about the show. It is important to have the food of a certain quality, but there has been 

occasions where the food has been quite plain, and that is okay, because the show will make up 

for it... 

 

Dinner shows are successful in case they are well conceived; it has to be something that the 

audience can relate to. It has to be a 'fun night out'. It is a very broad audience. This show is very 

good for groups and you will find a lot of couples. It is extremely suitable for people with a 

certain disability. No 'hardcore' theatre audience and it is mostly working class to middle class 

audience. Not many children, but there is some families with younger children; and largely, Irish 

people at the shows in Ireland.  

 

Appendix X - Interview Pandora  

Creative 

This show involves interaction: the performers ask people to dance with them for example. This 

will make other people want to get on their feet also. The performers need to actively seek for 

people who are most likely to want to join them on the dance floor, and because there are already 

people out there, others will join. 

In case of this show, we made sure to decorate the entire room into a retro-nightclub, but with a 

theatre feel to it. This will create the 'wow-factor' as soon as people walk into the room, instead 

of only when the show starts.  

 

I would describe the audience as a lot of corporate guests, families, groups of colleagues or 

girlfriends; mainly adults in their 40s+. The audience is interested in culture, but it is a different 

audience than at opera or ballet. I would say that this audience is similar to visitors of musical 

theatre and comedy. Social status would vary broadly. 


