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Preface
Before you lies the design report “City branding for 
Millennials”, a research that began with finding a solution 
for attracting more young visitors to the Cavern Club, and 
eventually turned out into a search for improving Liverpool’s 
city promotion. The report has been written in order to 
graduate from my study Communication & Multimedia Design 
on the Rotterdam University of Applied Sciences. The given 
time for this project was 4 months, starting in February 2018 
and finishing in June 2018.

Four years ago, I remember starting this study and having 
no idea about what I actually wanted to do with my life. 
Thankfully, I soon found out that this study had been the 
right choice for me. I always had an interest in storytelling, 
and was writing stories in notebooks ever since I was a little 
child. By doing this study, this interest only became bigger 
and bigger, as I learned how to create stories in the form of 
experiences through interactive products.

This project, which was commissioned by the Cavern Club 
in Liverpool, has meant a lot to me, as not only storytelling, 
but also tourism is a big interest of mine. I find travelling 
really important in terms of learning, understanding and 
appreciating the world we’re living in. Being able to create an 
experience that would enhance a traveller’s adventure, has 
been the ultimate graduation assignment for me. This makes 
me want to give my first thanks to Cavern Club tour manager 
Neil Brannon, who gave me permission to dedicate my 
graduation assignment to the Cavern Club.

I also would like to thank the lovely colleagues at my 
internship company MCW, for always helping and supporting 
me when I needed it, and making me feel so welcome within 
the team. A special thanks to Roeland Grootscholten and 
Borg Lenstra, who’ve guided me the most throughout the 
process, giving me valuable feedback and thinking with me 
when I was stuck.

I would also like to thank my graduation supervisor Rolf den 
Otter for his trust and help throughout the process, all the 
respondents within this project for their time and willingness 
to help me with my research, and, last but not least, my 
mom, for being my personal spelling checker. To all the 
friendships I’ve made within the last four years while studying 
CMD, thank you, for making this part of my life so much more 
fun and memorable.

I hope you enjoy your reading.

Lyanne van der Hoeven
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Summary
In this design report, research has be done to find a solution 
on how the Cavern Club, which is situated in Liverpool, 
could attract more young visitors. This happened to be a 
very free assignment, since no particular direction had been 
given about certain aspects that the solution needed to 
comply to, what made it very open for personal interpretation. 
This, however, caused that a lot of time has been spent on 
identifying both the target group, as the origin of the problem.

Multiple forms of research had been done throughout 
the process, as the design assignment was constantly 
changing, thereby bringing other points to focus to light. 
Most of the time, a blend has been made with both desk 
and field research, as some facts needed to be confirmed 
and/or further explained by the target group, so that reliable 
outcomes would come up, what eventually would lead to 
relevant design criteria.

As results of the research concluded that the city branding of 
Liverpool is causing the Cavern Club’s lack of young tourists, 
multiple concepts have been thought of that would increase 
the promotion of the Cavern Club and therefore Liverpool as 
well, and create awareness by the target group.

While realising the final concept, multiple iterations have 
been made, which were based on test results of the previous 
version of the product.
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Motivation
Creating experiences
During the four years I’ve been studying Communication 
& Multimedia Design, I found out that my passion lies in 
storytelling and creating experiences. In my work, I’m always 
looking for the best way to convey a story, by creating the 
interaction of a product that’s based on the needs and values 
of the user. In order to realize this, I think it’s important to 
keep testing and prototyping at different stages throughout 
the design process. Because of the eventful history that the 
Cavern Club and Liverpool entails, this assignment is very 
suitable for me. My task is to find out what story to convey 
and how to make this suitable for the target group.

The project
I find this project very important, as I’m part of the target 
group for this project and didn’t know anything about the 
Beatles either. Before I visited the Cavern Club, I had the 
assumption of the Beatles being a bit lame and outdated, 
but ever since I started my research, I found out that I 
actually really like their music and find their story to be very 
fascinating. In my observations, I noticed that lots of other 
Millennials feel no connection towards the Beatles, simply 
because they don’t know anything about them. I want to 
be able to show the Cavern Club to the target group and 
make them realise how special the place actually is, so that 
hopefully, they gain the same fascination to both the Cavern 
Club and the Beatles as I did.

Internship company: MCW
I’ve always had a fascination towards film and animation, 
and find visual and augmented reality very interesting 
developments. I believe that this is a great assignment to 
find out if this could be applied in a possible solution, and 
how it could be realised. I am very glad to have MCW as my 
graduation company, as I can learn a lot from their expertise 
in creating experiences and applying film and animation in 
doing so. If the opportunity would arise, I would really like to 
keep working at this company in the future.
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1.0
BRIEFING

This report starts off with the briefing of the 

project, containing information about the client 

and their problem, the current and desired 

situation, and the changes within the design 

assignment. 
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BRIEFING

1.1.1 Client
The client of the assignment is the Cavern Club in Liverpool. 
Known as the place where the success story of the Beatles 
all began back in 1960 (appendix 8.1), the Cavern Club now 
is one of the most touristic attractions in the city. People 
from all around the world come to Liverpool to visit this 
famous venue and enjoy live performances of Beatle songs, 
alongside music from other famous rock-and-roll bands from 
that era, played by great cover bands.

1.1.2 Problem
Despite their success, the client states that the Cavern Club 
is running into a problem. Most of their current visitors are 
real Beatle fans, coming from the Baby Boomers generation 
(chapter 1.3). But as this generation is getting older by the 
year, this group will eventually disappear. In order to maintain 
their status as one of the main tourist attractions in Liverpool 
(TripAdvisor, n.d.) and pass on the Beatles legacy, more 
young visitors are needed. The client assumed that the 
reason for their lack of young visitors is because they don’t 
have any connection with the Beatles, but as can be seen on 
the infographic on the next page, this turned out not to be 
the main factor causing the problem. 

1.1.3 Assignment
The goal of this project is to create a concept that will attract 
a younger audience towards the Cavern Club, so the legacy 
of the Beatles can be passed along and kept alive. The 
solution for this started by answering the question: “How can 
the Cavern Club let young people between the age of 18 to 
30 gain more interest towards the Beatles?”, but based on 
research insights, eventually developed itself to “How can 
it be ensured that the Cavern Club makes its international 
visitors between the age of 18 and 25 ambassadors of 
Liverpool?”. The path to the right design question and target 
group will be further explained in the infographic on the next 
page.

1.1.4 Target audience
The target audience indicated by the client are young 
travellers between the age of 18 and 30, which eventually has 
been specified to Dutch travellers between the age of 18 to 
25 years old. Chapter 2 explains the outcome of this more 
detailed target group. 

1.1.5 Motive
The Beatles are known for the big impact they had on current 
rock music all over the world (Unterberger, n.d.). Them 
coming from Liverpool, caused for the city to have a big 
Unique Selling Point, what created a boost within the visitors 
economy of Liverpool (Charness, 2010). 

The Beatles meant a lot to the city and is something residents 
are very proud of, which is why they don’t want their story 
to fade away (Neil Brannan, personal contact, March 9, 
2018). Unfortunately, this is already happening, as talks with 
the target group point out that young tourists don’t feel any 
connection towards the Beatles, what makes it even harder 
to lure them into the Cavern Club. In this project, a solution 
has to be found on how to make them come to the Cavern 
Club anyway and through this feel connected to the Beatles.

1.1 Practical assignment
Throughout various kinds of research, entailing new insights, the assignment has changed 
very frequently, bringing other points of focus to light. This chapter tells more about the 
client and the problem they’ve encountered. 
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1.2 Design assignment
This infographic shows the four versions of the design question 
and what insights have caused it to change.

VERSION 1

How can the Cavern Club let young people 
between the age of 18 to 30 gain more 

interest towards the Beatles?
- February -

Millennials

0 3018

Research to Cavern Club visitors
Research towards the visitors of the Cavern Club 
caused that the target group has been narrowed down 
to tourists between the age of 18 and 25 years old 
and revealed that once young tourists have visited the 
Cavern Club, they feel more connected with the Beatles 
as well. This had led to the conclusion that instead of 
the Beatles, another reason had to be found for them 
wanting to go to the venue.

VERSION 2

How can you make it more attractive for 
young tourists, who have no connection with 
the Beatles, to visit the Cavern Club during 

their stay in Liverpool?
- March -

Research to tourists in Liverpool
The decision has been made to focus on international 
tourists, as the amount of these type of visitors in 
Liverpool is small, but increasing most rapidly, and 
could make a big impact on the image of Liverpool.

0 302518

Millennials

TravellersLocals

Research to image of Cavern Club and Liverpool
The target group would visit the Cavern Club once 
they’re in Liverpool, but don’t see Liverpool as a city trip 
destination, because they don’t know anything about 
the place. The problem of young tourists not visiting the 
Cavern Club lies within the city branding of Liverpool.

Travellers

Domestic International

Dutch

Students

Interested in 
other cultures

Research Liverpool’s future goals
Liverpool’s most fitting future goals for this project, is 
them wanting to be more brand distinctive and digitally 
connected. The Cavern Club can make a contribution to 
this, as Liverpool wants to achieve these goals by using 
local organisations to export the Liverpool product.

VERSION 3

How can it be ensured that the Cavern 
Club contributes to improving the image of 
Liverpool as a city trip destination towards 
young Dutch tourists between the age of 

18 and 25 years old?
- April -

Research Generation Z
Considering the long term effect the solution needs to 
have, there was the idea of changing the target group 
to Generation Z. This eventually did not go through, as 
this group is under the age of 18 and thus not socially 
independent enough to travel alone. 

0 302518

Generation Z Millennials

?

Research word-of-mouth communication
Word-of-mouth communication turns out to be the 
most effective way to promote something to the target 
group and create awareness. In order to create this 
word-of-mouth recommendations, the focus needs lay 
on the advocacy of the product.

VERSION 4

How can it be ensured that the Cavern Club
makes its international visitors between the

age of 18 and 25 ambassadors of Liverpool?
- June -

Dutch

Students

Interested in 
other cultures

Visitors of 
Cavern Club
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BRIEFING

1.3.1 Context
History
The Cavern Club played an important role in the career of the 
Beatles. This is the place where the musicians started playing 
and also got discovered by their manager Brian Epstein, 
who’d led them the way to international fame (Symettrica 
Entertainment & O’Dell, T., 2017). After that, the venue 
offered a stage to multiple other famous bands before their 
big breakthrough, like Queen, the Rolling Stones, Oasis and, 
more recently, Arctic Monkeys and Adele (the Cavern Club, 
n.d.).

After the success of the Beatles, the Cavern Club 
experienced a number of unstable years. The club closed, 
switched owners, relocated, changed its identity, and 
re-opened several times, only to discover that it was their 
original concept what worked best (appendix 8.1).

Since 1991, the club is owned by Cavern City Tours, 
Liverpool’s leading tour operator. Because of their knowledge 

about the visitors in Liverpool, they managed to find a 
balance between displaying the musical legacy of the place, 
and offering a stage to contemporary local bands. Cavern 
City Tours is now known as the Cavern Club Liverpool and 
also organises the daily Magical Mystery Tour, private tours, 
and the annual International Beatleweek Festival, which takes 
place all around Liverpool (the Cavern Club, n.d.).

Generations
With the big break of the Beatles, pop-music all around the 
world got completely dominated, causing a huge fanbase 
who were crazy about the band. This event is largely referred 
to as Beatlemania and took place when the Baby Boomers 
generation were in their teens (Charness, 2010). You can 
notice this in the Cavern Club as well, as most of their visitors 
are from this generation (appendix 8.3). Known for their 
quite rebellious attitude towards the former old-fashioned 
government, they saw the Beatles as the voice of their 
generation (Charness, 2010). This makes that they feel a 
large connection towards the Beatles and other bands from 
that era and therefore visit the Cavern Club. The venue and 
the music that’s being played there gives them a feeling of 
nostalgia. 

The youngest visitors in the Cavern Club are between 25 
and 30 years old (appendix 8.3). Most of the time, they visit 
the venue because the music from this era is passed on by 
family members, causing them also to have a connection 
to the music that’s being played. This makes sense, as this 

older part of Millennials are the babies of the Baby Boomers 
generation. Leonard (2016) confirms this, saying: “[Beatles 
music is] a bridge between boomers and their children and 
grandchildren” (p. 5). This is what makes the place have a 
sentimental value to them (appendix 8.5).

The generation between the Baby Boomers and Millennials, 
called Generation X, were mostly born right after the great 
success of the Beatles, what caused them missing the big 
hype around the band. They focussed more on the pop-
artists appearing in their teens, like Nirvana and Madonna 
(Mccrindle, 2012). Them not having a connection towards 
the Beatles, also caused that they haven’t passed the music 
on to their children, who are part of the youngest part of the 
Millennials generation and Generation Z. 

1.3 Current situation
To gain more knowledge about the backstory and 
transitions of the venue, desk research has been done 
about the history of the Cavern Club (appendix 8.1). 
This way, the successful and unsuccessful changes 
within the Cavern Club could be taken into account. 
Observations in the Cavern Club have pointed out who 
the current visitors are (appendix 8.3) and how the place 
is functioning now (appendix 8.2).

1.3.2 Problematic situation
Research to the image of the Cavern Club and Liverpool 
towards the target group (chapter 3.1) concludes that the 
Cavern Club itself isn’t the problem, but Liverpool’s city 
branding. Results show that the target group would like to 
visit the Cavern Club once they’re in Liverpool (appendix 8.6) 
and would gain more affection towards the Beatles once 
they’ve visited the venue (appendix 8.7), but just don’t know 
or hear anything about the city of Liverpool, what makes that 
they don’t see Liverpool as a city trip destination. 

The problematic situation takes place at the awareness 
phase of the customer journey, as the promotion of Liverpool 
turns out to be very weak (chapter 3.2). The Cavern Club 
could play an important role in the city’s promotion, by 
creating an experience that would make their current visitors 
ambassadors of Liverpool. This way, highly influential word-
of-mouth recommendations, and thus awareness towards 
Liverpool, could be created.

Fig. 1: Ages of Millennials visiting in The Cavern Club
18 3525

Millennials in The Cavern Club

Not visiting Visiting
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1.3.3 Stakeholders
All stakeholders have been visualised into the stakeholder map. The 
stakeholders are ranked as primary and secondary, based on how directly 
they influence the Cavern Club in their business. Time plays a big role in 
this, as primary stakeholders can have immediate effect on their product, 
and secondary stakeholders can become a big influence over a longer 
period of time. This has been measured, by observing the connection 
between the stakeholders and the Cavern Club in Liverpool (appendix 8.4).

Primary
Primary stakeholders are other products and services of the Cavern Club, 
like their tours and Beatleweek festival, alongside other touristic (Beatle 
related) attractions in Liverpool. These places all have a common goal: 
passing on the history of Liverpool and making a contribution to the 
visitors economy in the city. You can notice them supporting each other, by 
recommending the other attractions to their visitors (appendix 8.4). Word-of-
mouth recommendation is highly influential by the target group (VisitBritain, 
n.d.), so this kind of advertisement is crucial in order to gain future Cavern 
Club visitors. Other primary stakeholders are factors that make it possible 
for the Cavern Club to exist, like tourists, staff members, artists, and the 
municipality of Liverpool.

Secundary
Secondary stakeholders of the Cavern Club are influences of the society 
and government, and other touristic facilities, like accommodations and 
restaurants. These stakeholders have no direct impact on the Cavern Club, 
but are important for the overall experience of the customer and could have 
an influence on the venue in the long run.

BRIEFING

Fig. 2: Stakeholdermap 

Primary

Secundary

Magical Mystery Tour

The Cavern Pub

Beatle fans

Tourism

Municipality
Liverpool

Sponsors

Visitors

Suppliers

Society

Security

Media

International 
Beatleweek 

Festival

Hotels

Educational
institutions

Competitors

Government

Artists

City branding

Restaurants

Staff members

Liverpool LEP

British Music
Experience

The Beatles
Story

Marketing

Tourist
attractions

Nightlife

The 
Cavern 

Club



24 25

BRIEFING

1.4.1 Goals for the Millennials
Research to trends in tourism, displayed in chapter 3.3, 
shows that Millennials should feel some sort of connection 
to a place in order to visit it. The main goal for the target 
group is to create a product that will cause them to feel a 
connection with the Cavern Club, so that they visit Liverpool. 
For this, they first need to gain awareness about the city and 
the Cavern Club through word-of-mouth recommendations, 
so that the image they currently have of Liverpool will change.

1.4.2 Goals for Liverpool and stakeholders
Chapter 3.1, in which the current image of Liverpool has 
been examined, concludes that the target group has no 
knowledge about Liverpool. In the desired situation, Liverpool 
has the image of a cultural city trip destination the target 
group wants to visit. In order to achieve this, their city 
branding needs to change, particularly focussing on their 
promotion (chapter 3.2). This is very important for the local 
community as well, as the visitors economy is one of the 
cities biggest sources of income and supports over 49,000 
jobs (Liverpool LEP, 2014).

1.4.3 Goals for the Cavern Club
Chapter 3.3 mentions that young travellers value culture, 
history and authenticity, which are aspects that the Cavern 
Club scores high on. The goal for the venue is that these 
aspects are been recognised by young travellers and makes 
them want to come to the Cavern Club.
 
1.4.4 Goals for myself
The goal I’ve set for myself is to come up with a concept that 
compliments all the values and needs of the target group, 
by setting up design criteria based on these values, and 
implementing them into the final product.

1.4 Desired situation
In this chapter, the desired situation is being displayed in the form of design goals, which are 
set out for four separate parties: the target group, the stakeholders, the client, and for myself.
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BRIEFING

1.5.1 Location-bound music
As the Beatles, and their music genre named Merseybeat, 
plays a big part in the history and culture of  Liverpool, 
research has been done to what it takes to make certain 
music genre location-bound. Interesting is that the need for 
freedom and positivity plays a big role in this; aspects that 
happen to be very valuable for the target group (chapter 2.3). 

Techno scene in Berlin
Another case about location-bound music, is the techno 
scene in Berlin. At the time, this music carried a sense of 
relief and reunion after the fall of the Berlin Wall, along with 
the celebration of freedom (Poeltl, 2016). Much like the 
young people in Berlin, the Liverpudlians also formed a 
counterculture in a society filled with austerity, and wanted 
to celebrate life after the Second World War (Symettrica 
Entertainment & O’Dell, T., 2017). Music was in both cases a 
form of resistance against the government and gave a sense 
of freedom.

Creating the feeling of freedom
During my research, I came across a beautiful quote, saying: 
“People will forget what you said, people will forget what you 
did, but people will never forget how you made them feel.”, 
by Maya Angelou. The Beatles created a feeling of freedom 
and celebration, what explains why the Beatles are so special 
to the Liverpudlians. 

Now, the times have changed, and most governments 
in Europe aren’t so strict as they used to be. However, it 
appears that freedom still is a very important aspect for the 
target group, only they express this through travelling. This 
made me realise that the story of the Beatles actually could 
be very appealing for the target group. Maybe, if they would 
feel that same kind of freedom that Beatle fans also felt in the 
Cavern Club back in the day, they would get a connection 
with the Cavern Club and the Beatles too.

1.5.2 City re-branding
Chapter 3.2 points out that Liverpool’s city branding isn’t 
as strong as it should be, causing Liverpool to have a bad 
image at the target group. I went looking to other cities who 
encountered this problem as well and how they fixed it, and 
eventually came across the ‘I amsterdam’ campaign (This is 
not advertising, 2015).

‘I amsterdam’
Amsterdam had a bad reputation concerning prostitution and 
drug use, what did attract tourist within the party market, but 
for the most part caused a bad image towards foreigners. 
This is similar to Liverpool’s image within the UK, as the city is 
seen as a party destination. Also, the branding of Amsterdam 
wasn’t coherent, using different types of slogans for specific 
occasions. 

In the marketing team’s attempt of changing Amsterdam’s 
image, they looked at aspects the city scores high on. 
Amsterdam is known as a very diverse city, for example 
through its multicultural society and its acceptance towards 
sexual variety and drugs, and so they decided to use that in 
their advantage, by making the slogan everyone can identify 
with, namely: ‘I amsterdam’.

1.5 Case studies
In order to get some knowledge about other cases linked to aspects of my project, and to 
get inspired for possible design solutions, I did research to similar events and/or products.

Promotion
This turned out to be a big success concerning promotion. 
The slogan is being used by several of Amsterdam’s partners, 
what causes the brand being coherent and recognisable. 
Alongside its commercial success, the brand also evokes that 
people want to be a part of it. All tourists who visit the city, 
make a photo with the big logo and post it on social media, 
so they can prove that they’ve been in Amsterdam and are 
‘part of the city’, what turns out to be very important for 
tourists (Lim & Bouchon, 2017). This form of user-generated 
content is also a form of word-of-mouth promotion, which is 
something I want to encourage in my concept as well. 

I find the ‘I amsterdam’ concept a great example for city 
branding and very inspiring, because it shows multiple 
aspects I want to apply in my concept as well. This shows 
that not only Liverpool, but also other cities came across 
this problem, and assures that the image of a city can be 
changed.

Fig. 3: I amsterdam letters

“People will forget what you said, people will forget what you 
did, but people will never forget how you made them feel.”

- Maya Angelou
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2.0
TARGET GROUP

This project began with the research question: 

“How can the Cavern Club let young people 

between the age of 18 to 30 gain more interest 

towards the Beatles?”. This meant that the target 

group falls under the Millennials generation. 

Still, this group appeared to be very broad and 

diverse. In order to create a solution based on 

the values of the target group, the first step in 

this project has been to clarify this group, by 

narrowing it down to a type of user that would be 

most relevant for the project. For this, multiple 

research methods have been used on different 

types of people within the target group. 

Once the target group had been narrowed down 

to Dutch tourists between 18 and 25 years old, I’d 

set up a cultural probes session to find out what 

their values are.

Methods:

• Survey

• Interviews

• Observations

• Mindmaps

• Desk research

• Cultural probes
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To make sure whether the given age range of 18 to 30 
years old would be the right target group for this project, 
observations (appendix 8.3) and interviews (appendix 
8.5) have been done to current visitors in the Cavern 
Club and Liverpool. This way, it would become clear 
what the current age range of visitors is and why they are 
visiting. As the goal for the Cavern Club is to gain more 
young visitors, the focus within the target group should 
lay on the age range of people who are visiting least 
often or not at all.

2.1.1 Current young visitors
In order to gain more knowledge about the kind of tourists 
who come to Liverpool, an interview has been done with 
a staff member of the Tourist Information Point in Liverpool 
(appendix 8.5). It turns out that most visitors who come to 
Liverpool are within their thirties or older, although the age 
range does vary within the seasons. 

In early spring, especially the elderly come to Liverpool 
for a visit. Young tourists, however, visit most often during 
the summer. This group of visitors is mostly interested in 
Liverpool’s vibrant nightlife, which is also the main subject of 
their questions when they visit the information desk. 

In hostels, the most frequent age range is between the 25 
and 40 years old (Andrea, personal contact, March 21, 2018), 
what means that tourists between the age of 18 to 25 are 
very scarce. This is also noticeable at the Cavern Club, as the 

TARGET GROUP

youngest visitors are above the age of 25. Most of the time, 
they reason why they visit the venue, is because they already 
have a connection with the Beatles due to their upbringing 
(appendix 8.5).

2.1.2 Generation X
In order to create a concept that’s suitable for a long term 
solution, the idea occurred of changing the target group to 
Generation Z. This eventually did not go through, as this 
group is under the age of 18, what makes them experiencing 
a whole other stage in life than people in their early 20’s do. 
Thereby, they’re also not socially independent enough to 
travel alone, what would make it hard to gather valid research 
insights and test results. 

However, some of Generation Z’s characteristics do match 
or even enlarge those of Millennials. For example, them 
being very tech savvy (WJSchroer, n.d.) and using lots of 
social media (Hansen-Staszyński, 2018), could mean that a 
concept that’s digital and social could easily be passed on to 
the upcoming generation of 18 to 25 years olds.

2.1.3 Conclusion
It appeared that visitors between the age of 18 and 25 are 
nowhere to be seen in both the Cavern Club as in Liverpool 
itself. As the Cavern Club wants to attract as many young 
people as possible, the decision has been made to narrow 
the target group down to people between the age of 18 and 
25 years old, without any connection towards the Beatles.

2.1 Age range
The search for a more detailed target group went on, 
by analysing two groups who were the most distinct 
from each other: tourists and locals. Through a survey 
and multiple interviews and observations, the actions 
and motives of both groups have been captured. The 
purpose of this research was to reveal which group 
would be most promising to find a solution for, that 
would eventually make them want to visit the Cavern 
Club.

2.2.1 Locals
Through talks with the client, it was obvious that they wanted 
to attract tourists instead of locals, but I had doubts about 
this being the right group to focus on. Based on the results of 
the holiday survey, which was put out for research to tourists 
within the target group (appendix 8.6), the Cavern Club 
scored highest out of the things people would go to if they 
were on a citytrip in Liverpool. This had led to the assumption 
that tourists in Liverpool would go to the Cavern Club 
anyway, while locals, who could practically visit the venue 
anytime they’d like, stay away. 
 
In order to find out what the locals think about the Cavern 
Club, interviews have been done with residents of Liverpool 
and staff members in the tourist sector (appendix 8.5). To see 
how many locals are actually visiting, observations within the 
Cavern Club have been done as well (appendix 8.3).

Reasons not to visit
Interviews with the residents of Liverpool (appendix 8.5) 
pointed out that locals don’t really visit the Cavern Club. 
According to Neil Brannan, tour manager of the Magical 
Mystery Tour, locals have already seen the club once and are 
just used to the venue being there. He compares it with a 
tourist attraction, saying: “When you live in Amsterdam, you 
don’t go and look at the channels everyday either”. The lack 
of locals can also be noticed while being in the Cavern Club 
itself (appendix 8.3). 

When they do visit, they come to see a certain band they like. 
This, however, does not occur very often. Most of the time, 
cover bands are playing in the Cavern Club, because people 
from all around the world come to the venue to listen to the 
music they know and like, and want to be able to dance and 
sing along to it (appendix 8.5). 

Also, the entrance price is an issue for the locals. Interviewee 
Adam, staff member of British Music Experience, pointed out 
that most locals who are done working, go to pubs where 
they can walk in for free. He does, however, see locals go to 
the Cavern Club when there’s an open mic (appendix 8.5). 
This was also noticeable during the observation on Saturday 
night, when visitors got the chance to play along with the 
band. This appeared to attract the younger audience more 
than other days (appendix 8.3). 

2.2 Identify
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Conclusion
Although it would be interesting to do research on how the 
Cavern Club could attract more young locals, I did choose 
to keep my focus on tourists. Realistically, the Cavern Club is 
and will stay a tourist attraction. Unless they would let more 
established artists play at the venue, locals simply would not 
feel the urge to visit the venue at least more than once, what 
made tourists a more appropriate and promising target group 
for this project. 

2.2.2 Leisure tourists
Tourists can be divided in either leisure or business related 
tourists. The leisure tourists have planned the trip themselves, 
what means that they are interested in the city. People on 
business trips, however, only have a limited time-schedule 
filled with (work related) activities and even might not want 
to see the city at all. As this research is based on the reason 
why travellers choose a certain destination, the decision has 
been made to focus on leisure tourists.

2.2.3 Traveller’s origin
Tourists in Liverpool can be divided under two sub-
categories: domestic visitors, who in this case are either 
British or Irish, and international visitors, who come from all 
around the world. In order to create a more detailed version 
of the kind of tourist this project should be focussing on, 
desk research has been done to the current visitors economy 
in Liverpool, alongside talks with experts in this workfield, 
as these numbers are constantly changing. This way, I got 
to figure out what kind of tourists are appearing the most in 
Liverpool and why they visit the city. 

Domestic
Observations in Liverpool and desk research showed that 
most of Liverpool’s visitors are British or Irish, coming to the 
city for a short break. These so-called ‘staycations’ (Liverpool 
LEP, 2014) are with an amount of 86% of all staying visitors 
in August to October 2015 (North West Research, 2016), the 
biggest source of tourism within Liverpool.

According to Andrea, receptionist at Euro Hostel in Liverpool, 
90% of the beds in the hostel during the weekends are being 
reserved for Irish and English visitors. Liverpool is known for 
being a party destination, what causes lots of bachelorette 
parties being held in the city. Especially the Irish people love 
to go out in Liverpool, as the drinks are cheaper than they are 
back home. Another reason they visit the city is because of 
FC Liverpool’s football matches.

International
During the week, Liverpool turns from being a party 
destination into a Beatles city. From Sunday to Tuesday, 
mostly backpackers, travelling around the UK, are making 
their stop in Liverpool, with an average stay of two days. 
These type of visitors really come to witness the culture and 
history of Liverpool, want to go sightseeing, and most of 
the time are visiting the Cavern Club too (Andrea, personal 
contact, March 21, 2018).

During a research between August and October 2015 to the 
staying visitors in Liverpool, only 14% appeared to come from 
overseas. Despite this small amount, international leisure 
visitors are the fastest growing group in Liverpool (Liverpool 
LEP, 2014), increasing with 14% between 2011 and 2016 
(Steve Sherlock, personal contact, April 10, 2018).

Conclusion
Based on the interests of overseas visitors, the decision 
has been made to focus on international tourists. They are 
coming to the city for its culture, what makes them more 
likely to visit the Cavern Club. They could also make a big 
impact on the image of Liverpool being a cultural city trip 
destination. The amount of overseas visitors in Liverpool is 
small, but increasing most rapidly, what shows that there is 
potential of this group becoming more prominent in Liverpool 
in the future.

In order to create a successful product for overseas visitors, 
and with this project being held in the Netherlands, the 
decision has been made to focus the target group onto 
Dutch tourists. This way, valid research and product tests in 
the Netherlands could be done as well. 

TARGET GROUP



34 35

Since the target group had been narrowed down to 
Dutch tourists between the age of 18 and 25 years old, 
more in-depth research could be done to the values of 
this target group, by doing research to their wants, needs 
and way of life, through a cultural probes session.  

2.3.1 Methods
Focus group
In order to find out the shared values within the target group, 
the decision has been made to create a focus group of five 
students between the 18 and 25 years old, with a passion for 
travelling. Answering questions by writing or visualising them 
together, causes the participants to interact together and 
discussing certain subjects, what could eventually lead to 
why they find certain values so important. 

Cultural probes session
Based on the results of the holiday survey (appendix 8.6), 
and desk research about touristic trends, a cultural probes 
session has been created (appendix 8.9). This is a great 
method for identifying key patterns within the target group’s 
life (Martin & Hanington, 2012) and providing more in-dept 
information or confirmation about insights that already were 
gathered. 

TARGET GROUP

Schwartz-model
The Schwarz-model has been used to name the fitting values 
of the target group. This model shows multiple motivational 
factors people can have (Potts, 2015). Throughout the 
collection of answers from the cultural probes session, 
factors that appeared most frequently have been looked up 
onto this model, eventually identifying the values of my target 
group. 

2.3.2 Results
Social
During the session (appendix 8.9), it was noticeable that the 
target group values social relations, empathy and happiness. 
During the day, they’re most happy when they’re socializing, 
mentioning that “normal things can turn into special 
experiences through the company you’re with” (Joep Eiting, 
cultural probes session, April 19, 2018). These aspects 
match the value “benevolence” in the Schwartz-model (Potts, 
2015).

Happiness
Results (appendix 8.9) show that the target group take 
actions out of emotion. A very clear example for this, is their 
level of productivity, which is depending on how they feel. 
Some days they don’t want to do anything, other days they 
feel the need to work and get things done. This points out 

2.3 Values
that most of the time, their overall happiness is their top 
priority. Also, the life motto of almost all the respondents 
have something to do with enjoying life to the fullest. These 
characteristics are what makes them match the value 
‘hedonism’.

Freedom and variation
Because of them being students, their daily format can be 
really varied. Their school and work schedules are constantly 
changing, giving them a lot of free time. As seen in the survey 
results (appendix 8.6), this need for freedom and variation 
also meets the target group’s behaviour in travelling, and fits 
the values ‘self-direction’ and ‘stimulation’ (Potts, 2015).

Experience
The respondents stated that new experiences are very 
important to them. They are very curious and want to 
discover everything that’s different from home, what makes 
culture and authenticity very important aspects. This adds 
up to the value ‘universalism’. On the contrary of authenticity, 
progression is very important to the target group as well. 
They don’t feel any affection towards a city that is standing 
still. Instead, they want it to keep growing and innovating. 
The urge to keep experiencing new things contributes to the 
value ‘stimulation’.

Fig. 4: Values of the target group, according to the Schwartz model
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2.3.3 Conclusion
These five participants made a great representation for the 
target group, as they love to travel and are open for exploring 
new cultures. These are the type of travellers this project 
needs to focus on, as they need to meet these aspects in 
order to find it interesting to visit Liverpool and the Cavern 
Club in the first place.

Looking at the Schwartz model (Potts, 2015), there are five 
basic values that are most present within this target group: 
hedonism, self-direction, stimulation, universalism and 
benevolence. 

Hedonism and benevolence are what the target group 
indicates to be most valuable in their life as a whole. They 
want to enjoy their life, but also want it to be meaningful, 
and they cherish friendship. More based on their desire to 
travel are the values self-direction and universalism. They are 
curious, want the freedom to explore new things and learn 
about new cultures and environments, what they think will 
make them wiser and more broadminded. Overall, stimulation 
is a big value. Their need for new experiences suggests 
that they desire variation in their life to make it excited and 
refreshing.

Based on these conclusions, a persona has been made that 
visualises the target group (figure 5).

Takeaways
• It has to be social, so that they can 
maintain their relations with friends
• It has to be fun, so that it improves the 
target group’s happiness
• It has to be personalised, so people 
feel a connection to the product
• It has to be educational, so that people 
can discover new things that satisfies 
their curiosity.
• It has to be adventurous, so it 
encourages people to travel 
• It has to be authentic, so that they can 
experience the real culture, something 
that’s different from home

Fig. 5: Persona based on the target group

TARGET GROUP
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3.0
RESEARCH

In this chapter, research has been done to trends 

within tourism, the current image of the Cavern 

Club and Liverpool, and effective ways of city 

branding. Alongside the more theoretical facts 

that were found during the desk research, some 

field research has been done as well, making sure 

that these outcomes apply to the target group.

Methods:

• Desk research

• Cultural probes

• Survey

• Interviews

• Brainstorm graphic 

organizers
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This chapter has been dedicated to finding out where the 
problem lies of the target group not going to the Cavern 
Club. This has been done, by asking both visitors as non-
visitors of the Cavern Club about their opinion about the 
Beatles, the Cavern Club, and Liverpool. 

3.1.1 Methods
In order to gain more knowledge about what the target group 
thinks about the Cavern Club, interviews have been done 
with students who visited the venue during their minor Event 
Management (appendix 8.7). The responses of this specific 
group were very valuable, as they had to visit the Cavern 
Club for a school assignment, what made people who might 
not have visit the club by themselves, see the venue anyway.

To find out what the image is about Liverpool and the Cavern 
Club, non-visitors of Liverpool have been asked if they would 
like to go to the city and the Cavern Club (appendix 8.6). 

To get more info about what the target group thinks about 
the Beatles, some music questions have been added to the 
cultural probes session (appendix 8.9).

3.1.2 Visitors of the Cavern Club
Likes
You can see throughout the responses of the students who 
did go to the Cavern Club (appendix 8.4) that the culture and 
history of the place were aspects that were really appealing 
to them. They liked to see all the photos on the wall and 
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items they had on display in the Cavern. Still, real history 
about the Beatles was only given by the talk they had from 
our tour guide Neil Brannon, who they really liked, because 
of his enthusiasm. If the talk wasn’t there, they wouldn’t have 
gotten that much information about the band. They also liked 
the live music.

Affection towards the Beatles
Most respondents addressed that they had gained more 
interest in the Beatles after their visit. They got curious, 
searched them up on Google and started listening to their 
songs. One respondent mentioned that the Cavern Club 
felt as if you stood in the ‘house’ of the Beatles, what made 
him feel closer to the band. “Now, when I hear a song of the 
Beatles on the radio, I feel more affection towards it than 
before”, he said. This shows that the Cavern Club does have 
impact on the young visitors’ interest in the Beatles, and 
contribute to them feeling a connection with the band. 

Dislikes
The things the respondents didn’t like about the club, are 
mostly caused by it being a cellar, and therefore hard to 
change. Something that’s been mentioned several times, is 
that they found it a bit musty and dark, what made them feel 
kind of dirty, missing some fresh air.

Someone also said that the entrance didn’t look very inviting, 
as it looks pretty dark and mysterious. She thought this 
might frighten some people and prevent them from going in. I 
personally think this shouldn’t be changed, as it is part of the 
experience of how it used to be, what makes it authentic.

3.1 Current image 3.1.3 Non-visitors
In order to know more about what the target group 
thinks of Liverpool, I asked approximately 80 students to 
Communication and Multimedia Design in Rotterdam if they’d 
ever been there and what they knew about the city. I also 
used the gathered information of the holiday survey (appendix 
8.6), which had been sent to 32 travellers, asking them about 
Liverpool and what places they would like to visit within the 
city.

Knowledge about Liverpool
Results of both the survey (appendix 8.6) as the talks with 
students, showed that most of the respondents didn’t know 
quite a lot about Liverpool, or even had the image of it being 
an old and grey industrial city. This is what causes the target 
group to not being interested in visiting. A few respondents 
compared the city with other English cities like Manchester, 
London and Newcastle, or even to the Dutch city Rotterdam, 
probably because of Liverpool’s harbour and eventful history. 
The most common association that they did have with 
Liverpool, was their football club. Only two people noted 
something about the Beatles. 

They did, however, become more interested in the city when 
I started talking about the city and its history, what again 
proves that word-of-mouth promotion is the most effective 
way to influence the target group. 

Willing to visit the Cavern Club

According to results from the survey (appendix 8.6), it turned 
out that the Cavern Club itself does attract young travellers 
who’ve never been to Liverpool. The club has the highest 
score of all possible places they could choose to visit while 
being in Liverpool, closely followed by the historical Albert 
Docks (appendix 8.6). The Beatles Story exhibition scored 
pretty high as well, what means that the target group would 
like to gain more knowledge about the Beatles once they’re 
in Liverpool.

Fig. 6: Diagram based on survey results
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3.1.4 Music
Taste in music is something that’s very personal and can 
change from time to time, what makes it hard to define one 
certain type of music that’s being listened to within the target 
group. Interesting was, however, that all respondents of the 
cultural probes session (appendix 8.9) listed rock music, a 
genre that the Beatles have made a great contribution to, 
in their top 3 favorite music genres. What they find most 
appealing to rock bands is their expressive character and 
personality. For respondents who play music, this genre also 
makes them feel inspired and driven to start playing again.

The Beatles
It appears that the target group almost never listens to 
Beatles music. Notable is, however, that they do like their 
music. The reason they don’t listen to it, is because there are 
lots of other great modern bands to listen to, what makes 
the Beatles not that high in their priority list. The Beatles are 
also often associated with being old, what doesn’t really fit a 
target group that values progression (appendix 8.9).

Takeaways
• It has to be informative about 
Liverpool
• It has to contribute to the 
promotion of the city of Liverpool
• It has to cause customers to do 
word-of-mouth recommendations

RESEARCH

3.1.5 Conclusion
The discovery has been made that not the Beatles nor 
the Cavern Club is causing the problem, but Liverpool as 
a city. The target group already creates a connection with 
the Beatles as soon as they visit the Cavern Club. The 
venue also turns out to be the perfect tourist attraction for 
them, possessing culture, history and authenticity; aspects 
the target group really values. The problem really lies at 
Liverpool’s city branding, as the target group doesn’t know 
anything about Liverpool and sometimes even have a 
negative image of the city, what makes them not wanting to 
visit.

Reflection
It has to be said that unfortunately, the Cavern Club 
is not suited for everyone, as it is very personal 
whether such a place and it’s music interests you 
or not. During my research to visitors of the Cavern 
Club, I also came across people who didn’t liked the 
Cavern Club at all, simply because they found it too 
dark or didn’t like rock music. That’s a really personal 
opinion I can’t really change. Within this project, I 
accepted that I can’t reach everyone, and focussed 
most on people who are really interested in other 
cultures and authenticity. Luckily, these interests are 
very common among tourists.
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In the previous chapter, I concluded that the Cavern Club 
isn’t the problem, but the city of Liverpool itself. In order 
to improve Liverpool’s city branding, desk research has 
been done to Liverpool’s own perspective and future 
goals in this matter. The purpose of this research was to 
find out how the Cavern Club could make a contribution 
in this all.

3.2.1 Successful city branding
According to Resonance (2017), there are six factors that 
make a city successful: place, product, programming, 
people, prosperity and promotion. The calculation of these 
categories combined form the Place Equity Ranking. 
During my research, I noticed that London is a very popular 
destination amongst the target group. This isn’t so strange, 
as London has the best city branding in the world, scoring 
highest on its products, programming and promotion 
(Resonance, n.d.). In order for Liverpool’s city branding to 
be successful, they need to keep these factors in mind while 
setting up their goals for the future.

3.2.2 Short term
The short term goals for Liverpool are planned to be 
succeeded by the year of 2020.

Branding
To gain more overseas visitors, they’re planning on 
getting more brand distinctiveness, by making more local 
organisations export the Liverpool brand. The city’s football 
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club is already doing a great job at this, as most people 
associate FC Liverpool to the city. The Cavern Club could 
play a big role in this as well, by exporting their history with 
the Beatles to the rest of the world. This would contribute to 
the city’s promotion.

Major events
Although Liverpool struggles with the funding, the city’s 
ambition is to improve their programming by organising more 
major events, varying from sports, music, business, culture 
and maritime focussed subjects (Liverpool LEP, 2014). This 
compliments the touristic trend of touristification, which is 
happening in most contemporary cities (Lim & Bouchon, 
2017). Touristification turns urban spaces into leisure 
playgrounds, what not only provides an unique experience 
towards tourists, but also adds up to the quality of life by 
the locals. It causes an infusion in tourism and recreation 
practices for residents, what actually brings the visitors closer 
to their goal of experiencing the city like its residents.

Digital connectivity
Another aim for them is to become “the best connected 
and promoted visitor destination in the UK” (Liverpool LEP, 
2014), by using websites and social media. This will be of 
great value for Millennials, as they grew up with internet, what 
made them very technology wise (WJSchroer, n.d.). Social 
media also responds to the use of user-generated content, 
which is very influential for the target group (Marine-Roig & 
Clavé, 2015).

3.2 Liverpool’s city branding Transport connectivity
Liverpool is also working on their transport connectivity, by 
creating new routes from airports to the city (Liverpool LEP, 
2014). Results from the cultural probes session pointed 
out that this is a very important factor in the target groups 
decision making process as well (appendix 8.9). This would 
improve the product category of the Place Equity Ranking 
(Resonance, 2017.). They’re also planning on working more 
closely with tour operators, so that the city will be included in 
multiple tour itineraries (Liverpool LEP, 2014). 

Welcome
Finally, they want to maintain a high satisfactory rate, 
which is with 97% already higher than all other core cities 
within England, and contributes to the people category of 
Resonance (2017) its Place Equity Ranking. Liverpool’s 
goal in this aspect is to encourage visitors to pass on their 
satisfaction in the form of word-of-mouth recommendations, 
which is the most influential way to approach the target group 
(Liverpool LEP, 2014). The chance is high that this already is 
happening, as North West Research (2016) found that 90% 
of the visitors in August to October 2015 would recommend 
visiting Liverpool to others.

3.2.3 Long term
Their long term goals, due to 2025, is to be a world famous 
city, known for its culture. They also want to gain more repeat 
visits, by creating personal connections with the visitors 
through high quality experiences. They also want to maintain 
their position in the top 5 UK destinations for international 
visitors.
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Takeaways
• It has to carry out the culture, 
history and authenticity of the 
Cavern Club 
• It has to make customers feel a 
personal connection
• It has to be an unique experience

3.2.4 Conclusion
It turns out that, according to their short term plans, Liverpool 
is aware of the current trends happening in tourism. Their 
plans concerning the promotion of the city, namely creating 
brand distinctiveness and digital connectivity, are most 
interesting for this project, as promotion is needed in order 
to create awareness about Liverpool. For the Cavern Club, I 
see an opportunity in adding up to this part of Liverpool’s city 
branding, by promoting their story to the rest of the world in a 
digital way. This will add up to the knowledge about Liverpool 
by the target group, what will eventually make them want to 
go to Liverpool. Once they’ve been there and had a great 
experience, they’ll tell people back home how it was and 
recommend them to visit Liverpool too.

Despite the great satisfaction rate of the visitors and their 
willingness to recommend the place, still not many overseas 
tourists are visiting the city yet. This means that current word-
of-mouth recommendations for the most part is happening 
within the UK itself, as the majority of Liverpool’s visitors 
are domestic travellers. If the city’s strategy to attract more 
international visitors goes to plan, which is, based on the 
increasing line of this group, doing great, I believe that it will 
only be a matter of time before the recommendations outside 
the UK starts flowing too,  and Liverpool will be known as a 
popular city trip destination.

RESEARCH
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In the previous chapter, it became clear that the 
promotion of the city of Liverpool needs to be improved. 
In order to do so, research has been done to what 
kind of promotion is most influential for the target 
group, and what it is that makes them want to visit a 
city. This chapter tells more about the three important 
aspects in the target group’s decision making process: 
advertisement, quality of life within the city, and 
personalisation. 

3.3.1 Methods
First, desk research has been done to current trends in 
tourism. Then, the gathered insights have been implemented 
into questions for the cultural probes session (appendix 8.9), 
which has also been used to formulate the values of the 
target group (chapter 2.3).

3.3.2 Advertisement
The Millennial generation is known for growing up with the 
internet, what made them immune to traditional marketing 
techniques (WJSchroer, n.d.). Sukhraj (2018) found that 75% 
of the people don’t believe in advertisements. This is being 
confirmed by North West Research (2016), who stated that 
adverts have very little influence on the decision of tourists to 
visit Liverpool. 

Word-of-mouth recommendations
Word-of-mouth recommendations, however, are currently the 
most influential way of marketing. 92% of the people trust in 
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recommendations from friends, what makes them 4x more 
likely to buy something (Sukhraj, 2018). This can also be 
seen in the decision making behaviour of the target group, 
as cultural probes respondents mentioned that they first ask 
around by friends and family if they know something about 
the place. After that, they go search on the internet (appendix 
8.9). Statistics of tourists who visited Liverpool for the first 
time in 2015, also show that 61% of the people made their 
decision based on recommendations from friends and/or 
family.

Word-of-mouth communication can be seen in different 
forms, one of them being User-Generated Content (UGC), 
which is content that’s been created by the customer himself. 

3.3 Decision making process This peer-to-peer communication, often used through social 
media and reviews, is highly influential for tourist’s decision 
making process. Because the content has been made by 
actual visitors and is not driven by any economic interest, 
this kind of information is being considered to be very 
trustworthy to the customer (Marine-Roig & Clavé, 2015). The 
effectiveness of this source of content also makes that UGC 
is a very crucial factor for the city’s branding and marketing, 
as someone’s perception about something can easily be 
affected by other people’s opinions online (Seiter, 2016).

3.3.3 Quality of life
One big factor in the decision making process, is the appeal 
of the city’s culture and way of life. Lim & Bouchon (2017) 
found that, due to globalisation, there is a blending of 
practices happening between residents and visitors in urban 
tourism. Visitors want to have a sense of belonging to a 
place, by doing what the locals do. They also mentioned that 
“a city’s quality of life for residents is likely to have the highest 
impact on visitors and later repeat visits”, what means that 
not just the attractions, but also the personal connection to 
the daily-life within the city makes them want to visit a city 
(again). This is confirmed by all respondents of the cultural 
probes session, who mentioned that the way of life in a city 
makes them want to come back to the place (appendix 8.9).

Authenticity
When the target group has a certain city in mind, they 
start searching for the kind of activities they can do there. 
One trend that plays a big role in this is authenticity. In 
2017, Lim and Bouchon found that tourists search for real, 

meaningful discoveries, causing them to avoid mass-tourism 
experiences. This, however, is not entirely true. Joep Eiting, 
participant of the cultural probes session, mentioned: “I want 
to see the tourist attractions first, then ask locals where the 
nice (authentic) places are”. Young tourists want to explore 
the city and learn about its culture and history, which is 
mostly done through some good old sightseeing (appendix 
8.6), one of the most common activities done by Dutch 
tourists (VisitBritain, n.d.). This causes a blend between real 
tourist activities and authentic experiences. 

Different from home
Still, immersing into the residents daily lives is something 
Dutch tourists are very fond of. Results of my holiday survey 
(appendix 8.6) shows that multiple respondents talk about a 
certain kind of vibe or atmosphere they want to experience 
while they’re on vacation, that’s different from home. Masja 
Pelser, participant of the cultural probes session, also 
mentioned that she wants to go to everything that’s different. 

Food and drinks
Local food and drinks are very important aspects in this 
matter. A study of VisitBritain (n.d.) about Dutch visitors 
in Britain revealed that they like to soak up the local 
atmosphere, by enjoying traditional full English breakfast, 
drinking traditional afternoon-tea and finishing off the day by 
drinking a pint of beer in a traditional English pub. The target 
group agrees, as they like finding good places to eat and 
trying local products, for example: beer (appendix 8.9).

Fig. 7: Diagram about word-of-mouth recommendations
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3.3.4 Personalisation
In 2016, Thompson stated that Millennials are an unique 
market with a high demand for personalisation. This desire 
can also be seen by current tourism, as visitors want to 
create a personal relationship with a city (Lim & Bouchon, 
2017). In order to create this relationship, a certain 
connection is needed. Based on the results from the cultural 
probes session, I can conclude that there are three factors 
that influence people to having a connection with a place: 
nostalgia, culture and experience. 

Nostalgia
The first and most obvious factor for people to feel a 
connection, is when the place carries personal and nostalgic 
value. This can be a place that you’ve been before, for 
example: your birthplace or the city you studied in, but can 
also be a place that you visit for the first time. In the last 
case, a deep rooted connection with an aspect of the place, 
that’s linked to something in the costumer’s past, is needed. 
This was notable by people who visited the Cavern Club and 
heard music being played that they grew up with (appendix 
8.3).

Culture
The second factor, is when the culture or lifestyle in that 
particular place fits their personality and values. For example, 
one respondent said he feels a connection to Rotterdam, 
because he finds it very progressive and modern, something 
he attaches a lot of value to, while another respondent 
feels a connection because of the city’s creativity, which is 
a characteristic of her as well (appendix 8.9). If they find an 

aspect within a place that they can identify with, chances are 
high that they will also feel a connection to it. 

Experience
The third factor for the target group to feel a connection, is 
when they had an unforgettable experience at the certain 
location. Cultural probes pointed out that memories of 
unexpected and spontaneous experience are most vivid 
and loved, and can even cause them to feel a connection 
to a place they maybe didn’t even like at first. For example, 
one of the respondents told about one of his most favorite 
experiences while being on a city trip, saying: “the city 
was actually quite boring and ugly, but that unexpectedly 
fun event was what made the trip really cool”. The kind 
of company they’re with can also play a big role in this. 
However, it is important to note that these experiences can 
only occur when someone already decided to go to this 
certain area in the first place.

RESEARCH

3.3.5 Conclusion
In order for the target group to visit Liverpool, they first need 
to have some sort of connection towards the place. This 
connection can’t be nostalgia, as they’ve never been to the 
place nor have a connection with the Beatles, but is realisable 
with the aspects culture and experience. 

Both Liverpool and the Cavern Club score high on 
authenticity and history, which are things that are really 
valuable by the target group. If they would be aware of these 
aspects, chances are that they might gain more interest in 
visiting the city. This information, however, should come from 
a reliable source in order for them to believe it. As word-of-
mouth recommendations turn out to be the most influential 
way to promote a city, it’s essential to focus on that of the 
final solution.

The target group does need a reason to share their trip 
with others, what makes it important to create an unique 
experience that they will remember.
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Throughout the research, a few important aspects kept 
coming up: word-of-mouth recommendations, authenticity, 
personalisation, and city branding. 

In order for Liverpool to become a successful city trip 
destination, the city needs to focus on their promotion first, 
as the problem lies at young travellers not knowing anything 
about Liverpool, let alone the Cavern Club. Liverpool wants to 
improve their promotion, by letting local organisations export 
the Liverpool brand and improving their digital connectivity. 
These are great aspects for the Cavern Club to anticipate to, 
using their authenticity in their advantage. 

The goal for the concept now, is to trigger visitors doing 
word-of-mouth recommendations, as this is the most 
influential way for the target group to visit a city. This 
could be done, by implementing user-generated content, 
what also would respond to the goal of making Liverpool 
digitally connective, and would make a great contribution to 
Liverpool’s image at overseas tourists. In order for the visitors 
wanting to share their trip, an unique experience has to be 
created that makes them personally connected to the city. 

Fig. 8: Point of focus within the customer journey. Awareness needs to be 
created through word-of-mouth- recommendations, what starts by advocacy.

RESEARCH

3.4 Research conclusion
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4.0
CONCEPT

This part of the report focuses on finding a 

concept that’s based on the gathered insights 

of the project’s research. This has been done, 

by setting up guidelines about points that the 

concept needed to comply to. As research to the 

source of the problem (chapter 3.1) concluded 

that Liverpool should be promoted more, multiple 

concept directions had been based on how the 

Cavern Club could create awareness by people 

who never thought of Liverpool as a city trip 

destination. 

After a while, the point of focus changed, as 

tests results concluded that awareness should 

be created through advocacy. After that, the 

goal was to think of an concept that would make 

visitors of the Cavern Club ambassadors of the 

city of Liverpool.

Methods:

• Brainstorm sessions

• Desk research

• SWOT-analysis

• Sketches

• Wireframes

• Storyboards

• Field research

• Paper prototype tests

• Brainstorm graphic 

organizers

• Competitive analysis
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CONCEPT

4.1 Guidelines
Throughout the research phase, several points of 
attention, called ‘takeaways’, have been gathered, 
containing aspects that need to come back within the 
concept in order to make it fit the research insights. 
Based on this, guidelines have been put together, what 
would help with finding a fitting concept for the target 
group. These guidelines are listed down below and are 
visualised through an icon, so that they would be easily 
recognisable within the concepting phase.

Personal
Personalisations turns out to be 

very important for the target group 
(Thompson, 2016). In order to make 

the customer feel a connection to 
the Cavern Club and Liverpool, the 
experience has to be personalised. 

Fun
Results show that the target group 
wants to enjoy their life to the fullest 
(chapter 2.3), what makes that the 

product has to be fun to use in their 
free time. If they have a fun experience, 
they are also more likely to do word-of-
mouth recommendations (chapter 3.3).

Authentic
The customer values real experiences 
of the culture and lifestyle of a place 

(chapter 3.3). This could be displayed, 
by applying parts of the history of the 
Cavern Club and culture of Liverpool 

into the product.

Educational
It turns out that there’s a lack of 

knowledge about Liverpool, what 
makes them not want to visit the city 
(chapter 3.2). Once they’ve learned 

more about the culture, they more likely 
want to take a visit. 

Social
The target group values relationships 

with friends and family (chapter 2.3) and 
finds word-of-mouth recommendations 
to be most trustworthy (chapter 3.3). 
That’s why the product has to be able 

to share experiences with others.

Adventurous
The target group really likes to visit 

new places and experience new things 
(chapter 2.3). The product should 

encourage this need for adventure, by 
making them want to visit Liverpool.

Trust
With the target group not trusting 

traditional ways of advertising 
(WJSchroer, n.d.), word-of-mouth 

recommendations are needed in order 
to pass along the experience, as these 
types of information aren’t based on 
commercial grounds, and thus more 
real and trustworthy for the customer.
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4.2.1 Brainstorm session
In order to explore all possible concept directions that could 
be taken towards this project, a brainstorm session had been 
organised with some experts in the workfield; this being my 
colleagues at MCW (appendix 8.8). During my research, I 
concluded that the problem lies at the awareness part of the 
customer journey, which is why the selected concepts are 
all related to creating this awareness by people who haven’t 
been in Liverpool yet. 

CONCEPT

4.2 Creating awareness

Fig. 9: Brainstorm session, phase 1: generating 
as many new ideas as possible

Fig. 10: Brainstorm session, phase 2: clustering 
ideas with identical aspects

Fig. 11: Brainstorm session, phase 3: selecting 
best ideas, based on fun and effectiveness

4.2.2 Concept directions
Based on the new insights during the brainstorm session, 
three new concept directions came to light: a photo 
installation, AR promotion, and a mobile and/or VR game. 
Eventually, the photo installation had been chosen to be 
most effective direction, as it met all guidelines, except for 
authenticity. More information about these concepts can be 
found in appendix 8.11. 

Insights
Despite the fact that two concept directions fell off quite 
quickly, they did provided valuable insights. Talks with the 
target group concluded that the AR poster would be seen as 
just another poster advertisement (Febe Walhout, personal 
contact, May 8, 2018), what would make it too commercial 
for the target group to believe it. This outcome only made it 
more clear that UGC should be used within the final concept. 

Further research about the gaming behavior of the target 
group (appendix 8.9), concluded that they don’t really play 
games on their mobile, but also point out that gamification, 
on the other hand, turns out to be a very effective and 
motivational factor for Millennials (Hahn, 2016). This 
motivation is needed in order to change in behavior the target 
group visiting Liverpool and/or sharing their experiences, 
what later on made gamification another point added within 
the design criteria.
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4.2.3 Personalized product
It turns out that the photo installation had been the best fit 
concerning the guidelines, although one crucial principle was 
missing: authenticity. To add this guideline to the concept, 
the perspective within this concept direction had been 
broadened to a personalized product. Multiple iterations 
had been made within this concept, first turning it into 
personalized beer and then changing it into a tracking app. 
Unfortunately, the concepts itself didn’t go through. However, 
multiple insights have been collected while testing it. More 
in-dept information about this concept can be found in 
appendix 8.11.

Insights
During further research to aspects within this concept, the 
discovery had been made that co-creation contributes to 
building up a realtion between the company, in this case the 
Cavern Club, and the customer (Riemer, 2013) Based on the 
outcomes of the paper prototype test for the personalized 
beer concept, the conclusion had been made that the final 
concept has to be a digital product, as shipping a physical 
product carries multiple complications. Also, their friends 
want to know what they did on their trip, so that they gain 
more information about the place.

Fig. 12: Tested paper prototype of the personalized beer 
concept (appendix 8.11)

Kill your darling
During the greenlight presentation at school, the conclusion 
had been made that the final version of the concept, namely 
the tracking app, focused too much on how the customer 
was experiencing the city, what led that this concept turned 
out not to be very suited for sharing, as there was not a big 
chance that people with no connection towards Liverpool 
would download an app or follow a website dedicated to the 
city. Also, the role of the Cavern Club began to fade away 
within this concept. It was advised to start another round 
of concepting, more focussed on making the connection 
between advocacy and awareness through word-of-
mouth communication. As I saw no possibility of adjusting 
the concept in a way that would improve the outcome, I 
decided to follow this advice and started over, this time with 
another goal in mind: to turn Liverpool’s visitors into city 
ambassadors.

CONCEPT
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4.3.1 Creative techniques
This second concepting phase also started with a brainstorm 
session with colleagues of MCW. In order to create an overview of 
the gathered insights and essential functionalities within the new 
concepts, several sketches and mindmaps were made. 

In the last concept, it turned out that the role of the Cavern Club 
began to fade away. In this concept phase, it was key to keep the 
Cavern Club a dominant factor. Previous research concluded that 
visitors of Liverpool would like to go to the Cavern Club anyway 
(appendix 8.6), what made me decide to create a concept for inside 
the Cavern Club itself.

With the sudden change of focus from awareness to advocacy, the 
design question has been changed as well. The previous question: 
“How can it be ensured that The Cavern Club contributes to 
improving the image of Liverpool as a city trip destination towards 
young Dutch tourists between the age of 18 and 25 years old?” 
has been answered, namely: by making Cavern Club visitors 
ambassadors of the Cavern Club, and thus the city Liverpool, so that 
the target group gets positive word-of-mouth recommendations from 
friends. The question now is: “How can it be ensured that the Cavern 
Club makes its international visitors between the age of 18 and 25 
ambassadors of Liverpool?”. With this question in mind, several 
concepts were being created. For each concept, a SWOT-analysis 
have been made, so it would be easier to make out which concept 
would be most promising.

CONCEPT

4.3 Creating advocacy 4.3.2 Concept 1: The Cavern Club Story Box
Visitors of Liverpool get invited to tell a story about something 
they’ve experienced in the city, and share this with their 
friends at home. You can also see the stories of other people 
you might know. These boxes are placed on several locations 
in Liverpool, including the Cavern Club itself. 

Once you’ve added your video to the chain of Liverpool 
experiences, you’re an official Cavern Club member and 
get a reward in the form of a souvenir to take with you. 
This souvenir has a QR code, so you can always look back 
at your video once you scanned it. This also serves as an 
evidence of your membership, what allows you to get free 
entrance and a free beer in the Cavern Club.

Guidelines
Personal: The customer tells his own story and gets  
  to see people he might know who were  
  there as well.
Educational: The receiver of the story gets to know  
  places in Liverpool and its stories.
Fun:  It’s fun to do in the customer’s free time.
Adventurous: It encourages people to participate in the  
  chain of stories.
Social:  The customer can share his story with  
  his friends and becomes member of the  
  Cavern Club community.
Authentic: A visitor tells a real story about the place.
Trust:  The story will be told by people who’ve  
  really been in the city.

Strenghts Weaknesses

ThreatsOpportunities

Visitors get to share their 
own story about Liverpool, 
what makes them an 
ambassador of the city.

Receivers get to hear real 
experiences of visitors in 
Liverpool.

People might not know 
what to say in the box.

People won’t see the point 
of telling their story in the 
box when they can also 
post it on social media.

People could say wrong or 
boring things in the box that 
doesn’t improve the city’s 
image.

A big chain of stories about 
Liverpool would be created, 
what could cause a change 
in the image of the city.

Fig. 13: SWOT-analysis about the ‘Story Box’ concept

Fig. 14: Visualisation of the ‘Story Box’ concept
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4.3.3 Concept 2: Digital cheers
Visitors of the Cavern Club gets the chance to say cheers 
to their friends on an interactive screen behind the bar, and 
offering them a free beer for when their friends come to the 
Cavern Club. When the receiver goes to the Cavern Club 
to get his beer, he can say cheers back and pass this on 
to another friend as well. This way, a chain of cheers gets 
created, what would help promoting the club and Liverpool.

Guidelines
Personal: The receiver gets a personal cheer from a  
  friend.
Educational: -
Fun:  It’s easy and quick, and makes ordering a  
  beer more special.
Adventurous: It encourages people to go to the Cavern  
  Club and get their beer.
Social:  The customer stays in contact with their  
  friends, even though they’re not there.
Authentic: -
Trust:  The information has been given by a   
  friend.

Strenghts Weaknesses

ThreatsOpportunities

Every time they cheer, 
someone new gets a 
personal invitation to the 
Cavern Club.

People won’t see the point 
of recording their cheers to 
someone who isn’t there.

People would feel 
embarrassed to appear on 
or talk to a screen.

People won’t go to 
Liverpool only for a free 
beer in the Cavern Club.

It could turn out to be a 
popular campaign of people 
cheering to each other.

Fig. 15: SWOT-analysis about the ‘Digital Cheers’ concept

Fig. 16: Storyboard about the ‘Digital Cheers’ concept

CONCEPT

4.3.4 Concept 3: Interactive wall
The interactive wall reacts to the visitor’s movement, creating 
a fun way to leave your mark behind in the Cavern Club. The 
idea’s is inspired by the tradition in the Cavern Club of band 
members writing their names down on the walls after their 
performance. Nowadays, people who visit the Cavern, still 
do this. I feel like this event could be increased by making 
it digital, so it got passed onto the bigger audience out of 
Liverpool as well.

Guidelines
Personal: The customer leaves his own mark behind  
  in the Cavern Club
Educational: The customer get to know a bit more  
  about the Beatles, and receivers get to  
  know a fun, interactive attraction they can  
  do in Liverpool.
Fun:  It’s another fun attraction the customer  
  can do while visiting the city.
Adventurous: It encourages both the customer and  
  the receiver to join the endless walk and  
  be part of the community. 
Social:  The customer gets to stay in touch with  
  both their friends and the Cavern Club  
  community. 
Authentic: The concept is based on an old tradition  
  in the Cavern Club and Liverpool’s motto  
  “You never walk alone” also comes to light  
  within this concept.
Trust:  The concept is based on creating word- 
  of-mouth communication.

Strenghts Weaknesses

ThreatsOpportunities

It passes on a tradition, 
what makes it authentic.

It gives the visitors an 
unique experience that will 
increase word-of-mouth 
recommendations.

People could feel 
embarrassed by appearing 
on a screen in public.

It could reduce the current 
authenticity of the Cavern 
Club.

It could become something 
trending that people want 
to be part of and especially 
come to Liverpool for.

Fig. 17: SWOT-analysis about the ‘Interactive Wall’ concept

Fig. 18: Storyboard of the ‘Interactive Wall’ concept
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CONCEPT

4.3.5 Concept decision
Looking at the pro’s and con’s each concept is carrying, 
the interactive wall has the most potential to succeed. The 
paper prototype of the previous ‘personalized beer’ concept 
(appendix 8.12) already showed that people won’t go to 
Liverpool only for a beer, what made concept 2 fall off. I 
personally felt a bit sceptical about the story box as well, as 
I personally wouldn’t know what to say if I had to participate 
myself.

In order to make visitors of the Cavern Club their 
ambassador, they need to experience something unique 
first. Something they can want to be part of and share with 
their friends. The interactive wall provides this experience, by 
creating a community of visitors from all around the world, 
and encourage them to share it as well. 

4.4.1 Concept description
An interactive wall can be used in many different ways. My 
first intent was to let people be free in what they do in front 
of it, but then I figured that they might not know what to do. 
To add a bit of Beatles history in the concept, the idea came 
to mind to create a digital remake of the Abbey Road album 
cover, formed by visitors of the Cavern Club.

Functionalities
The wall tracks your movements as you walk alongside it, 
and shows your silhouette. After this, your walking silhouette 
will join the line of silhouettes of all other people who 
participated. This way, you leave your personal mark in the 
city Liverpool and join the community of the Cavern Club’s 
visitors. When your friends visit the Cavern Club, they can 
look up your walk as well and follow you in the line. 

As a souvenir to this experience, you’ll get a digital 
(boomerang) photo of your walk along the wall sent to you 
per email. The colorful background of the wall will cause it 
to be a very cool picture to post on social media and share 
with your friends. With the current hype around vinyl records, 
the option has been created to let the photo get printed on 
an actual vinyl record cover, featuring an LP of your favorite 
Beatle song.

4.4.2 Benefits for Liverpool’s city branding
One thing that the target group values within a city, is 
progression and innovation (appendix 8,9), which is 
something both Liverpool and also the Cavern Club lacks. By 
setting up a digital installation, the city is one step closer to 
creating the image of being an innovative city young travellers 
feel attracted to. This concept also helps the municipality of 
Liverpool in achieving their long term goals of being brand 
distinctive and digitally connective (Liverpool LEP, 2014), as 
an old tradition of leaving something behind on the Cavern 
Club walls is being passed on in a digital way. 

4.4 Final concept: Interactive wall

Fig. 19: Abbey Road album cover of The Beatles

“Creating amazing products is the best way to get people to 
start talking about you first and foremost.”

- Bobby Borg
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4.4.3 Design criteria
Based on the guidelines, design criteria had been set up, which need to be taken into account while realising the concept. 

It has to make the customer feel 
connected the Cavern Club 
community.

It needs to have a clear usability.
It has to provide a fun experience.

It has to cause people to associate 
the Beatles with Liverpool in a 
modern way.

It needs to encourage people to 
share their experience.

It has to encourage people to 
participate

The process has to be 
transparent.

It has to be based on the tradition of 
people leaving their signature on the 
Cavern Club walls

CONCEPT

4.4.4 Concept name
As the Abbey Road album became such a famous and 
distinctive image of the Beatles, the first idea was to call the 
interactive wall the Walk of Fame. Unfortunately, this name 
has already been used and trademarked by the homonymous 
tourist attraction in Hollywood. The name “Wall of Fame” 
couldn’t be used either, as this is an already existing tourist 
attraction directly outside of the Cavern Club. Because the 
wall is part of the Cavern Club and forms their community, 
I thought about calling it: “The Cavern Community Wall”, 
but found this to be a bit lame. While testing this concept, 
suddenly the name ‘Cavern Crossing’ came up, as the wall 
shows Abbey Road’s pedestrian crossing.

Fig. 20: The already existing Cavern Wall of Fame
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5.0
REALISATION

The realisation phase has been dedicated to 

testing and improving the concept. The Rapid 

Iterative Testing & Evaluation (RITE) method 

has been used, as this method is based on 

quickly iterating and fixing problems as soon as 

they arise, so the product can be tested again 

soon after (Martin & Hanington, 2012). For this, 

paper prototypes, clickable prototypes and 

animations of the interactive wall have been 

used, so interactions within the concept could 

quickly be added and/or changed when needed. 

All visualisations of the concept can be found in 

appendix 8.12.

Methods:

• Sketches

• Wireframes

• Rapid Iterative Testing & 

Evaluation (RITE)

• Usability test plan

• Paper prototypes

• Clickable prototypes
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The realisation process began with sketching multiple 
versions of the screens, so it would become clear what 
functionalities and interactions had to be tested later 
on. Based on these questions, a usability test plan was 
made.

5.1.1 Paper prototype and animation
In this concept, there are two products that need to be 
tested: the interactive wall itself and the touchscreen next to 
the wall, where the customer can fill in their personal data 
and start their experience. 

As I’m using the RITE method, the decision has been made 
to visualise the touchscreen’s interaction through paper 
prototypes, as these are easily to adjust when needed. For 
the interactive wall, a basic animation has been made of 
silhouettes walking along a screen, so the participant would 
understand what the concept is. 

Design criteria
This prototype has been made to figure out what adjustments 
need to be made in order to meet the design criteria listed 
below:
• Encouraging to participate
• Clear usability 
• Providing a fun experience 
• Encouraging to share

REALISATION

5.1 Iteration 1

Fig. 21: The begin screen of the animation

Fig. 22: A few screens of the paper prototype

The paper prototype of the 
touchscreen and an basic 
animation of the wall. The goal 
for this test is to find out what the 
best way is to combine these two 
products and make the interaction 
within the concept as clear and fun 
as possible.

This test is needed in order to find 
out what the target group thinks 
of the concept and whether they 
would like to participate in the first 
place. If this wouldn’t be tested 
first, then further iterations would 
be useless, as the target group 
wouldn’t make use of it anyway.

• What is needed for the target 
group to participate?
• What kind of instructions are 
needed for them to understand the 
concept?
• What is the best way for the 
wall and the touchscreen to work 
together?
• What are the things they would 
rather do or not do on the wall.
• How would they share their 
experience?

This test will be used on one 
participant only, so changes can 
immediately be made after problems 
occur within the interaction. This 
prototype will be tested on someone 
who fit the target group and has 
knowledge about interaction design, 
so that extra advice about ways of 
improvement can be given.

A camera to make photos with 
throughout the test and pen and 
paper to write down the feedback I 
get from the participant.

As this test could not take place 
in the Cavern Club itself, an 
atmospheric image was created, by 
telling a scenario to the participant 
about being in the Cavern Club in 
Liverpool, hearing a cover band 
playing Beatle songs with the 
crowd singing along, and seeing the 
wall of silhouettes in front of them. 

Tasks
• Ask the participant to follow the 
instructions on the touchscreen.
• Ask what the participant would 
like to do on the wall.
• Ask the participant about how she 
would like to share it.

Lyanne van der Hoeven: 
Test executor.

It’s my responsibility to guide the 
participant through the test and 
make sure that the questions the 
current concept entails, are being 
answered.

The test will take place on Thursday 
June 7th at the office of MCW.

± 1 min. 
Setting up 
prototype

± 1 min. 
Explaining the 
scenario

± 1 min. 
Thanking the 
participant

± 5 min. 
Asking questions

± 5 min. 
Following 
instructions on 
prototype

Lyanne van der Hoeven

5.1.2 Usability test 1
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5.1.3 Results
Participation
The respondent indicated that she would like to join the 
walk if she would see the silhouettes of other people walking 
by as well. This wasn’t clear at first, as the wall prototype 
only showed the same figure walking. This makes that 
differentiation between the silhouettes and their movements 
is needed. She would also like it if she got personally 
invited to join the wall, for example by the wall capturing her 
movements, or a character who talks to her on the wall.

Interaction
The respondent didn’t find it very handy to switch from the 
touchscreen to the wall and back. In her opinion, they should 
be linked with each other more. One fun thing she would like 
to do instead of pushing the “start” button, is to place her 
hand on the touchscreen to unlock the screen.

She also wanted more interaction with the wall itself before 
she has to walk alongside it, for example by mimicking the 
silhouettes on the wall and making her own poses as well, so 
she can see what the wall can do and get a feeling for it. 

At the “Are you satisfied?” page, it wasn’t clear to her that 
she could try again if she would choose ‘no’, and suggested 
to add ‘try again’ behind it.

Share
She would like to share it in her Instagram story, because she 
uses this platform most often to capture her current highlights 
and experiences, and most of the time gets reactions about it 
from her friends. She would also save it on her phone later. 

She most preferably would like to post it right away, but don’t 
trust it to log in to Instagram on another device, as she’s 
afraid someone would take over her account. The alternative 
of getting it send to her via an email sounds good to her. 
She did address that she wanted to fill in her mail after the 
experience, as only then she know what it is she’ll get send 
to her. She also said that she would talk to others about this 
particular experience once she’s home.

Stay connected
The respondent said that she would like to see how many 
people made the same pose as she did, and would also like 
to stay informed if this happened again. She would also like 
to get an email notification when friends have joined her walk 
on the wall.

REALISATION

Fig. 23: Respondent looking at animation

Find friends
She likes the concept of finding her friends and joining them 
on the wall. 

Souvenir
She would like to get something physical with it as well, 
although she find an LP to be too big. She suggested to add 
the option for getting the photo printed as a polaroid picture, 
so she could take it with her straight away and show it to 
their friends once she’s home.

Background
She wouldn’t switch from backgrounds after the experience, 
as the moment has passed then already. The background 
decision has to be made on the spot.

5.1.4 Adjustments
Based on the outcome of my test, adjustments have been 
set up to meet the design criteria of this concept.

Encouraging to participate
• Personal approach by character

Clear usability 
• Link the wall and screen together 
• Choose background first
• Add “try again” to the the “No” button on the satisfied page.

Providing a fun experience 
• Unlock the wall with handprint on touchscreen
• Buy polaroid of you on the wall
• Deciding the way you walk yourself

Encouraging to share
• Send to email
• Find friends

Fig. 24 Respondent choosing background



76 77

REALISATION

5.2.1 Paper and clickable prototype
Based on the gathered feedback, the screens of the paper 
prototype of iteration 1 have been adjusted, so it could be 
tested onto the second participant. This test is more based 
on how the participant would react to the wall’s instruction in 
the physical space, what led to the decision to create a more 
detailed clickable prototype of the wall.

Design criteria
This prototype has been made to figure out what adjustments 
need to be made in order to meet the design criteria listed 
below:
• Creating a connection with the Cavern Club community
• Clear usability 
• Creating association with the Beatles 
• Transparency

5.2 Iteration 2

Fig. 25: A view screens of clickable prototype Fig. 26: Changes made within the paper prototype

The adjusted paper prototype of 
the control board and a clickable 
prototype of the wall. The goal 
for this test is to find out how the 
participant reacts to the interactive 
wall in the physical space.

This test is needed in order to find 
out if the new participant reacts 
better to the product now that 
adjustments has been made based 
on the previous feedback. It’s also 
crucial to know how the target 
group would interact with the wall, 
as this requires a whole other way 
of communication.

• What kind of instructions are 
needed for the target group to 
understand the interactive wall?
• Where should the touchscreen be 
placed in relation to the wall?
• What is the best way of the 
wall and the touchscreen to work 
together?
• Do the adjustments in the 
prototype match the wants and 
needs of this next user?
• What are things they would rather 
do / not do on the wall.
• What is needed for the target 
group to stay connected with the 
wall after they leave?

This prototype will be tested on 
someone who fit the target group 
and doesn’t know anything about 
the concept yet, so she has a clear 
view about the whole product. This 
might lead to new insights about the 
usability, as she doesn’t know what 
to expect. 

A smartboard to create the illusion 
of an interactive wall, a camera to 
make photos with throughout the 
test and pen and paper to write 
down the feedback I get from the 
participant.

As this test could not take place 
in the Cavern Club itself, an 
atmospheric image was created, by 
telling a scenario to the participant 
about being in the Cavern Club in 
Liverpool, hearing a cover band 
playing Beatle songs with the 
crowd singing along, and seeing the 
wall of silhouettes in front of them. 

Tasks
• Follow the instructions on the 
touchscreen and interactive wall.
• Ask what they would like to see 
different within the product.
• Ask if she want to see statistics of 
other people that visited,
• Ask what needs to be done in 
order to stay connected to the 
concept.
• Let them imagine a scenario of a 
friend who visited first
• Let them imagine a website 
where they can see different kinds 
of statistics about visitors. What 
would they think about that?

Lyanne van der Hoeven: 
Test executor.

It’s my responsibility to guide the 
participant through the test and 
make sure that the questions the 
current concept entails, are being 
answered.

The test will take place on Friday 
June 8th at the University of 
Applied Sciences in Rotterdam.

± 5 min. 
Setting up 
prototype

± 1 min. 
Explaining the 
scenario

± 1 min. 
Thanking the 
participant

± 5 min. 
Asking questions

± 5 min. 
Following 
instructions on 
prototype

Lyanne van der Hoeven

5.2.2 Usability test 2
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5.2.3 Results
Interaction
The participant reacted well to the adjustments made within 
the paper prototype. She liked that she had to use her 
handprint to start the wall and could navigate easily without 
any questions. The only improvement point is at the page 
where you have to choose your background. She would find 
it more handy to see an overview of the backgrounds first, 
so she could easily pick one. The participant did suggest to 
use the Abbey Road background as default, so people could 
easily make the connection to the Beatles cover. 

Placing
In order to find out the best way to interact between the 
touchscreen and the interactive wall, two sorts of placements 
had been tested: one with the touchscreen in front of the 
wall, and one with the touchscreen next to the wall. 

The benefit with the touchscreen being in front of the wall, 
was that the wall could be used as a screen on which the 
questions would appear and the touchscreen only had to be 
used as a keyboard, so the two products would be linked 
together more. However, it wasn’t clear for the participant 
that she had to walk towards the wall first in order for it to 
track her movements. 

The walking back and forth made it quite unhandy to use 
both products, so the decision was made to place the 
touchscreen next to the wall. With this, the user won’t get to 
see the questions on the wall itself that easy, so they should 
appear on the touchscreen as well. The wall could be linked 
to this by showing an extra visualisation of the answer that’s 
been given. This placement ensures that the user will always 
stand right next to the wall, what makes it easier to interact 
with it.

Stay connected
The participant liked the concept, as she sees it as a way of 
making a joint artwork, what would make her feel connected 
to it. She would like to see more statistics about the wall as 
well after she joined in, for example to see where all the other 
participants came from. She would like to see these statistics 
through a website, as she wouldn’t download an app for a 
one-time experience. To stay connected after the experience, 
she also would like go get a notification when someone likes 
her contribution to the wall or made identical movements or 
poses as her. This is what led to the idea of creating website 
of statistics for the interactive wall, where like options are 
implemented.

5.2.4 Adjustments
Based on the outcome of my test, adjustments have been 
set up to meet the design criteria of this concept.

Creating a connection with the Cavern Club community
• Link the product to statistics website
• Make statistics websites

Creating association with the Beatles
• Make Abbey Road the default background

Clear usability
• Place touchscreen next to interactive wall
• Make background overview on touchscreen

Transparency
• Only send an email of the photo the participant wants to 
send to him/herself

Fig. 29: Placing the touchscreen in front of the wall

Fig. 27: Placing the touchscreen next to the wall. 
This turned out to work better.

Reflection
Although part of the Rapid Iterative Testing & 
Evaluation (RITE) method is to change the concept 
directly after points of improvements arise, I 
would’ve liked it to test the concept on multiple 
respondents. Unfortunately, due to the decision to 
change the concept, not much time was left to test 
it out and change iterations, what made this the 
best solution to still create the best working version 
of the concept.

Fig. 28: Respondent mirroring the interactive wall
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5.3.1 Website wireframe
This iteration focuses on maintaining a connection towards 
the interactive wall, by creating a layout of the statistics 
website, where people can get an overview of the Cavern 
Club Community. Based on the test results, a few items and 
functionalities came to light that need to be added:
• Developments on the wall
• The participant’s own walk
• A search engine to find friends
• Option to like people’s poses
• An overview of people with identical poses
• A map about the origin of participants 

To visualise and test the website’s functionalities, a wireframe 
has been made. As the website is based on showing 
statistics, and thus don’t need a lot of different pages, the 
decision has been made to create a one-pager.

Design criteria
This prototype has been made to figure out what adjustments 
need to be made in order to meet the design criteria listed 
below:
• Creating a connection with the Cavern Club community
• Clear usability
• Encouraging to share

5.3 Iteration 3

Fig. 30: Website wireframe

The wireframe of the website. The 
goal for this test is to find out if the 
statistics website alone is a good 
way of becoming an ambassador 
of the club after the visitors 
experienced the interactive wall. 

This test is needed to find out 
how the target group should 
stay connected to the Cavern 
Community Wall. This is crucial 
to know in order to achieve the 
goal for this project: letting people 
become an ambassador of the 
Cavern Club.

• What would they like to see 
different on the website?
• Should their picture be linked to 
their social media page?
• Would they like to react on other 
people’s poses?
• Would they feel connected to the 
interactive wall?
• When would they visit the website 
(again)?
• Would they like to get 
notifications?
• How would they like to share 
it and convince their friends to 
participate?

As this prototype is based on how 
information has to be transmitted, 
it will be tested by three colleagues 
from MCW. They have a lot of 
knowledge about the communication 
with interactive products, what could 
cause for them to spot aspect within 
the concept that are missing in order 
to achieve the final goal.

A screen with the clickable 
prototype of the wall and the 
paper prototype of the tablet from 
previous test to demonstrate how 
the concept works, a camera to 
make photos with throughout the 
tests, and pen and paper to write 
down the feedback I get from the 
participant.

As the participants don’t know 
anything about the concept yet, I 
first give them a quick tour through 
the previous prototypes. The way 
they react to this will also give a 
little feedback about the concept 
itself. Then, I tell them the scenario 
of them receiving their photo/video 
through the mail, along with a link 
to the website. After that, I show 
them the wireframes of the website 
and start asking them questions 
about it.

Tasks
• Ask what they would like to see 
different within the product.
• Ask if they would feel connected 
to the interactive wall.
• Ask when they would visit the 
website (again).
• Ask if they would like to get 
notifications.
• Ask how they would like to share 
it and convince their friends to 
participate.

Lyanne van der Hoeven: 
Test executor.

It’s my responsibility to guide the 
participant through the test and 
make sure that the questions the 
current concept entails, are being 
answered.

The test will take place on Tuesday 
June 12th and Wednesday June 
13th at the office of MCW.

± 3 min. 
Demonstration 
of concept

± 1 min. 
Scenario for 
website

± 1 min. 
Thanking the 
participants

± 10 min. 
Brainstorming 
about possible 
solutions

± 10 min. 
Asking questions 
about concept

Lyanne van der Hoeven

5.3.2 Usability test 3
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5.3.3 Results
Social media
The participant would like to get a link within the mail to social 
media platforms like Instagram, Snapchat and Facebook, so 
that the step to share it would become easier. They, however, 
don’t want their video on the website to be linked to her 
social media page, because she wouldn’t trust that in terms 
of privacy. They do like the “like” option implemented in the 
website itself.

Newsfeed
They would like to see a newsfeed in the website as well, so 
they get an idea of what is happening in the club itself.

Focus on regions
The participants like that they can see where everyone is 
coming from and would even like to have more details about 
what city they live in. They also want this to be linked to them 
personally, by seeing which visitors of the Cavern Club also 
lives in the same city or region as you, because you might 
know them. They would rather see this instead of people who 
did the same pose as them. They mentioned that city and 
country should be implemented to the “find friends” option 
as well, as people from all around the world could have the 
same name, what would lead to lots of search results. They 
would also like to see on the wall in the Cavern Club itself 
how many people 

Inviting friends
They miss the call-to-action of asking their friends to go to 
Liverpool and join the Cavern Community Wall, because they 
don’t believe this would happen if they only post a picture 
of the wall on social media. In order to get their friends to 
Liverpool, something has to be added to make them want 
to participate with the concept already. While thinking of a 
solution for this, the idea came up to add the function of 
challenging your friends into making their own photo while 
walking over a crossing, just like the Abbey Road photo. 
This can be a random crossing that you can find all around 
the world. People can vote for the most original photo, 
what would cause more attention towards the concept from 
others as well. The one with the most votes can win a trip 
to Liverpool, so they can join the wall too and become an 
ambassador themselves. 

The testers did say that they would need a reason to ask 
their friends to participate as well. This led to the plan to add 
a piece of gamification in the form of ambassador-points. The 
more the member of the Cavern Community, also referred to 
as ambassador, recruits others to participate and send in a 
photo of them of on a crossing, the more ambassador-points 
they get. The website will show the top 5 ambassadors from 
all around the world and from each country.

Visualisation of yourself
The participants would find it more fun to see themselves in a 
recording instead of a silhouette of them.

5.3.4 Adjustments
Based on the outcome of my test, adjustments have been 
set up to meet the design criteria of this concept.

Creating a connection with the Cavern Club community
• Change “same pose” gallery to visitors who come from the 
same region as you
• Add search bar for country and city to “find friends” option
• Add city selection to world map
• Show globe on interactive wall with amount of people from 
same country
• Fill in country on tablet
• Add Cavern Club newsfeed
• Add top 5 ambassadors

Transparency
• Choose for yourself who you want to send the challenge to
• Don’t show information about social media account on 
website
• Ask if they want to receive notifications first
• Seeing yourself for real instead of a silhouette of you

Encouraging to share
• Challenge friends
• Add ambassador points
• Add amount of recruitments
• Create crossing competition page
• Add hashtag #CavernCrossing

Fig. 31: First respondent looking at website wireframes
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The product consists out of three product: the interactive 
wall, the touchscreen, and the website. These three forms of 
communication are all linked together and form one customer 
journey. For each product, a clickable prototype has been 
made. The links to these prototypes are being mentioned 
down below.

Interactive wall
https://xd.adobe.com/view/3a179250-d895-4ff3-8471-
7856abd52c93/

Touchscreen
https://xd.adobe.com/view/53623ea6-a51e-4471-80d0-
a41a49e6621a/

Website
https://xd.adobe.com/view/dea1ddcd-7565-4be5-9342-
a0a1643888e8/

5.4 Iteration 4: final product

Connecting community and personal approach 

Fun experience and clear usability

Causing association with the Beatles

Encouraging people to participate

Transparent

Based on tradition 

Encouraging to share

5.4.1 Design criteria

5.4.2 The interactive wall
The interactive wall is the product the experience all starts. 
This wall is located in the Cavern Club and record your walk.

Word of encouragement to participate

Personal approach by capturing your silhouette

Causes association with the Beatles

Based on Cavern Club tradition 

Gives user instructions on what to do
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5.4.3 The touchscreen
The touch screen makes you control the interactive wall and 
is the product to enter your data upon.

Gives user instructions on what to do

Lets you know what it is you’ll be sending to yourself

Gives you the opportunity to decline

Personal approach through filling in your name first

Fun way to start the experience

Encourages to share

REALISATION

5.4.4 The website
The website is the place where all statistics of the community are being displayed, 
alongside the likes and points you’ve gathered from challenging your friends.

Personal approach by capturing your silhouette

Creates connection to community

Encourages to share

Enables them to stay connected with friends
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5.4.5 New addition: competition
The last test pointed out that the respondents aren’t 
convinced that friends of the Cavern Crossing ambassador 
would want to visit Liverpool, only based on their post on 
social media. They stated that a call to action is needed to 
include their friends beforehand, what made us come up 
to add a new addition to the concept, this being a photo 
competition.

This idea was created only a week before the deadline, what 
made it impossible to test and develop it much further than 
a rough sketch (appendix 8.13), I’d decided to put it in the 
recommendations. For now, this concept is focussed on 
building a connection with the Cavern Club visitor in order to 
make them want to be an ambassador. 

However, it would be a good feature to put in the concept, 
what made me already add a link of challenging your 
friends within the website design, so this could easily be 
implemented when further developments for this project 
would arise. 

REALISATION

5.4.6 Recommendations
Making of the interactive wall
The making of the interactive wall could be realised in 
different kinds of ways. One possible solution is to use 
a projector to visualise the wall, alongside a camera that 
captures the customers’ movements. The projection could 
be made on either the front as the rear side of the wall. When 
the silhouette of the customer would be used, the front 
projection would be a better solution, as this already shows 
your silhouette through the image being blocked by you 
standing in front of it.

In the last test, respondents said that they would like to see 
themselves instead of only their silhouettes. In this case, 
another technique could be applied. MCW has done a few 
projects in which they used a green screen with a camera 
and monitor in front of it, what makes that you can see all 
kinds of things happening around you on the monitor. In 
order to create the idea of a wall, the size of this monitor 
should be pretty big.

It could be possible that a combination between both of 
these installations could be made, maybe by placing the 
projection and camera in front of the customer, and a green 
screen at the back. This would create a kind of hallway you 
should walk through. In order to know what installation works 
best, trials should have to be done with the target group.

Fig. 32: Two types of using projection for an interactive wall

Fig. 33: Green screen installation, used for a project of MCW
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Including friends of tourists
In order to get more focus on passing on and promoting 
the experience to Cavern Club visitors’ friends, an addition 
to the concept has been thought of. The idea was to create 
a competition for the best Abbey Road imitation photo, as 
the ambassador has a photo like this been taken during the 
Cavern Crossing as well. In this competition, people from 
all around the world can upload their photo at a pedestrian 
crossing (appendix 8.13), for a chance to win a trip to 
Liverpool.

The ambassador is being motivated to convince friends to 
participate, and thereby promoting the Cavern Club and 
Liverpool, through gamification, as this will cause for the 
ambassador to gain more ambassador-points, what will get 
them higher in the ranking of top-ambassadors and getting 
rewards from the Cavern Club.

When he recruits people directly into joining the competition, 
he gets the full amount of points. These people also get the 
chance to invite others to participate as well, what also gives 
the lead ambassador a part of the points. This will create a 
web of people that joined in, started  and represented by 
the participant of the Cavern Crossing. This would be what 
makes the Cavern Crossing participant a real ambassador.

The person who wins the trip to Liverpool, gets free entry 
to the Cavern Club, where he/she can join the wall as well. 
This will make him/her also a member of the ambassador 
community of Liverpool, letting the circle go round. 

Ambassador

100 points100 points

50 points 50 points

20 points20 points

Fig. 34: Visualisation of the ambassador’s point system. 

REALISATION

Promotion through influencers
In order to bring the Cavern Crossing more to light as 
something people want to be a part of, I think it would be a 
good idea if a marketing campaign would be made around 
it that includes (famous) social media influencers. The target 
group spends a lot of time online, so chances are high that 
once influencers tell their followers about the great experience 
they had while joining the Cavern Crossing, and personally 
inviting and/or challenging them to join in as well, multiple 
other people would like to experience this as well. Maybe 
their desire for being connected to this influencer through this 
wall, would already be a motivation for them to participate.



92 93

6.0
CONCLUSION

In the final conclusion of this project, the design 
question will be answered and a reflection towards 
the process will be given.
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The Cavern Club can make its international visitors between 
the age of 18 to 25 ambassadors of Liverpool, by creating 
a community that feels personally connected towards the 
venue and wants to share this with others, through word-of-
mouth communication on both social media as in real life. 
In this case, the Cavern Club is the one who represents the 
culture of Liverpool, what would make the target group not 
only feel connected to the venue, but to the city itself as well. 

In order for this connection to be made, the visitors first need 
to experience something that’s fun and memorable. With this 
in mind, the final concept, named the Cavern Crossing, came 
up.

Unfortunately, word-of-mouth recommendations are hard to 
measure, as the way people are experiencing certain events 
is very personal, which has influence on whether they want 
to share it or not. Even if they do share it, it wouldn’t directly 
mean that the receivers of this information will think different 
about, in this case, Liverpool as a city trip destination. 

Word-of-mouth marketing is highly influential for the target 
group. In order to make them change their behaviour 
and ways of thinking, especially to something as big and 

6.0 Conclusion
“How can it be ensured that the Cavern Club makes 
its international visitors between the age of 18 and 25 
ambassadors of Liverpool? “

complicated as an image, much more additional ways of 
promotion are needed over a longer period of time.

The final concept might not change the image of Liverpool 
directly, but did answer the design question on how to create 
ambassadors for the city of Liverpool. The only question mark 
now, is for how long this ambassadorship will last. In order 
to make this long term, special events should be happening 
within the concept, what makes it fun to follow the concept’s 
developments and makes people want to keep sharing or 
even want to go back to Liverpool.

I hope that Liverpool can achieve their future goals 
concerning city branding, as I personally believe that 
Liverpool has great potential of becoming an even more 
successful touristic city for multiple types of visitors, as the 
place itself carries a lot of culture, authenticity and coziness, 
with live bands playing in traditional pubs on every corner. I 
especially find their interest in organizing more major events 
to be very promising, as it could attract whole new kinds of 
visitors to Liverpool, creating more awareness towards the 
city.

6.1 Reflection
Throughout this project, I discovered that I make decisions, 
by doing lots of research. This seems logical, but I always 
thought that I hated doing research and wasn’t very good 
at it. With my assignment being very broad, I always went 
back to doing research to find the right point of focus. While 
doing so, I discovered that I actually quite like diving into a 
certain subject, and being able to make new connections 
with several insights, what kind of feels like putting pieces of 
a puzzle together and letting everything make sense.

I noticed this in the concept phase as well. This phase took a 
long time, as I’m very critical on things making sense within a 
concept. As soon as I didn’t believed in the solution myself, 
I decided to change it, sometimes through adjusting certain 
aspects of it, and sometimes through just throwing the idea 
away all together and start over. I think this is a good thing, 
as it broadens your way of thinking about multiple concept 
directions. On the other side, however, this approach can be 
really time consuming, and causes a lot of doubt within the 
decision making process.

These doubts also caused that I’ve experienced several 
moments wherein I just didn’t know what to do. Also, 
because so much research and insights had been gathered, 
I sometimes didn’t know what I should be focussing on. 
Most of the time, I solved this by making the insights visual 
through mindmaps and post-its. But when I really didn’t see 
it myself, I asked others for help, so they could think with me. 
This made me realise that as a designer, you can’t do it all 
by yourself. Sometimes, you need a clear vision of someone 
else, that will help you realise what the exact problem is.
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8.1 The Cavern 
Club: History
The Cavern Club is founded by a young jazz fan named Alan 
Synter. He was fascinated and inspired by the jazz district 
in Paris, and named the place after the Paris jazz club: Le 
Caveau De La Huchette. 

The cellar, which was previously used as a warehouse, 
became, after the opening on Wednesday 16 Januari 1957, 
the first venue for live pop music in Liverpool. The purpose 
of the club was to become the best jazz venue outside of 
London. At that time, mainly jazz and skiffle bands performed 
at the Cavern Club. Two years later, with Ray McFall as it’s 
new owner, the club’s jazz identity began to fade away and 
got replaced with upcoming Beatmusic. (The Cavern Club, 
n.d.)

8.1.1 Rise of The Beatles
The Cavern Club played an important role in the career of 
The Beatles. This is the place where the musicians started 
playing and also got discovered. In 1957, John Lennon, 
and later on Paul McCartney as well, started playing in the 
club with their former band the Quarry Men Skiffle Group. At 
that time, Ringo Starr was playing the drums for the Eddie 
Clayton Skiffle Group, who also performed at the venue. 

Soon after John Lennon, Paul McCartney, George Harrison, 
Stuart Sutcliffe and Pete Best had their first performance as 
The Beatles at the Cavern Club in 1961, they became the 

signature band of the venue (The Cavern Club, n.d.). This 
already made them gain quite a bit of fame in and around 
Liverpool. When Liverpool businessman Brian Epstein heard 
about the band, he decided to take a look for himself and 
visited The Cavern Club. He clearly was convinced about 
the potential of the band, because soon after that he offered 
to be their manager (Symettrica Entertainment & O’Dell, T., 
2017). At that time, Sutcliffe already left the band. 

The Beatles auditioned for producer George Martin. He 
signed them, but wasn’t so happy with Pete Best as their 
drummer, so he got kicked out. Ringo Starr was already 
known by the band members and preferred him to be their 
drummer, so they asked him to come join The Beatles. This 
was an offer he couldn’t refuse, so he left his former band 
Rory Storm & The Hurricanes and continued his career as the 
fourth member of The Beatles (Unterberger, n.d.).

APPENDIX

First performance of The Beatles in the Cavern Club (1961)

8.1.2 Changes
The Cavern Club has experienced a number of unstable 
years. The club closed, switched owners, relocated, changed 
its name and identity, and re-opened several times, only to 
discover that it was their original concept what worked best.

Relocations
In 1972, the club had the bad fortune of British Rail wanting 
to build a ventilation shaft for the underground railway at 
8-12 Mathew Street, which was exactly where the club was 
located. British Rail took ownership of the warehouse block 
and forced The Cavern Club to close in 1973. The club itself, 
however, relocated and re-opened opposite the original 
location, at 7-15 Mathew Street. Bulldozers demolished 
the warehouses on 8-12 Mathew Street, but never reached 
the original cellar of The Cavern Club, what made it almost 
like a hidden tomb. Eventually, all this had been for nothing, 
because the ventilation shaft was never built.

In 1981, plans were made to recover the destroyed 
warehouses and move back to the original cellar. Though, 
it wasn’t possible to re-open the place in it’s original form. 
Tests showed that the arches were too damaged during the 
demolition above, so they had to reconstruct the whole thing. 
They came with a initiative to sell the bricks of the damaged 
archway for £5 each with an authentication plate. Proceeds 
of the bricks went to the Strawberry Field Children’s home. 
Another part of the bricks were used by the reconstruction of 
The Cavern Club.

Modernisation 
In 1985, the new owner of The Cavern Club decided that he 
wanted to get rid of the Beatles image the club had gained, 
and changed it to a modern disco for contemporary music. 
This, however, failed, and soon they went back to the original 
plan.

8.1.3 Cavern City Tours
In 1991, the club was re-opened by Cavern City Tours, 
Liverpool’s leading tour operator, what finally caused some 
stability. Because of their knowledge about the visitors 
in Liverpool, they managed to find a balance between 
displaying the musical legacy of the place, and offering a 
stage to contemporary local bands. Now, Cavern City Tours 
changed their name to The Cavern Club Liverpool and also 
organises the daily Magical Mystery Tour, private tours, and 
the annual International Beatleweek Festival, which takes 
place all around Liverpool.
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8.2 The Cavern Club: Areas
APPENDIX

The Cavern Live Lounge

The Cavern is divided under three venues: the Cavern Club, the Live Lounge 
and the Cavern Pub. 

8.2.1 The Cavern Club
The Cavern Club is the place that carries all the Beatles history and is the area I’m 
particularly focussing on. Right after you step through the front door and follow the 
stairs down to the basement, you’ll end in the main area, with the front stage being 
on your left. All day, you can watch live cover bands and acoustic artists perform 
Beatle songs and other music of that era. Especially this area is filled with band items 
on displays and photos of artists who visited the place. Also The Cavern Club’s 
merchandise can be bought here.

The entrance from Monday to Thursday at middays is free, but in the weekends and 
evenings you’ll have to pay admission, varying from 4 to 6 pounds.

8.2.2 The Cavern Live Lounge
When you walk straight ahead after you leave the stairwell, 
past the bar, you’ll end up at the entrance of the other area, 
called the Live Lounge. The stage in this area is bigger, as 
more concert-like shows are been given here, performed 
by established artists and cover/tribute bands. As like in the 
old days, seats have been placed in front of the Live Lounge 
stage. The area also has its own bar. 

The Live Lounge is only open during planned concerts, for 
which you need a seperate ticket to enter, and closes right 
after. This, in my opinion is a waste, because I think the area 
could be used a lot more for daily attractions too.

8.2.3 The Cavern Pub
On the opposite side of where the Cavern Club is located on 
Mathew Street, you’ll find the Cavern Pub. This is just a pub 
like any other in the city, but also has some items of certain 
artists on display, like Hard Rock Cafe’s have as well. The big 
difference with the pub and the club, is that the pub doesn’t 
hold any history with the Beatles. Also, the pub’s entrance 
is always free, what appears to be more appealing for the 
locals. Mostly cover bands perform here, playing the old 
rock-and-roll sing alongs. I personally find the Cavern Club 
way more atmospheric and unique than the pub, what makes 
the pub for tourists not that special to visit.

The Cavern Live Lounge The Cavern Pub from outside The Cavern Pub inside
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8.3 Visitor observations
APPENDIX

Visitors sitting at tables

Magical Mystery Tourbus

Elderly dancing

Crowd in Cavern Club

Man taking selfie

Tourists taking picture at 
Penny Lane street sign

8.3.1 Thursday 
08/03/2018 - 17:00-18:00 
Free entrance, Live Lounge closed

8.3.2 Friday 
09/03/2018 - 21:30-23:00 
Free entry ticket to the Cavern Club for participants of Magical Mystery Tour

In order to find out who the current visitors of the Cavern Club are, observations 
have been made on several nights in the venue. Points of attention were the age 
range, origin, activities, reasons to visit and amounts of people.

Visitors sitting at tables

Big crowd dancing and singing

Visitors sitting at tables

Women dancing on their hen party

Crowd looking at coverband

Visitors cheering for performance in 
the Live Lounge

8.3.4 Sunday 
11/03/2018 - 22:00-00:00 
£5 entrance

8.3.3 Saturday 
10/03/2018 - 23:30-02:00 
£5 entrance, £20 entrance for Live Lounge
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8.4 Stakeholder observation
APPENDIX

Exterior view

Projection of performing artist

Transfer to city

Live music in cafe

Reference to Cavern Club

Playing on real instruments

8.4.1 John Lennon Airport
08/03/2018

8.4.2 British Music Experience
10/03/2018

Statue of the Beatles

Quote of Paul McCartney about the Casbah

Albert Docks

Remake of Mathew Street in the 60’s

Lambanana

Remake of the Cavern Club in the 60’s

8.4.4 Sights in Liverpool
08/03/2018 - 12/03/2018

8.4.3 The Beatles Story
11/03/2018
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8.5 Interviews in 
Liverpool
8.5.1 Magical Mystery tourguide
09/03/2018

Name:   Neil Brannan
Gender:  Male
Age:  -
Nationality: English
Residency: Liverpool
Situation: Tour manager/guide of the Magical  
  Mystery Tour

What kind of young visitors should the Cavern Club attract? 
Tourists or locals?
“The Cavern Club has to attract young tourists. For locals, 
the Cavern Club is normal. When you live in Amsterdam, 
you don’t go and look at the channels everyday either. Most 
locals have seen the club already. They only take a visit if 
there’s a certain band playing that they really like.”

Do you see the Cavern Club play more recent music in the 
near future?
“No. People all around the world come here to listen to music 
from The Beatles and other bands from that era. The place 
has great sentimental value by both tourist and locals.”

Would it be a good idea for bands to play their own music 
instead of playing covers all the time?
“No. Only cover bands perform in the Cavern Club and it has 
to stay that way. People who come to the Cavern Club want 
to be able to sing along to the music they know from their 
childhood.”

What is the biggest difference between The Cavern Club 
and The Cavern Pub?
“The club carries the history of the Beatles. People go there 
because it’s a famous venue and they want to hear Beatle 
music. The Cavern Pub is just a pub like any other, and 
always has free entry. People go here to drink a beer and 
look at live bands. It’s like a Hard Rock Cafe. Musical items 
from famous artists are being displayed, but the place itself 
carries no history.”

Do you see a difference in the audiences between the club 
and the pub?
“No, it’s all the same audience. Both tourists and locals in 
equally the same age range go to these venues. Iconic about 
the pub is that people there are never alone. When you walk 
in on your own, there are always people who come up to you 
and invite you to have a drink with them.”

What kind of people go on the Magical Mystery Tour?
“The visitors on the Magical Mystery Tour are always very 
different. It also depends on what time of year it is. Much 
more people from other continents, like Australians, New 
Zealanders, Americans and Canadians, come here in the 
summer. In this time of year, mostly Europeans or people 
from the UK go for trips to Liverpool.”

APPENDIX

8.5.2 Cavern Club bartender
09/03/2018

Name:  Wojciech
Gender:  Male
Age:  -
Nationality: Polish
Residence: Liverpool
Situation: Bartender in The Cavern Club

What kind of visitors come here most often?
“Mostly older tourists around the age of 50 who are fan of 
The Beatles. They really come here to listen to Beatle songs 
and other rock-and-roll music from that age. They grew up 
with that music, so it is very nostalgic to them.”

What is the minimum age of visitors you mostly see here?
“The minimum age here is approximately 30 years old.”

Do you also see a younger audience here?
“No, young people don’t really visit The Cavern. If so, they’re 
mostly Mexican or Columbian. The Beatles is a kind of 
religion to them.”

Where do young people go to then?
“Young people, both locals and tourists, go out at different 
clubs, where DJ’s play contemporary music. Young people 
only come here if they really have an interest in The Beatles.”

Are locals coming here as well?
“No. You can count the locals on one hand. There are maybe 

four of them here now. Locals only come here if there is a 
band playing they really want to see.”

What are the busiest times at The Cavern Club?
“Mostly on weekends and in the summer, when most tourists 
come to Liverpool.”

Do you see a difference in the audience between The 
Cavern Club and The Cavern Pub?
“For sure. The Cavern Pub always has free entree and is less 
touristy. More locals go there, for example when they’re done 
working, or to go out and watch live band performances. In 
weekends and in the evening, you need to pay entry to get 
in The Cavern Club. Almost all people who come here are 
tourists.”

What do you think would attract more young people to The 
Cavern Club?
“If they would play more modern music and let artists who 
are more known by young people play here.”
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8.5.3 British Music Experience staff member
10/03/2018

Name:  Adam
Gender:  Male
Age:  29
Nationality: English/Irish
Residence: Liverpool
Situation: Works at British Music Experience  
  museum

What is the kind of audience you see here [at British Music 
Experience] most often?
“Mostly older people around 40 and 50 years old, who’ve 
also experienced some of the music era’s that are being 
displayed here, and people who are really interested in 
music.”

Do you get younger visitors as well?
“Not really, only if they’re really interested in music. We only 
have a little section about the current pop music, so they 
would only recognise a small bit of the exposition.”

Do you know the Cavern Club?
“Of course! I played there for a while with my band, actually.”

Really? How does that go? Do you have to audition to get 
to play there?
“No, a band member knew someone who worked there, so 
he arranged for us to play there.”

Did you play your own songs? Or mostly covers?
“No, we only did covers, songs people know and can sing 
along to, like the Beatles of course. That’s what the visitors of 
the Cavern want when they go there.”

Do you still go there?
“No, not anymore. I’m too old for that now, haha! I don’t 
really go out anymore. I just stay at home and go to bed early. 
But I did go there a lot when I was younger.”

Why did you go there when you were younger?
“I really liked the music that they played there, like the old 
rock-and-roll songs. And I played there myself too, of course. 
The place has a really nice atmosphere.”

APPENDIX

Do a lot of locals visit the Cavern Club?
“A few, but it’s mostly tourists. For tourists, it’s a really special 
place. For locals, however, it’s just there. They’re used to 
it and have probably already been there once. Also, you 
have to pay entrance to get in. When most locals are done 
working, they just go to a pub where you can walk in for free 
and have a pint beer. They’re not going to pay for entrance 
first.”

When do locals visit the Cavern Club?
“Mostly when they really want to see a certain band or when 
there’s something like an open mic. I know that there always 
was an open mic on Mondays. People did like to go there, 
because they could participate with the band.”

Do you think young people still go there now?
“No, only if they’re interested in the Beatles. Lots of them go 
to the more modern club and disco’s in Liverpool.”

Where do they go to then?
“Well... I really like the places you have in and around Bold 
Street. That’s where you also see lots of locals. They have 
really nice sports bars and pubs there. When I go out to have 
a pint with the lads, that’s where I go. And that’s also where a 
lot of modern clubs are located. Lots of young people go out 
in that area.”
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8.5.4 Tourist Information Point staff member
10/03/2018

Name:  -
Gender:  Male
Age:  -
Nationality: English
Residence: Liverpool
Situation: Works at the Tourist Information Point  
  at Anchor Courtyard

Can I ask you a few questions about tourists who come to 
Liverpool?
“Depends on what the questions are.”

What is the age group that mostly visit Liverpool?
“I think mostly people within their thirties, or older.”

Do young people between the age of 18 and 25 come to 
visit Liverpool as well?
“Yes, but not that much.”

When do most young people visit Liverpool.
“Mostly in the summer. Now, there are more elderly people 
visiting.”

Does Liverpool have some kind of marketing campaign to 
attract more young people to come to Liverpool?
“I have no idea, but you can ask LEP Liverpool. They do lots 
of research to the city and its visitors economy, so they know 
everything about tourism. ”

What kind of questions do the young travellers mostly 
have?
“They mostly have questions about nightlife. Liverpool has a 
very vibrant nightlife, so most of the time, they ask where the 
clubs are and what kind of clubs they can go to.”

Do you think they would go to the Cavern Club?
“No, young people don’t really go to the Cavern Club, 
unless they’re interested in the Beatles. Maybe Chinese and 
Japanese students. Most of the time, they have a big interest 
in the Beatles.”

Does Liverpool have a lot of international students?
“Yes, a lot of people from abroad come to study here. People 
from other places within the UK too.”

Why do they come to Liverpool to study?
“Liverpool is known for its great education. You got the best 
universities here, like the John Moores University and the 
University of Liverpool. People from all around Britain come 
here to study, and a lot of international students too. They 
have a great Medical & Technology program, what’s attracting 
lots of Chinese and Japanese students.

Do you think that international students are more likely to 
visit the Cavern Club?
“Well, I think so. Most of them do like the Beatles.”

Do you know why the Chinese and Japanese people like 
the Beatles so much?
“I have no idea.”

APPENDIX

8.5.5 Young visitors of the Cavern Club
10/03/2018

Name:  -
Gender:  Both female
Age:  27 [1], 29 [2]
Nationality: Croatian
Residence: Liverpool [1], Newcastle [2]
Situation: Just visited the Cavern Club Beatles in
  the Live Lounge

Where are you from?
Person 2: “We’re both Croatian, but we moved to England for 
our study. I’m studying in Newcastle and she [1] is studying 
here in Liverpool, but we come from the same little village in 
Croatia.”

Why did you decide to go to the Cavern Club?
Person 2: “It’s a special occasion. I came here to visit her [1] 
and we both love music of the Beatles, so we decided to go 
to the performance of their coverband.”
Person 1: “Normally I don’t really come here. We’re students, 
so we don’t really have a lot of money to spend. But this was 
a special occasion, so we decided to go anyway.”

Did you like the performance?
Person 2: “We loved it! The band was so good! They played 
all the songs very well.”
Person 1: “Yes. Most of the time when you go to other bars, 
the bands or the acoustics in the room aren’t that good. One 
time, I went to a bar and it was just too loud, and the lead 

singer was rather screaming than singing. It was awful. The 
bands here are always really good. This is the best place 
to hear rock-and-roll music from the Beatles era. It’s more 
expensive, but really worth it, so once in a while I don’t mind 
spending my money on it.”

Are the Beatles very beloved in Croatia?
Person 2: “Well, they are by our friends and family. We grew 
up with music of the Beatles, but I don’t know if that’s the 
case for all people in Croatia.”
Person 1: “My parents always used to play music from the 
Beatles, so I got it from home too.”

Are there a lot of places and parties in Croatia where you 
can listen to the Beatles?
Person 1: “Not a lot. I wish they would play more Beatle and 
rock-and-roll music in other clubs as well.”

Do you also go out in other clubs here in Liverpool?
Person 1: “Sometimes. Last time, I went to a place, I 
don’t know the name anymore, but I didn’t really like the 
environment. It was very crowded. Here, it’s really nice and 
peaceful. Also, in other clubs, they mostly play dance music, 
not really rock-and-roll.”
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8.6 Holiday survey
09/03/2018

This survey has been set up to find out global information about 
what tourists value during their trip and what they think about 
Liverpool as their holiday destination. 

APPENDIX

8.6.2 Results

8.6.1 Places the target group wants to visit
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8.7 Dutch Cavern 
Club visitors 
These interviews were held on students from the 
minor Event Management who had gone on an 
excursion to the Cavern Club in Liverpool.

8.7.1 Jonaihra
Age: 21

What did you like about the Cavern Club?
“Ik vond alles leuk. Ik vond vooral die man (Neil Brannon) 
z’n enthousiasme leuk, ik vond het leuk dat wij backstage 
mochten kijken, ik vond het leuk dat ze al die foto’s hadden 
van al die bekende mensen die er waren geweest, ik vond de 
sfeer leuk, dat er echt gewoon cultuur hing, enzo. Ik vond de 
mensen leuk, en dat ze allemaal verschillende soorten biertjes 
hadden. Oprecht, het is een van de leukste dingen die we 
daar hebben gedaan.”

Did you miss something there?
“Ja, wat miste ik? Misschien wel wat te eten, haha! Dat was 
leuk geweest! Nee, dat is een geintje… Nou… Misschien ook 
niet. Misschien als je daar iets kan eten, dat het nog leuker 
is.”

Do you look any different towards the Beatles after your 
visit to the Cavern Club?
“Ja, ik ging daarna gelijk liedjes van ze opzoeken en luisteren 
in het hostel.”

8.7.2 Daisy
Age: 20

What did you like about the Cavern Club?
“Ik moet heel eerlijk zeggen dat ik the Cavern Club echt 
vreselijk vond, niet echt mijn ding. Het enige wat wel grappig 
was waren de vitrines met dingen van het verleden erin.”

What didn’t you like about the Cavern Club?
“Ik vond de muffe geur en het donkere interieur niet leuk, 
maar daar valt niks aan te veranderen, want het is een 
kelder.”

Did you miss something there?
“Ik vond het allemaal beetje rommelig. Ik miste goede muziek, 
een fris, niet naar bier ruikende, geur en schone mensen 
(sorry voor de omschrijving). Ik bedoel dus niet mensen met 
baarden die naar zweet stinken.”

Do you think you got to know more about the Beatles?
“Om heel eerlijk te zijn, heb ik niet heel erg naar het verhaal 
geluisterd. Ik kan me nu dus niet meer herinneren wat er 
allemaal verteld is.”

Do you look any different towards the Beatles after your 
visit to the Cavern Club?
“Nee nog steeds hetzelfde haha helaas...”
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8.7.3 Jaap
Age: 20

What did you like about the Cavern Club?
“De knusse indeling en de rijke geschiedenis aan 
legendarische artiesten die er zijn geweest. En natuurlijk altijd 
live muziek.”

What didn’t you like about the Cavern Club?
“De duffe lucht.”

Did you miss something there?
“Weetjes en informatie over the Beatles. Het is duidelijk dat 
ze veel in the Cavern Club optraden, maar verder vond ik 
achtergrondinformatie een beetje missen. Er had op de een 
of andere manier meer informatie verschaft kunnen worden.”

Do you think you got to know more about the Beatles?
“Als ik denk aan het bezoek aan de Club niet. Wel tijdens de 
toespraak die we kregen.”

Do you look any different towards the Beatles after your 
visit to the Cavern Club?
“Ja, doordat je het gevoel hebt dat je in hun ‘huis’ staat wordt 
de band met zo’n oudere band gelijk wat hechter. Als er een 
nummer van the Beatles op de radio komt heb ik er nu meer 
affectie voor dan voorheen.”

8.7.4 Lotte
Age: 20

What did you like about the Cavern Club?
“Wat ik leuk vond aan de Cavern Club waren de foto’s van 
vroeger en de bar die in de club stond om zo een beetje de 
sfeer te proeven van vroeger.”

What didn’t you like about the Cavern Club?
“Wat ik niet leuk vond was de te lange presentatie die we 
kregen. Dit had allemaal iets beknopter gemogen.”

Did you miss something there?
“Ik miste de airco hahahah. Het was daar zo ziek heet (kan 
ook door de drank komen).”

Do you think you got to know more about the Beatles?
“Ja, ik ben zeker meer te weten gekomen over met name 
de geschiedenis en het [International Beatleweek] festival 
(volgens mij).”

Do you look any different towards the Beatles after your 
visit to the Cavern Club?
“Ik kijk niet per se anders naar de Beatles, doordat ik mij dit 
beeld wel had voorgesteld. Wel heb ik een breder beeld van 
ze gekregen.”
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8.7.5 Femke
Age: 20

What did you like about the Cavern Club?
“Ik vond het heel leuk dat je die combinatie had met muziek 
en gezelligheid. Dus real life muziek en dat je dus op zo’n 
laagdrempelige manier artiesten een podium biedt om 
zichzelf te uiten, en dat mensen daarvan kunnen genieten 
onder het genot van een lekker drankje. Wat ik ook heel erg 
leuk vond, is dat the Cavern Club echt wel historie heeft 
en dat er daardoor allemaal legends aan de muren hingen. 
Mensen die daar al eerder hebben opgetreden en later zijn 
uitgegroeid tot grote artiesten. Dat vond ik wel fascinerend en 
inspirerend. Zeker als je zelf muziek maakt, is dat denk ik wel 
gaaf om te zien.”

What didn’t you like about the Cavern Club?
“Ik kan me herinneren dat het daarbinnen een beetje raar 
klimaat was binnen in de zaak. Het was een beetje warmig, 
gorig… Het was een beetje een rare temperatuur in de zaak, 
en ik denk dat dat mij er dan van zou weerhouden om naar 
binnen te komen, en dat heeft ook met de uitstraling van de 
buitenkant te maken. Het oogt heel mysterieus, dus ik denk 
dat veel mensen er daardoor niet echt naar binnen durven.”

Did you miss something there?
“Dat weet ik eerlijk gezegd niet zo goed. Ik vond het gewoon 
heel erg leuk, dus daar kan ik even geen antwoord op 
geven.”
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Do you think you got to know more about the Beatles?
“Ja, dat absoluut, en ik heb zeker ook meer interesse 
gekregen in the Beatles na het bezoek aan the Cavern Club. 
Ik wist wel wie ze waren en ik kende wel een paar liedjes van 
ze, maar ik had wel meer fascinatie voor the Beatles, omdat 
ik vond dat die persoon die dat vertelde (Neil Brannan) dat 
erg leuk deed, en daardoor ben ik wat meer gaan Googlen 
naar the Beatles en meer muziek gaan luisteren van hen. Dus 
dat is zeker, zeker meer geworden.”
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8.8 Brainstorm 
session MCW
22/03/2018

8.8.1 Time format
I’d divided the brainstorm into 5 phases. The first phase is for 
introducing the problem and the question that needs to be 
answered, the second one is based on generating concepts, 
the third one is clustering all the concepts made, the fourth 
phase is selecting the best concepts, and the final fifth phase 
is for asking the participants why they like this idea so much. 

Because I knew that I got an hour for this session, I also 
divided these phases in time:

Problem:  5 min.
Concepting: 30 min.
Clustering: 10 min.
Selecting: 5 min.
Why:  10 min.
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8.9 Cultural 
probes session
19/04/2018
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8.10 Mindmaps of 
target group
Throughout the process, I used mindmaps to visualise the 
wants, needs and motives of possible target groups.

APPENDIX



130 131

8.11 Concept 
directions
8.11.1 Photo installation
This concept is a feasible and also fun way to lure young 
tourists to the Cavern Club to make the “iconic Liverpool 
photo”, as young tourists like to make photos while being 
on a trip (appendix 8.6). This is also a great way for the city 
marketing, as user generated content is a very influential 
factor in the decision making process (Marine-Roig & Clavé, 
2015). 

Guidelines
Personal: Yes. A photo being made of the traveller 
himself. 
Educational: Can be implemented by using backgrounds 
that represents milestones within the Beatles’ career or 
cultural aspects within Liverpool and/or the Cavern Club.
Fun: Yes. The target group likes to make photos while they’re 
on holiday.
Adventurous: Yes. It encourages people to visit the venue to 
make a photo.
Social: Yes. The customer can share it on social media.
Authentic: Not if a green screen is being used.
Trust: Yes. It’s a photo of real visitors.

Negatives
- The photobooth won’t directly be used by the target group 
itself, as the customer has to visit the Cavern Club first in 
order to use it. This concept does, however, contribute to the 
city branding, and eventually will influence the target group 
through UGC on social media. Only when this succeeds 
and the target group does go to Liverpool, they can use this 
product as well.
- The current visitors might not like it that lots of people go to 
the venue just to make a photo of themselves.
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8.11.2 Street promotion
This concept is really focussed on promoting the venue, by 
bringing the Cavern Club to the target group, and causing a 
direct connection, by seeing yourself standing in the venue. 
During my cultural probes session, I discovered that the 
target group travels a lot with public transport, what brings 
their mood down (Appendix 8.9). If they can do something 
that lifts their mood up, which is associated with the Cavern 
Club, chances are that they start feeling a connection with 
the place. This product would also contribute to the name 
recognition of the Cavern Club.

Guidelines
Personal: Yes. The customer can see himself within the 
Cavern Club.
Educational: Not directly.
Fun: Depends whether the target group likes to see himself 
projected on a screen in public.
Adventurous: Depends whether the target group finds the 
add appealing.
Social: Only if there’s a share function attached to it.
Authentic: Yes. The customer can see the Cavern Club in its 
current form.
Trust: No. The customer can clearly see the product being 
there for promotional purposes.

Negatives
- The target group sees it as “just another poster 
advertisement”, what makes it too commercial for them to 
trust it.
- Target group doesn’t want to appear on a public screen



132 133

8.11.3 Game
This game was the concept that attracted me the most 
during the brainstorm session with MCW (appendix 8.7). 
As gamification is a great way to motivate Millennials (Hahn, 
2016), I figured it would be a good idea to let them get a 
connection with the Cavern Club, the Beatles, and Liverpool, 
through a fun game they can do in their free time, and at the 
same time gain more knowledge about the place. The plan 
was to make this game as a mobile app, so the customer 
would already gain the connection at home, and as a virtual/
augmented reality game in the Cavern Club, so that they can 
play an even better version of it in “real life” when they come 
to the Cavern Club in Liverpool.

APPENDIX

Guidelines
Personal: Personalised features as using someone’s name 
can be implemented. 
Educational: Yes. Facts and themes about Liverpool, the 
Cavern Club and the Beatles can be 
implemented.
Fun: Yes. 
Adventurous: As a game, yes. As an encouragement to visit 
Liverpool, not sure.
Social: Yes. Sharing your score with others can be 
implemented.
Authentic: No.
Trust: No.

Negatives
- Interviews and cultural probes sessions (appendix 8.9) 
conclude that most people from the target group usually 
don’t use their phone for gaming.
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8.12 Personalized 
product
8.12.1 Photo installation
Take the “iconic Liverpool photo” at the Cavern Club with the 
Beatles on the background and share it with your friends.

Throughout my research, it became clear that tourists like to 
make photos during their vacation (appendix 8.6), especially 
at photogenic places. Take for example the John Lennon 
wall in Prague, which is full of colourful graffiti and is always 
packed with tourists. It’s something tourists feel the need 
to visit once they’re in Prague and want to make a picture 
with to prove it. If you could make something like that in 
the Cavern Club as well, young tourists would definitely go 
there to take a picture and share it on social media. This is 
also great for Liverpool’s city marketing, as user generated 
content is a very influential factor in the decision making 
process (Marine-Roig & Clavé, 2015).

Complications
This concept is a feasible and also fun way of luring young 
tourists to the Cavern Club to make the “iconic Liverpool 
photo”, but didn’t quite fix the problem that needed to be 
solved. My goal was to somehow let people who never 
visited Liverpool feel a connection with the city and thus 
the Cavern Club. Just like the special invitation box you get 
delivered at home when you buy a ticket for Tomorrowland, 
I wanted to give a little bit of the Cavern Club to people 
outside Liverpool, so they would feel a connection with the 
place and maybe visit it. In order to do so, the product had 
been changed to a local and physical product.
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8.12.2 Iteration 1: Personalized beer
Send a Cavern Club beer to your friends back home and 
customize the label by decorating it with Liverpudlian patterns 
and icons.

Results from the survey (appendix 8.6) and cultural probes 
session (appendix 8.9) shows that the target group values 
local foods and drinks in order to explore the culture. As 
beer is a very popular English drink, the idea arose of making 
personalised beer bottles with local Cavern Club beer. This 
concept solves the problem of the photobooth having no 
direct participation from the target group, unless they’re 
in Liverpool. With this concept, people can also design 
their own beer at home, using Liverpudlian design-themes 
containing little facts, what lets the customer learn something 
about the culture as well. 

This form of co-creation contributes to building up a relation 
between the company, in this case the Cavern Club, and 
the customer (Riemer, 2013). People that do visit the Cavern 
Club, can design it at the spot and let it be delivered to 
themselves or to friends at home, what also contributes to 
word-to-mouth marketing. Because it’s local beer, they have 
something that’s authentic from Liverpool being brought to 
their homes, what causes a connection.

Complications
Although this concept meets all guidelines, test results has 
shown that this does not meet the goal of luring young 
tourists to Liverpool, as they indicated that one local beer 
wouldn’t make them want to visit the city. Also, some issues 

arose within the customer journey of the product. Students 
in Holland won’t create a personalised Liverpudlian beer if 
they don’t know anything about Liverpool first, so this would 
make young tourists in Liverpool the target group. In this 
case, there was a problem with the shipping of the product. 
They can’t take it with them right away if they only have hand 
luggage, as there’s a minimal amount of liquids you can 
carry with, and sending the product to another country costs 
money, which the target group indicated they didn’t want to 
pay. 
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8.12.3 Iteration 2: Tracking app
During my paper prototype test for the personalized beer 
concept, I found out that, in order to create awareness by 
word-of-mouth, there has to be looked after the customer’s 
advocacy first. The target group really wants to see what 
attractions Liverpool has to offer through the experiences 
of their friends. Also, because the product has to be 
internationally reachable, the social interaction should be 
digital. This concept focuses on passing on the experience of 
someone who already is in Liverpool, to someone who isn’t. 
With this app, the customer can track their friends during 
their trip, so they can stay in touch and get to know Liverpool 
at the same time, what would cause awareness towards the 
city. 

When the customer has gained awareness and goes to 
Liverpool himself, he can see the path his friends have 
walked. Based on where he is, he also gets challenges to 
compete with their friends, for example: to get the best 
picture at a cathedral he just walked by. This adds a social 
and gamification aspect to the app, what makes it unique 
from already existing tracking apps. The target group really 
likes to go sightseeing while being on a trip (appendix 8.6), 
what led to the idea of collecting all of Liverpool’s highlights, 
in return for points. With a certain amount of points, the 
customer could get a free beer at the Cavern Club for free, 
what would cause for the tourist to visit the Cavern Club. This 
also would contribute to the reciprocation factor in persuasive 
design, as the customer could feel the need to do something 
in return (Fessenden, 2018).

Competition analysis
As the map is one of the most key features within the app, 
research has been done to how other travel tracking apps 
use this feature in their product. Three relevant apps were 
found: TrackMyTour, Polarsteps and FindPenguins.

Kill your darling
During the greenlight presentation at school, the conclusion 
had been made that this concept focuses too much on 
how the customer is experiencing the city, what led that 
this concept turned out not to be very suited for sharing, as 
there was not a big change that people with no connection 
towards Liverpool would download an app or follow a 
website dedicated to the city. Also, the role of the Cavern 
Club began to fade away within this concept. It was advised 
to start another round of concepting, more focussed on 
making the connection between advocacy and awareness 
through word-of-mouth communication. As I saw no 
possibility of adjusting the concept in a way that would 
improve the outcome, I decided to follow this advice and 
started over, this time with another goal in mind: to turn 
Liverpool’s visitors into city ambassadors.

Offline tracking Appealing app design Images in map Map add-ons Gamification Overview statistics Destination details on map
TrackMyTour No No No Yes No No No
Polarsteps Yes Yes Yes No No Yes No
FindPenguins No Yes Yes No No Yes No
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8.13 Concept 
visualisations
In this chapter, all visualisations of the final concept 
through sketches and prototypes can be found. 
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8.13.1 Sketches 

8.13.2 Paper prototype

1.1

3.

6.

1.2 2.

4. 5.

7. 8.
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8.13.3 First prototype of the interactive wall through an animation

1.

3.

5.

2.

4.

6.
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8.13.4 Second prototype of the interactive wall through a clickable prototype

1.

4.

7.

10.

2. 3.

5. 6.

8.

11.

9.

12.
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8.13.5 Clickable prototype of the tablet

1.

4.

7.

10.

2. 3.

5. 6.

8. 9.

8.13.6 Visualisation of ‘competition’ website
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8.13.7 Website visualisation

Paper Digital
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