
 

 

 

 

 

  

Festival & Event Critical Component Entries 

Rotterdam Festivals 

53) Best New Event  - Rotterdamse Dakendagen - 



a) Introduction and background main event 

Have you ever been on a rooftop? Have you experienced the feeling it gives you, a new perspective on the 

city, the fresh air and the discovery of new possibilities? Above our heads there is a whole world of 

possibilities that are waiting to be explored. Occasionally rooftops of buildings are being used for cultural 

events but a festival entirely held at rooftops had never been done before. The organisation of the 

Rotterdamse Dakendagen, which roughly translates into The Rooftop days of Rotterdam, had some 

experience with organising single events on rooftops. The reactions they got from visitors an participants 

were overwhelmingly positive, so much so that they came up with an idea for a festival entirely held on 

rooftops. The Rotterdamse Dakendagen opens up the mostly closed off rooftops of Rotterdam and offers 

visitors an unique experience and a brand-new perspective on the city. As the city of Rotterdam is known 

for its skyline and tall buildings it is the perfect city to host this event. 

  



b) Description and purpose/objective new event 

Over 40 buildings opened their rooftops to visitors of the festival. On each roof the visitor could participate 

or experience a divers program. The program of the Rotterdamse Dakendagen can be separated into five 

different sections. 

Rooftop Discoveries 

Excursions on rooftops to show how versatile they can be.  Vegetable patches, sundecks, lounge area’s and 

outdoor kitchens, visitors can see and experience them all. 

Rooftop Meetings 

Excursions on rooftops that offers the visitors a temporary but unique experience. Small groups of people 

can enjoy a poetry reading, a yoga session or see a roofer at work. 

Rooftop Specials 

Special activities that are tailor-made for this festival. At the larger rooftops visitors could enjoy rock 

concerts, movie screenings, hip hop workshops, theatre shows or an exclusive dinner prepared on the roof 

by a top chef.  

Rooftop surprise 

Even if you are not planning on going to the festivals, chances are you might encounter a Rooftop surprise.  

A concert from a rooftop, a tightrope walker across two roofs or hundreds of paper planes that fly down 

from the roof to the streets.  

Rooftop Partners 

Several other organisations are also busy using rooftops for their activities building parks, animal farms and 

bars on new rooftops in the city. These organisations were invited to talk about the future of the festival.  

The purpose of the event is to show the opportunities that rooftops offer citizens and stimulate the use of 

rooftops. By combining  rooftops  and cultural activities the potential of rooftops are being shown. Also 

the organisation wanted to give the visitors a new perspective on their city.  
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c) Target audience and attendance / number of participants 

The festival organisation uses the MOSAIC target group segmentation system. MOSAIC divides Dutch 
consumers into groups based on their shared socio-demographic and socio-economic characteristics, 
behavioural data and neighbourhood characteristics. These groups differ from each other in stage of 
life, socio-demographic data and cultural orientation. The Rotterdam target groups are now widely used 
in the marketing activities of the cultural sector. The Rotterdamse Dakdagen focussed on four of them. 
The target audience that already are willing to participate in cultural events of the Rotterdamse 
Dakendagen are the ‘Urban Omnivores”,  ‘Active Families’ and ‘Randstedelijke Gemakzoekers’.  A group 
that is less willing to participate in cultural activities is ‘Digital Viewers’ 
 
Characteristics Urban Omnivores 
25- 45 years old (emphasis on 25-35), highly educated, starting or having a prosperous career 
Living single or as couples in the city center. 
Prospects for all cultural genres: museum, theatre, cabaret, pop music, dance, films, debates & cultural 
festivals. 
Like to go out for drinks, pub. 
Use cultural agendas, posters, brochures, websites to inform about cultural events. 
 
Characteristics Active Families 
Age 25-55, families with children 0-12 years old, living in new housing development areas and quieter 
suburbs. 
Prospects for any art form aiming at children, including children amateur events and performances. 
Also visit a lot of sports events and amusement parks. 
Use the internet, especially at work. 
Favor Rotterdam as a place to go for cultural outings. 
 
Characteristics Randstedelijke Gemakzoekers 
Age 25-65, families with older children who seek for space and freedom. 
Living in the suburbs of Rotterdam, working full time and like the outdoor lifestyle as well as shopping. 
Like to go musicals and Dutch comedy show, they tend to avoid classical music events and do not often 
go to museums. 
They also like to visit theme parks. 
Use on and offline media to get their information. 
More often than other groups they visit local cultural organisations. 
 
Characteristics Digital Viewers 
Age 18-50, but mostly students and people who are starting their first job. 
Spend a lot of time on the internet, gaming, downloading music and active on social networks. 
Mostly interested in (art-house) movies and the nightlife of Rotterdam.  
Next to the more traditional media they also use social networks for their information about cultural  
activities. 
 
Number of Participants 

Over the course of four days there were 6.500 participants. 

 

 



d) Overall revenue / expense budget of event 
€155.600,- 

e) Duration of event 
From 11

th
 until the 14 of June 2015 on more than 40 rooftops in Rotterdam. 

f) Description of sponsor/charity/volunteer/school/other group involvement with event and benefits 
to each 

 
Financial support from charities and companies 

 Rotterdam Festivals, gave financial support for the realisation of the whole program 

 Job Dura Fonds, gave money specifically for the realisation of the Rooftop pavilion  

 Fonds Elise Mathilde, gave financial support for the realisation of the whole program  

 Stichting Bevordering van Volkskracht, gave financial support for the realisation of the 
whole program  

 Municipality of Rotterdam, gave financial support for the realisation of the whole 
program  

 VSB Fonds, gave financial support for the realisation of the whole program  

 Prins Bernhard Cultuurfonds, gave financial support for the realisation of the whole 
program  

 Thornico, owner of one of the buildings, they  gave money specifically for the realisation 
of the Rooftop pavilion  

g) What makes this the event unique & creative 

This is the first and only festival in the Netherlands that takes place entirely on rooftops, which is unique.  
Research among visitors showed that 62% of the people thought the festival was unique and 56% of the 
visitors prized the creativity of the festival.  
 

h) Overall effectiveness / success of event 

Research was  conducted during the festival among it’s visitors. The research showed that more people 
than average would recommend the festival to others,  an average score is 24, the Dakendagen scored 53.  
The visitors research showed that the festival was successful among the visitors. An overall grade of 8.3 
was given (on a scale from 0-10, 10 being the highest score) which is very high for a festival’s first edition 
The festival set out to let visitors experience the city in a new perspective. The research showed that 74% 
of the visitors claimed they experienced their city in a new way. So that goal was achieved. 
The media coverage was a success almost 150 articles were written about the new festival, in money this 
translates into €218,276,-. 
2,6 million images were posted or shared on twitter. Over a million images were posted or shared on 
Facebook. Which was a great success.  
 
2.supporting question) What challenges/obstacles did you foresee/encounter in creating the 
program/activity/idea, and how did you handle them 
Arranging the right permits for all of the locations was a challenge, especially since a lot of the rooftops are 
usually not accessible for the public. This meant the production crew had to do some building work to 
make sure the public could safely enter the rooftops. The organisation also wanted to apply for 1 permit 
for the whole event instead of separate permits for each rooftop.  Regular meetings with the municipality, 
police and fire department of Rotterdam eventually resulted in the acquired permits, after some 
modifications had been done by the production crew to make everything save.  
It was also a challenge to keep all the participants in the loop of everything. With over 40 building owners 
and almost the same amount of cultural partners (bands members, yoga instructors, poets etc.), it was 
difficult to keep everybody informed. Especially since the production team was small, it was more  time-
consuming  than was anticipated.  
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