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Abstract

Platform organizations connect suppliers with customers. A key success factor for
these organizations is the maintenance of a stable base of loyal suppliers. Inter-
personal relationships (i.e., friendships) seem to be an ideal measure of suppliers’
loyalty, as the literature generally indicates that friendships within organizations
decrease turnover intention. However, platforms are not fully comparable to tradi-
tional organizations, and the correlation between friendships and suppliers’ turnover
intention is more complicated for platforms. To demonstrate that, this study ana-
lyzed a unique dataset from the music industry. The sample included 101 techno
DJs (i.e., service suppliers) from 61 booking agencies (i.e., service platforms). The
findings show that service suppliers’ turnover intention is considerably lower when
they maintain friendships with the platform’s employees. However, friendships with
other suppliers who use the same platform do not affect turnover intention. Manag-
ers of service platforms could use the results and suggestions of this paper to adapt
their management practices to better suit their service suppliers.

Keywords Platforms - Service suppliers - Turnover - Friendships - DJs - Booking
agencies

JEL Classification M54

1 Introduction

In recent years, online service platforms (e.g., Airbnb, Uber, TaskRabbit) have
received much attention both inside and outside of academia (Wirtz et al. 2019).
However, service platforms are not a new phenomenon (Edelman 2014), and there
are many examples of offline service platforms, such as staffing agencies and
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temporary work agencies (Chen et al. 2017; Ruiner et al. 2019). In general, service
platforms are two- or multi-sided markets that connect service suppliers with poten-
tial customers (Eisenmann et al. 2006). By creating this connection, the platforms
provide rules and infrastructure for all sides of the market (Fu et al. 2017; Parker
and van Alstyne 2014; Song et al. 2021). More precisely, service platforms often
support service suppliers by performing tasks such as payment processing, perform-
ing authentication checks, and maintaining communication channels with customers
(Meijerink and Keegan 2019).

A key success factor for both offline and online platforms is the maintenance of
a loyal base of service suppliers (Andreassen et al. 2018; Hazée et al. 2020). How-
ever, previous research into service platforms and turnover intention (i.e., the will-
ingness to leave the platform) has generally concentrated on the customer side of
the equation (Akhmedova et al. 2020; Clauss et al. 2019; Huarng and Yu 2019).
Empirical studies analyzing antecedents of service suppliers’ turnover intention are
scarce. The existing research on the supplier side shows that the suppliers’ partici-
pation in the platform’s activities (Ma et al. 2018), their trust in the platform (Chen
et al. 2009), and their perceptions of the platform’s quality (Wang et al. 2020) all
affect turnover intention. However, researchers have neglected the role of interper-
sonal relationships in suppliers’ turnover intention. This is important, as interper-
sonal relationships can be a differentiating factor between platforms (Huang et al.
2017). For example, large online platforms such as Airbnb often place relatively lit-
tle value on their interpersonal relationships with service suppliers, while smaller
and more focused platforms can use interpersonal relationships to maintain a loyal
base of suppliers and thus obtain a competitive advantage.

The view that interpersonal relationships affect service suppliers’ turnover inten-
tion is strongly supported by research conducted within traditional organizations
such as firms, the military, and sports teams (Holtom et al. 2008). Interpersonal
relationships usually generate embeddedness in the focal organization, increasing
the motivation to stay (Mitchell et al. 2001). Research has shown that interpersonal
relationships inside and outside of an organization can affect turnover. Inside the
organization, turnover is dependent on interpersonal relationships with coworkers
and supervisors (Zhang et al. 2019). Outside the organization, turnover is affected
by interpersonal relationships within the local community (Lee et al. 2004) and
within the occupational network (Feldman and Ng 2007). Consequently, it is rea-
sonable to assume that, in the context of a platform, interpersonal relationships will
also affect suppliers’ turnover intention, regardless of where they occur. In the fol-
lowing section, I will outline two hypotheses that follow this premise. However, in
a platform context, the level at which the interpersonal relationships occur seems to
be important.

To demonstrate this, I chose an empirical setting in which platform suppliers have
intense and long-term personal contact with the platform’s members: namely, per-
forming artists and their booking agencies. This allowed me to conduct a detailed
analysis of the influence of interpersonal relationships on turnover intention. Book-
ing agencies fit within the definition of service platforms, as they work as two-sided
markets and intermediates between service suppliers (i.e., artists) and customers
(i.e., clubs and festivals; Eisenmann et al. 2006). Artists use their booking agencies
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as platforms on which to interact with a constantly changing customer base. Artists
do not generally maintain long-lasting relationships with their customers (otherwise
there would be little need for the platforms). However, the booking agents and other
artists at the agency typically comprise a relatively stable set of interpersonal con-
tacts. As a consequence, interpersonal relationships can occur on (1) the platform
level (i.e., booking agents that are employees of the agency) and (2) the supplier
level (i.e., other artists affiliated with the agency).

For my analysis, I identified 1,502 professional techno DJs who regularly per-
form in Germany. I contacted all the artists and was able to collect a sample of 101
DJs from 61 booking agencies. I employed friendships as the operationalization of
interpersonal relationships. This study contributes to the field of managing service
platforms by revealing what is (and is not) an important driver of suppliers’ turno-
ver intention. In short, friendships on the platform level are essential, while friend-
ships on the supplier level appear to be irrelevant. Consequently, platform managers
faced with high turnover rates should focus on building friendships between plat-
form employees and service suppliers. A befriended community of service suppliers
seems to have little impact on a platform’s turnover rate.

2 Hypothesis

Scholars have long argued that interpersonal relationships affect turnover intention
(Mitchell et al. 2001). However, previous research on this topic has been too nar-
row, often operationalizing relationships by solely the number of relationships (Lee
et al. 2017). This method has two problems. First, the number of relationships alone
has little predictive value, as there may be large differences between relationships
in terms of their intensity (Lee et al. 2014). Second, the character of a relationship
is important for understanding the effects of the relationship (Cropanzano et al.
2017). Regarding turnover, friendship appears to be a particularly important type of
relationship. In contrast to formal business relationships, friendships are primarily
focused on the private context (Mao 2006). Broadly defined, a friendship constitutes
a strong and affective interpersonal relationship (Ingram and Zou 2008). Vardaman
et al. (2015) showed that friendships among employees can significantly reduce
employee-turnover intention. However, the authors found no significant effect of any
other type of relationship (e.g., advice relationships) for turnover intention. Several
other studies have also found that workplace friendships reduce turnover intention
(Feeley et al. 2008; Riordan and Griffeth 1995). Consequently, this study focused on
how friendships affect the turnover intention of platform suppliers.

Friendships represent a type of embeddedness in a platform (Lee et al. 2014;
Mitchell et al. 2001). When service suppliers maintain friendships with a platform’s
employees or other suppliers, leaving one platform and joining another can have
two severe consequences. First, the supplier is not initially as embedded in the new
platform as they were in the old platform, as friendships are complex interpersonal
relationships that take time to develop (Pillemer and Rothbard 2018). Being embed-
ded in a friendship network has several valuable advantages for service suppliers.
For example, friendships improve the performance of work relationships (Grayson
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2007), foster informal information channels (Boyd and Taylor 1998), and increase
interpersonal trust (Lin and Hsieh 2011; Price and Arnould 1999). Moreover, friends
provide social support that decreases the risk of burnout and increases job satisfac-
tion (Baruch-Feldman et al. 2002). In addition, friendships often create a more har-
monious work environment (Maertz et al. 2003), foster solidarity among colleagues
(Koster et al. 2007), and improve work engagement (Jonas et al. 2018).

Second, maintaining friendships at the previous platform while working with a
new one can be difficult for service suppliers. Before changing platform, the service
supplier could use platform-related business interactions for friendly engagement
(Grayson 2007). Without these platform-related interactions, a supplier must invest
much more effort into maintaining the same friendships. Moreover, the employees
and other service suppliers at the old platform might perceive the service suppli-
er’s turnover as a disloyal act. Hence, service suppliers who change platforms may
fear that they will lose their friendships as a result. The potential loss of friends
and the resources associated with old friendships (e.g., informal information) often
burden suppliers with negative emotions that outweigh the positive emotions asso-
ciated with forming new friendships at the new platform (Hobfoll 1989; Kiazad
et al. 2015). More precisely, employees report feelings of isolation, frustration, and
unhappiness when losing workplace friendships (Sias et al. 2004). The literature on
workplace friendships suggests that they generally reduce turnover intention, regard-
less of the level at which they occur. Above, I outlined two levels of friendships rel-
evant to service suppliers: namely, the platform level, where service suppliers form
friendships with the platform employees; and the supplier level, where service sup-
pliers form friendships with other suppliers affiliated with the same platform. Hence,
my hypotheses are as follows:

Hla: Friendships with the staff of a platform decreases the suppliers’ turnover
intention.

H1b: Friendships with other platform suppliers decreases the suppliers’ turnover
intention.

3 Method
3.1 Research context and sample

To test the hypotheses, I conducted a survey-based study for service-platform sup-
pliers. I focused on techno DJs! (i.e., electronic music artists) and their booking
agencies. The techno-music industry has seen rapid development in recent decades,
resulting in a relatively high degree of professionalism among many entities in the
industry, including clubs, festivals, booking agencies, and, of course, DJs. Although
many DJs produce and sell their own music, music sales account only for a minor
share of most DJs’ total income (an average of 5.6% in my sample). Performances

! In order to get an impression of leading global techno DJs, you can visit for example: https://www.
techno-livesets.com/dj-list/.
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at clubs and festivals are the primary source of income for most DJs (an average
of 63.2% in my sample). For example, Berlin’s techno clubs alone accounted for
approximately 70,000 DJ performances in 2018 (Damm and Drevenstedt 2019). In
this industry, booking agencies are service platforms. They function as two-sided
markets and intermediates between suppliers (i.e., DJs) and customers (i.e., clubs
and festivals; Eisenmann et al. 2006). In my sample, the booking agencies maintain
a database of several DJs (2-51 DJs per agency) and sell their performances to clubs
and festivals around the world. Moreover, booking agencies often perform a num-
ber of support services for DJs, including negotiating prices, issuing contracts, and
arranging travel (Cole 2013).

Before designing the study, I conducted several preliminary interviews with DJs,
booking agents, and customers. Nearly all the interviewees stated that DJs frequently
maintain friendships with the other DJs at their agencies, their booking agents, or
both. In the rare cases where DJs maintain friendships with festival officials and club
owners, they often circumvent their booking agencies and interact directly to organ-
ize performances with them (usually resulting in cost savings for their friends).

To assemble a study population, I identified professional DJs who had performed
in Germany during 2017. I used Resident Advisor (a social networking website that
focuses on electronic music) to identify the 20 most popular electronic music clubs.
I also used festivalticker.de (a search engine for festivals) to identify the 20 most
popular electronic music festivals (see Appendix Al). I collected data on every DJ
performance in 2017 and identified the booking agencies of those DJs. For this pur-
pose, I defined the DJ as a professional if he or she had performed in at least three
different locations. If multiple DJs with a single booking agency met this condition,
I categorized the entire booking agency as a professional entity and added all associ-
ated DJs to the study population. This resulted in a study population of 1,502 DJs
and 113 booking agencies.

For the survey, I wrote to all booking agencies with a request to forward the per-
sonalized study invitation to their DJs. If I did not receive an answer from a particu-
lar DJ, I contacted that DJ directly (by email or Facebook). The study was conducted
between June 2018 and January 2019. Ultimately, 115 DJs completed the survey.
Due to incomplete responses, 14 DJs were removed from the sample, leaving a total
of 101 DJs from 61 booking agencies (a response rate of 6.7%). There was no indi-
cation that sample bias could influence my results because I had obtained responses
from DJs associated with many of the original 113 booking agencies. Moreover, the
gender ratios in the sample and the population are relatively equal (population: 9.9%
female; sample: 8.9% female).

3.2 Measures

My model and all control variables are summarized in Fig. 1. All questions were
asked in both German and English. For all latent variables, I applied established
measurement scales (see Table 1) and used seven-point Likert scales (1 =strongly
disagree, 7=strongly agree).
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Conceptual model and control variables

Friendship to
platform staff

Supplier’s
intention to leave
the platform

Control variables:
Perceived fit with platform staff
1 Perceived fit with other suppliers
\ Career satisfaction
Family and friends support

1

1 ..

1 Tenure as a musician
1

1

1

Friendship to
other suppliers
Gender
Platform size
Popularity

Fig. 1 Conceptual model and control variables

In addition to the hypothesized relationships, I used several latent and non-latent
control variables. I included the perceived fit with the platform staff and with
the other suppliers. Fit has been shown to affect turnover intention (Verquer et al.
2003). Moreover, fit in a business environment often correlates with workplace
friendships (Gao et al. 2016; Sias and Cahill 1998). Hence, fit is an essential control
variable.

Career satisfaction was also a latent control variable that measured the DJs’ sat-
isfaction with the progress of their careers, which is, to some extent, the result of
the work of their booking agencies. Hence, this variable relates to job satisfaction in
intra-organizational studies, which is a key control variable for studies on turnover
intention (Lee et al. 2014). Moreover, career progress is a type of job performance
that affects a person’s turnover behavior (Bycio et al. 1990). Family and friends
support served as a latent marker variable, which I used to detect common method
biases (CMBs). This refers to the extent to which DJs feel that their loved ones sup-
port them in their profession.

Additionally, I used several non-latent control variables. First, I included a DJ’s
tenure as a musician (measured in years), as tenure can substantively affect turno-
ver rates (Mitchel 1981). Second, I used gender (dummy variable: 1=female) as a
control variable, as turnover behavior was shown to vary between genders (Blomme
et al. 2010). Third, I obtained data on platform size (measured as the number of
DJs per booking agency) via an online search. I included this variable because a
platform’s number of suppliers can affect the platform’s attractiveness (Sun and
Tse 2009). Fourth, a DJ’s popularity is an indicator of his or her success, and this
can affect a supplier’s intention to use a particular platform (Kathuria et al. 2020).
Therefore, I examined the number of followers the DJs had on Soundcloud (obtained
by searching the website), as Soundcloud is arguably the most important online dis-
tribution channel for electronic music. Additionally, I collected data from two other
social media websites regarding DJ popularity. Correlation coefficients indicated a
relatively close fit with Soundcloud, but not all DJs maintained an account there
(Facebook; r=0.62 [n=99], Resident Advisor: r=0.55 [n=98]).
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4 Results
4.1 Measurement model

Table 1 reports the results of the confirmatory factor analysis (CFA; software:
AMOS-v.25). All standardized factor loadings appear to be within an acceptable
range (0.731-0.986). Cronbach’s alpha (range: 0.837-0.956) and composite reli-
ability scores (range: 0.840-0.959) indicate that the measurement model is reli-
able. All average variance extracted (AVE) scores are higher than 0.5, thus con-
vergent validity is evident in the data (Hair et al. 2010). Discriminant validity is
also observed, as all AVE scores exceed the respective maximum shared vari-
ances (Fornell and Larcker 1981). Model fit indicators (CFI=0.939, TLI=0.925,
RMSEA =0.079) suggest sufficient model fit.

To detect potential common method biases (CMB), I used the comprehensive
CFA marker technique outlined by Williams et al. (2010). I took the four-item
construct of “family and friends support” (i.e., support for the person’s choice
to pursue work as a professional DJ, not support for his or her agency member-
ship) as the marker variable. This was effective because it was theoretically dis-
connected from the other latent variables, but it nonetheless captured the general
theme of the questionnaire (Demirtag et al. 2019), making it useful for detecting
CMB:s.

The data show that neither a constrained effect model (model-C) nor an uncon-
strained effect model (model-U) for the marker variable indicate a significant
chi-square change compared to the baseline model (see Appendix A2a). Hence,
CMBs do not seem to affect the measurement model. To analyze this in more
depth, I calculated the decomposed reliability scores. In model-C, an average of
0.07% of the total reliability originated from the marker variable. In model-U,
an average of 1.71% of the total reliability originated from the marker variable
(see Appendix A2b). Thus, I conclude that CMBs are a minor issue. However, I
retained the marker variable in the structural model to be certain that CMBs do
not affect structural paths.

Finally, in accordance with the Felps et al. (2009) approach, 18 months after
the survey I checked which of the 101 DJs had actually changed their booking
agencies. One agency (which represented two DJs) had closed entirely. Of the
other 99 DIJs, 38 had changed their agency. I compared this actual turnover with
the imputed factor score of the turnover intention variable. The resultant correla-
tion coefficient is relatively high (r=0.63), which indicates the measurement of
the turnover intention variable is reliable.

4.2 Descriptive statistics
Table 2 shows the descriptive statistics and correlations. The mean level of turno-

ver intention is relatively low (2.217 on a seven-point Likert scale). However, a
relatively high standard deviation (1.964) indicates that some DIJs rated highly
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on this variable. The mean values for the friendship variables are relatively high
(4.773 for platform staff, 4.974 for other suppliers), demonstrating that DJs regu-
larly maintain friendships at their agencies.

Almost all skewness and kurtosis scores were low, which accorded with my
expectations. The exception was the popularity variable, so I transferred this (using
the natural logarithm) to the structural model. Variance inflation factors for all vari-
ables were adequately low (maximum of 3.527), indicating no multicollinearity
issues.

4.3 Structural model and hypotheses testing

To test my hypotheses, I used structural equation modeling based on maximum like-
lihood estimation (software: AMOS—v.25). The results are displayed in Table 3.

Friendship with platform staff negatively affects supplier turnover intention
(B=-0.569, p=-0.423, p=0.015), a result which supports Hla. On a seven-point
Likert scale, a one-unit increase in the friendship with platform staff variable leads
to a decrease of 0.569 to the turnover intention variable. The standardized effect
demonstrates that friendship with platform staff is the strongest predictor of a sup-
plier’s turnover intention.

In contrast, friendship with other suppliers does not decrease a supplier’s turnover
intention. In fact, the insignificant effect is actually positive (B=0.185, p=0.154,
p=0.314). Consequently, H1b is rejected.

Looking at the control effects, the two perceived fit variables tell the same story:
whereas friendship with other suppliers has no influence on turnover intention
(B=- 0.020, p=— 0.011, p=0.941), friendship with platform staff has a moder-
ately high negative coefficient (B=— 0.376, p=— 0.236, p=0.119). The p-value of
the perceived fit with the platform staff variable may not be sufficiently low to sup-
port a hypothesis in a traditional sense. However, this might be due to the relatively
small sample size.

Regarding the other control effects, only career satisfaction has a high signifi-
cance. More precisely, career satisfaction has a strong negative impact on turnover
intention (B=— 0.378, p=— 0.263, p=0.009). The standardized effect indicates that
this is the second-most-important influence on turnover intention.

Model fit indicators suggest sufficient model fit. Furthermore, to check the
robustness of my results, I removed all control variables and added a set of different
control variables (see Appendix A3). These control variables were not optimal but
nonetheless justifiable. They included (a) the DJs’ age, (b) whether the agency also
functioned as the DJs’ record label, (c) whether the agency also managed the DJs’
social media activities, (d) previous relationships with platform staff, and (e) previ-
ous relationships with other suppliers. However, this process yielded in the same
findings for the hypothesis-tests.

Additionally, I calculated a model in which I regressed the actual turnover meas-
ured 18 months after the survey (dummy variable) on the two friendship variables.
Despite the small sample size (n=99) for a binary logistic regression, this model
reproduced the findings of the main model. Friendship with platform staff thus has
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a significant negative effect on actual turnover (B=— 0.454, p=0.074). Friend-
ship with other suppliers has no significant effect on actual turnover (B=— 0.213,
p=0.337).

5 Discussion

In this study, I analyzed service suppliers and their intention to leave their platform.
I concentrated on the role of interpersonal relationships, which I operationalized as
friendships. The study found that friendships with the platform’s employees strongly
decrease suppliers’ turnover intention. However, friendships with other suppliers on
the platform do not seem to affect supplier’s turnover intention.

The finding for the supplier level may be somewhat surprising. After all, friend-
ships between service suppliers represent a type of embeddedness, and this has
been shown to increase loyalty to an organization (Lee et al. 2014). However, there
are several reasons why friendships at the supplier level may not decrease turnover
intention. For example, service suppliers must interact with the platform’s employ-
ees to successfully exploit their platform membership (Loux et al. 2020). If such
business interactions are complemented by friendship, this often eases resource- and
information-sharing (Brawley and Pury 2016). However, many platforms do not
require that suppliers have business interactions with one another. Hence, friend-
ships with other suppliers cannot complement platform-related business interac-
tions. In other words, friendships with other suppliers do not create synergies with
the platform membership. This indicates that the degree of business interactions
might be a moderator of the relationship between friendships and turnover intention
(regardless of whether it is a platform organization or a traditional one).

Service suppliers who leave their platform but want to maintain their friendships
there may also meet different challenges, depending on the type of friendship. In
short, it is much more difficult to maintain friendships with employees at the old
platform than it is maintain friendships with other suppliers there. The employees
are usually more involved in the activities of the platform, which increases their
identification with it (Lin 2019; Riketta 2005). Consequently, the employees may
perceive the turnover more negatively than the other suppliers do, which could be
more detrimental to the friendship.

Furthermore, friendships between service suppliers are a forum in which to share
bad experiences and complaints (D’Cruz and Noronha 2011). Hence, they have the
potential to multiply doubts about membership of the platform. In the worst case
scenario, the turnover of a single supplier leads to turnover contagion, with the
friends of that supplier also deciding to leave (Felps et al. 2009).

Platform companies could use my results to adapt the management practices
they use for their service suppliers. This is especially important when the acquisi-
tion of valuable suppliers is costly and the platform has only a small number (e.g.,
bestselling authors and their book publishers). In such cases, the turnover of only
a few suppliers can destroy an entire platform (Hom et al. 2017). To prevent this,
platforms could implement organizational structures that foster the formation of
friendships between service suppliers and platform employees. For example, it
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might be beneficial for platforms to assign a permanent personal contact person
to each supplier to increase the likelihood of a friendship formation. Platforms
should not assign contact people at random; rather, they should pay close atten-
tion to interpersonal fit, as friendships are often formed on the basis of common
values and attitudes (Gao et al. 2016). Moreover, platforms should consider how
to organize communication with their suppliers. The use of automated data trans-
fers and online communication is an efficient method of interaction, but platforms
should also make use of personal communication (e.g., telephone and face-to-
face conversation).

Moreover, the study findings indicate that employees’ friendships with service
suppliers are valuable resources — not only for the platform as a whole but also
for the employees themselves. For example, Columbia Artists Management Inc.,
one of the leading agencies in the classical music world for decades, closed in
August 2020 (Associated Press 2020). It is likely that Columbia’s former employ-
ees will use their relationships with suppliers either as assets to obtain positions
at other agencies or as key resources at a newly founded agency. However, in
other cases, it could pose a risk to the platform if its employees became aware of
their valuable assets (i.e., their friendships with suppliers). If employees moved
to other platforms, they could take their befriended suppliers with them. As such,
it is important to also keep employees loyal if they are to maintain friendships
with the suppliers.

Finally, I must highlight two important limitations of my study. First, I focused
on turnover intention as an outcome variable, which is not affected by supplier level.
However, friendships within the supplier community may still have value for a plat-
form. For instance, they may facilitate mentoring relationships between suppliers
(Gardiner 1998) or improve work engagement (Ehrhardt and Ragins 2019). In the
long run, this could improve suppliers’ performance, which would also benefit the
platform. Second, I did not investigate the negative effects of friendships. Workplace
friendships can generate conflict, as they occasionally interfere with employees’
economic motivations (Grayson 2007; Ingram and Zou 2008). It would thus be valu-
able to explore the disadvantages of friendships in this context.

Appendix

See Tables 4, 5, 6, 7.
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Table 4 Most popular German clubs and festivals, 2017

Club City Festival City/Town
://about blank Berlin Airbeat One Neustadt-Glewe
Berghain Berlin Docklands Festival Miinster
Club der Visionaere Berlin Echelon Open Air Bad Aibling
Distillery Leipzig Electrisize Festival Erkelenz
Gewolbe Cologne Mayday Dortmund
Golden Gate Berlin Melt! Festival Grifenhainichen
Harry Klein Munich Nature One Kastellaun
Institut fiir Zukunft Leipzig Open Beatz Herzogenaurach
MMA Club Munich Panama Open Air Bonn
Ritter Butzke Berlin Ruhr in Love Oberhausen
Robert Johnson Offenbach Sea You Festival Freiburg im Breisgau
Rote Sonne Munich SonneMondSterne Saalburg-Ebersdorf
Salon Zur Wilden Renate Berlin Syndicate Dortmund
Sisyphos Berlin Tanzberg Bonn
Suicide Circus Berlin Time Warp Festival Mannheim
Tanzhaus West & Dora Bril- Frankfurt am Main Toxicator Mannheim

liant
Tresor Berlin Utopia Island Moosburg an der Isar
Uebel & Gefihrlich Hamburg WinterWorld Rheinstetten
Watergate Berlin World Club Dome Frankfurt am Main
Weekend Berlin World Club Dome (Winter) Gelsenkirchen
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