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Abstract  

Purpose – This study aims to examine the mediating role of Music Festival Experience in the relationships between event 

quality, perceived value, and revisit intentions among Generation Z consumers in Metro Manila. 

Design/Methodology/Approach – A quantitative approach was employed using a structured survey targeting Gen Z 

attendees aged 18 to 27. Data were analysed through regression and mediation analyses to explore the relationships 

among event quality, perceived value, music festival experience, and revisit intentions. 

Findings – The results indicate that event quality significantly influences perceived value, which in turn positively affects 

revisit intentions. Furthermore, Music Festival Experience serves as a key mediating variable, strengthening the 

relationship between perceived value and revisit intentions. These findings highlight the importance of delivering high-

quality and engaging festival experiences to enhance attendee satisfaction and encourage repeat participation. 

Originality/Value – This study contributes to event and tourism literature by emphasizing the mediating role of 

experiential factors in shaping behavioural intentions among younger audiences. It provides practical insights for event 

organizers and marketers to design immersive and value-driven festival experiences, while also suggesting avenues for 

future research, including comparative studies across generations, the role of sponsorship and sustainability, and the use 

of qualitative approaches to capture deeper emotional engagement. 
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Introduction 

Music has been part of people's lives since it was built and significantly impacted cultures and societies 

worldwide (Peralta, 2024). These include attending music festivals held at a specific venue with a series of 

performances, and usually, it has a theme or cause (The Editors of Encyclopedia Britannica, 2024). Together 

with the continually growing popularity of music festivals in the industry, it shows here the better delivering 

it provides as a result of an excellent experience for guests/attendees that has become a crucial factor for their 

success (Sisson & Alcorn, 2021b). According to Ramsbotton et al., (2018) she discussed that the overall event 

experience has been identified as the experience significantly influencing the events industry. Statistics show 

that 32 million people attend at least one music festival in the United States yearly (Nielsen, 2015). In the 

Philippines, according to Paramount Insight's survey of 10,000 respondents in 2019, 24% of Filipino 

respondents have said that they attended a music festival in the past 12 months, and 95% also take the 

importance of the line-up of artists and social interactions in a music festival. 99% also agreed that brands or 
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sponsors help improve the festival (Bloore, 2019). People see festivals as an opportunity and an experience 

for music entertainment and socializing, developing unforgettable experiences, and feeling a strong sense of 

community. Thus, visitors can naturally gravitate towards festival involvement (Biso, 2023). It has also been 

found that service quality attributes like accessibility, prices of tickets, food, and beverages, as well as safety, 

lead to attendee satisfaction (Welthagen & Lo tter, 2020).To provide the guests' needs and desires for more 

opportunities and activities in an orderly manner, event planners must exercise caution when depending 

exclusively on musical performances to create a high-quality experience(Sisson & Alcorn, 2021b).  

The concept of events has become a more essential strategic lever for destinations, and it plays an 

important role in destination image to reflect social, cultural, and tourist spirit (Debbagh & Azouaoui, 2022). 

The current study aims to find out whether tourists create positive images of the destination to which they 

have traveled to attend the event (Debbagh & Azouaoui, 2022). Somehow, this is part of marketing strategies 

frequently aimed at creating and sustaining repeat visits, which may be crucial because festivals rely 

significantly on return visitors. A music festival is approaching because its perceived value can be described 

as an individual's impression (Akhoondnejad, 2016), and it has been hugely disseminated in various 

disciplines, such as food festivals (Jeong & Kim, 2019). However, according to Aşan et al. (2020) perceived 

value is one of the crucial aspects for promoting satisfaction and obtaining a competitive edge in an event. 

While much is known about the effect of festival experiences on satisfaction, planned events in the destination 

image, such as festivals, can facilitate the experiences for attendees, guests, and other stakeholders (Jutbring, 

2018).  

 Tourists' revisit intention also refers to the willingness to visit a tourist destination or event again (Zeng, 

2023). When tourists are satisfied with visiting and the quality of the overall experience, such as having the 

event quality attribute, they tend to have a positive attitude toward a destination or event and intend to revisit 

it (Loureiro, 2014). Therefore, the attendee's experience can be positively associated with attendees' 

perceptions of the quality and value of the music festival experience. The festival brand may even have a 

beneficial influence on tourists' commitment to return to the area where the event happened, so in this way, 

it could have built a loyalty strength aspect for the guests or attendees (Duarte et al., 2018). 

Building revisiting intention in attendees can lead to achieving the goals of an event (Lee 2014 Wu et al., 

2014). Indeed, consumer trust is commonly acknowledged as an essential part of economic achievement. 

Then, several scholars contributed to developing factors of attendees revisiting their intention to study music 

festivals (Cheng et al., 2016). Because guests need and desire more opportunities and activities, event planners 

must exercise caution when depending exclusively on musical performances to create a high-quality 

experience. Therefore, the researchers have chosen individuals belonging to Generation Z as the respondents 

for this study since they are recognized for their adeptness with technology and social platforms, having 

grown up in the digital age. Additionally, their extensive exposure to the Internet from a young age has 

profoundly shaped their purchasing intentions and behaviors to significantly influence their priorities and 

expectations (Ö zkan, 2017). 

A researcher has explored the connections between Event quality and Tourist Behavior within the 

framework of music festival events impacting the revisit intention of the attendees (Debbegh & Azouaoui, 

2022). However, regardless of the origin, there is a need to get more information on how music festivals 

correlate to the event quality and consumers' perceived value and revisit intentions, as it is still yet to be 

tackled thoroughly. Another gap is that some studies focus on analyzing only one music festival experience. 

Additionally, it lacks local studies focusing on Generation Z attendees and how they perceive it; the researcher 

should explore the effects of variables to prove that music festivals drive event quality and conduct more 

research on security issues related to music festivals.  

This study aims to explores the mediating influence of the music festival experience on the relationship 

between event quality, perceived value, and revisit the intentions of these consumers.It also aims to assess the 

impact of event quality on perceived value, how perceived value affects revisit intentions, and how event 

quality is related to revisit intentions. Moreover, this study seeks to assess the mediating role of music festival 

experience between the relationships of event quality, perceived value, and revisit intentions. The findings of 

this study offer valuable insights for event organizers of music festivals, particularly in understanding and 
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catering to the preferences of Gen Z consumers. This research provides implications that are useful for both 

present and future events. By exploring the relationship between event quality, perceived value, and revisit 

intentions, with Music Festival Experience as a mediating factor, the study can enhance the overall experience 

of this event. Moreover, these insights can have a significant contribution to establish successful marketing 

strategies and event management operations. 

 

Literature Review 

Music Festival Experience 

The Philippines has improved a strong growth of music festival events which have several annual events that 

attract both local and international attendees. This is an important part of an event in music hospitality 

(Hudson et al, 2015), which can differ from different types of events due to their focus on themed events (Getz 

& Page, 2016) and have maintained an important standing (Lee & Kyle, 2014). This is the destination where 

music festivals are continually emerging to boost and showcase the culture, local products, and talents, as well 

as the natural wonders that provide livelihood to locals (Mia et al., 2018). Previous studies, such as Al Rousan 

et al. (2023), discovered that many attending music festivals attend to satisfy their working wants and develop 

or build relationships with others. And according to Rivera et al,. (2015) The overall experience in the event 

is influenced by 5 (five) factors which are education, entertainment, enjoyment, aesthetics, and economic 

value which construct a predictor of memorable experiences while focusing on preferences for Gen Z’s 

behavioral intentions. Following this path of thinking, in the context of festival hospitality, visitors may be 

attracted to festival participation only if it is viewed as a resource for connecting with people, an instrument 

for developing interpersonal skills, and an opportunity to form social connections (Przybylski et al., 2013). 

Nowadays, music festivals have increasingly developed all over the world (Kruger & Saayman, 2018), one 

example is the famous Glastonbury music festival in the UK and the Woodstock rock music festival in the US. 

And China’s music festivals rapidly developed (Li & Wood, 2016).  

As music events become more popular, organizers must understand how to provide a great experience for 

visitors. Flow experience is a key aspect in attracting people to tourist events, including music festivals (Cheng 

& Lu, 2015). It offers visitors a state of mind that is desirable (Zhang et al., 2019). In simpler terms, these 

factors affect visitors’ festival experience such as the live music being influenced by the music performance, 

social factors, the environment, etc. (Chen et al., 2019). This continual increase in music festival spending 

worldwide is largely driven by people's preference for live music (Bennett & Woodward, 2014) During the 

music festival, visitors will have the opportunity to enjoy music performances in interactive surroundings. 

(Bennett & Woodward, 2014). In Western countries, when attending music festivals, it’s always been popular 

because it provides visitors with a connection to art and discover the perceived meaning that exists between 

themselves and society (Ballantyne et al., 2013). In conclusion, local or international music festivals are more 

popular than ever before because they lead the way to a global development perspective and have emerged 

as the mainstream attraction. 

Aside from that, when it comes to the music festival experience there are some studies around the 

attendees who experience visiting the music festival (Ding & Hung, 2021). Öne of the studies that Packer and 

Ballantyne (2010) pointed out is that social interaction, separation from daily life, festival environment, and 

lastly the music itself are all important aspects of the music festival experience. The generation Z who was 

raised in the digital age varies from previous generations. They bring their digital perspective to a music event 

and this generation prioritizes the music festivals that they want to have a visual appeal of the event concept, 

song popularity on digital platforms, social media interactions, stage performance, and overall content value 

(Gilang, 2024). However, in the context of festivals, satisfaction with the festival refers to an attendee's overall 

assessment regarding festival experiences (Akhoondnejad, 2016). As a result, this evaluation of music festivals 

can also have a positive relationship with perceived value because it shows here that the experiences are 

effective on satisfaction through perceived value (Song et al., 2014). And the festival attendees' perceived 

value of a festival experience is a result of balancing the expected benefits against the costs involved (Rivera 

et al., 2015). Experience in music festivals turns into satisfaction and could play an essential part in giving the 

intention to return to an event (Borges et at, 2020). Repeating the festival can help analyze its impact, 
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determine interest for future editions, and promote the area (Borges et at, 2020). Therefore, the relationship 

between the music festival experience, perceived value, and revisit intentions shows a strong positive 

connection. When attendees perceive high value from the festivals, they are more satisfied and more likely to 

return. Enhancing the overall experience directly increases the likelihood of future visits. 

 

Event quality  

Event Quality encompasses multiple dimensions, including the quality of performances, venue, amenities, and 

event management (Lee et al., 2011). People return to an event because of the staff quality (Ho Kim et al., 

2013). Event quality is underpinned by two dimensions: the quality of event employees and the quality of the 

event environment during an event. The quality of the event setting and the event personnel serve as its other 

pillars (Esu, 2014).  Another study about event evaluation states that the customer purchasing happily is due 

to the effects of the event quality (Theodorakis, 2019). It was also found that the organizer's professionalism 

in the event and the festival environment influenced visitor satisfaction and ticket repurchasing in a study 

conducted by the Australian Jazz and Blues Festival (Tkaczynski & Stokes, 2005). In planning an event, it must 

consider the both satisfaction of the attendee and organizer which is the result of implementing a good 

physical access control system which lead to have better event quality (Riera, 2024) 

Moreover, to further understand the event quality the researcher used SERVQUAL Model or Service Quality 

Model by Zeithaml, Berry, and Parasuraman (1988) because it provides a clear, flexible, and strong customer 

structure that will helps the organizers to understand and improve the attendees experience event. This model 

was widely used in a lot of studies to measure service quality and customer satisfaction. By using the simplified 

version of it, which is the RATER model, instead of the original 10 dimensions, it uses only 5 parameters, which 

are reliability, assurance, tangibles, empathy, and responsiveness (Bhasin, 2023). This model was found to 

guide the management of emerging enterprises, consumer service preferences, and resource allocation of 

service industries (Shi & Shang, 2020).  According to a study by Janita Gaft (2019), she used the SERVQUAL 

model and found out that attendees of the SaariHelvetti Music Festival were satisfied overall with the event. 

In Hussein's (2016) study, events play an essential part in boosting the intention of visitors to revisit a regular 

event, which resulted in a favorable event image, which would lead to a greater visitor's intention to revisit 

the event. Alongside the safety, performers, and sound quality, the festival area was found to be one of the 

most important festival factors. Ön the other hand, the VIP area and the food stalls caused the most 

dissatisfaction. It was also found that service quality attributes positively influence attendee satisfaction in a 

study conducted at Park Acoustics Music Festival, with parking accessibility, availability, and safety as the first 

concerns (Welthagen & Lotter, 2020). Hence, the researchers have also linked perceived value and revisit 

intention to event quality. 

 

Perceived Value 

Perceived value is the overall assessment of the utility of a product or service based on what is received and 

what is given (Zeithaml, 1988). Waheed and Hassan (2016) found that the functional and emotional variables 

of perceived value have a substantial influence on visitor satisfaction, whereas social value has a favorable 

impact on revisit intention. Satisfaction serves as a link between perceived value and revisit intention. Given 

the significance of improving visitor satisfaction by utilizing different types of engagement to grow or maintain 

tourist numbers, boost interaction levels, and create favorable word-of-mouth for long-term viability, the 

experience economy model is highly esteemed in the realm of the visitor economy (Dieck et al.,2018). It states 

that experience is one of the essential variables in explaining festival satisfaction (Mehmetoglu & Engen, 

2011), where perceived value is a crucial factor for improving long-term relationships with consumers and 

gaining an advantage (Akhoondnejad, 2016).  The perceived value has gained applicability in recent years by 

providing more significant benefits to consumers and organizations that aim to have a competitive advantage 

and assure sustainability (Herva s et al., 2020). It has been considered a key variable since it is firmly connected 

to satisfaction and future intention (Moon et al., 2013). Moreover, there are some evident studies that show 

satisfaction has built a relationship to perceived value and satisfaction where it shows here the positive 

influence (Tam, 2004). It shows here thatt perceived value has a big significant predictor of both satisfaction 
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and behavioral intentions, and strengthening the tourists' evaluation of the benefits and costs of their 

experience is important. 

In the same study conducted at Park Acoustics Music Festival, the price of tickets, food and beverage, 

vendors or exhibits, and even parking is considered important as money was found to be a major antecedent 

for customer satisfaction, which gives them a valuable experience, and behavioral outcome like repeat 

visitation (Welthagen, & Lo tter, 2020). It was also found in another study in Kuzey Fest, Turkey, that alongside 

festival value variables, aesthetics and entertainment influence attendee satisfaction the most, thus proving 

the importance of perceived value to satisfaction development and competitive edge gains (Asan et al., 2020). 

As a result, perceived quality and trust influence revisit intention, which has a substantial impact on 

international tourists' desire to attend Malaysian festivals again. This emphasizes the significance of perceived 

value and trust in attracting repeat visits. (Nadarajah and Ramalu 2018).  

 

Revisit Intentions 

Consumer revisit intention is the desire to travel to a place of interest again (Huu et al., 2024).  According to 

Vada et al., (2019), consumers frequently develop an attachment to a place where the experience is memorable 

and leads them to enhance their social or personal life. These positive memories are essential for the consumer 

to revisit and recommend to others through word of mouth or by expressing them on social media 

(Coudounaris & Sthapit, 2017). Based on the understanding of Tan et al., (2023) it stands that one of the main 

reasons why consumers are willing to revisit events is because of the atmosphere of a music festival that can 

influence people's emotional reactions and lead them to have a good experience. To follow up by Tan et al., 

(2023) the performance can be defined as festival attendees’ perception towards the experience quality of the 

performance of singers/ bands in the music festival. In simpler terms, the consumer enjoying a music 

performance can be seen as an aim to people attending a music festival, hence this is an essential factor that 

could shape visitors’ experience and lead them to revisit the event (Vinnicombe &Sou, 2017). Similarly, 

various tourism and hospitality research confirms the idea that consumer happiness in music festivals is 

directly related to revisiting intention (Tan et al., 2023). Therefore, any service delivered by the event or 

festival context will assure the attendees satisfaction with the service and experience they received and that 

leads for future intention to return to the festival or event (Menezes et al., 2020).  

Consequently, the music festival has multifaceted attractions (music performances, entertainment, 

facilities, etc.) that offer various reasons for tourists to return (Lee, 2016). And it's crucial to understand 

attendees' motives to determine their intent to return and their wants and expectations (Afonso et al., 2018). 

To better understand how music Festivals affect the formation of visitors' intentions to revisit, it's essential 

for event management organizations and festival organizers to recognize essential characteristics of event 

quality that promote higher perceptions of loyalty (Akhoondnejad, 2016) perceived value (Wong et al. 2018) 

and satisfaction (Konuk, 2019). Folgado-Ferna ndez et al. (2019) found that event quality, including programs, 

goods, hospitality, convenience, and site, influences perceived value, credibility, and pleasure, leading to a 

desire to return to festivals. Furthermore, the event quality (Song et al. 2014) and perceived value (Folgado-

Ferna ndez et al. 2019) play a significant role in increasing the intention to revisit music festivals (Song et al, 

2014).   

Therefore, by creating a positive cycle of happiness and loyalty, event managers can increase income and 

ensure long-term success. It showed here that the perceived value has a significant influence relationship and 

has a positive relationship between music experience, event quality, and perceived value among Gen Z 

consumers attending music festivals. High-quality performances and engaging atmospheres lead to a greater 

perceived value, fostering loyalty and revisiting intentions. By prioritizing exceptional music experiences, 

organizers can strengthen this relationship, enhancing both the event's reputation and consumer engagement. 

The theory of Stimulus-organism-response (SÖR) by Mehrabian and Russell (1974) is a model that 

delineates specifics on how environmental stimuli (S) affect or elicit a response from the organism (Ö), which 

in return determines the behavioral response (R). This theory garnered significant interest across numerous 

fields due to its usefulness in understanding human behavior and as a valuable tool for analyzing the tourist 

experience (Chen et al., 2019; Mehrabian & Russell 1974). Öwing to its adaptability, scholars have combined 
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cognitive and affective components into the SÖR framework to suit a variety of situations (Kim et al., 2020). 

For example, Saengchai et al. (2019) used the SÖR model to analyze revisit intention using atmospheric stimuli 

as stimuli, with perceived image and word-of-mouth as the organism and moderator, respectively.  

Sengoz (2024) was also able to uncover several stimuli that contribute to guests' flow experience using the 

SÖR model in the field of hospitality and tourism research. These cues include skill performance, ambiance, 

self-congruence, other consumers' enthusiasm, and consumer-to-consumer engagement. The flow experience 

itself acted as the organism, and the response was measured by behavioral intention to return. The efficacy of 

the SÖR model in examining tourist behavior is demonstrated by its focus on the emotional evocation of 

natural elements, especially in the setting of intangible tourism (Chang et al., 2011). As observed, several 

research matches this approach by using emotions as stimuli or organisms to investigate tourist behavior, 

illustrating the SÖR theory's flexibility. Based on these considerations, the present study can employ theory 

to explain the patterns of the variables’ connections. 

The researcher uses this Theoretical framework as a guiding map for understanding how the things around 

us, specifically external environment factors such as the variable in the study, which is the event quality and 

perceived value, affect the internal feelings and experiences, which is the Music festival experience or the 

organism which it shows whether the event created a long-lasting memory for them, which leads them to have 

a response into making a decision to return to the event. 

 
Figure 1. Theory of Stimulus-organism-response (SÖR) theory 

 

The researcher uses this Theoretical framework as a guiding map for understanding how the things around 

us, specifically external environment factors such as the variable in the study, which is the event quality and 

perceived value, affect the internal feelings and experiences, which is the Music festival experience or the 

organism which it shows whether the event created a long-lasting memory for them, which leads them to have 

a response into making a decision to return to the event.  

Thus, based on the given literature review, here are the hypotheses formulated: 

H1: There is a positive relationship between event quality and revisit intentions among Generation Z 

consumers who attend music festivals 

H2: There is a positive relationship between perceived value and revisit intentions among Generation Z 

consumers who attend music festivals  

H3: There is a positive relationship between event quality and perceived value among Generation Z 

consumers who attend music festivals  

H4: The music festival experience mediates the relationship between event quality and revisit intentions 

among Generation Z consumers  

H5: The music festival experience mediates the relationship between perceived value and revisit intentions 

among Generation Z consumers  

 

This study's conceptual framework shows the links between Event Quality, Perceived Value, Music Festival 

Experience, and Revisit Intention. Event Quality has a positive relationship on both Perceived Value and 

Revisit Intention, demonstrating how the event's quality influences participants' evaluations and intentions 

to return. Similarly, Perceived Value has a direct impact on Revisit Intention, emphasizing the importance of 

participants' perceived benefits in influencing their decision to attend the festival again. Furthermore, the 
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framework incorporates Music Festival Experience as a mediating variable. It illustrates how the Music 

Festival Experience relates Event Quality and Perceived Value to Revisit Intention. 

 

 
Figure 2. Conceptual Framework. Source: Author field work, 2025 

 

 

Methods 

This research utilized predictive-causal research designs to thoroughly investigate the mediating influence of 

music festival experiences on the relationships between event quality, perceived value, and revisit intentions 

among Generation Z consumers in Metro Manila. In taking the approaches, the researchers are able to 

systematically collect and analyze numerical data to fully explore the interplay between these variables. To do 

this, the study examined the causal relationships between event quality, perceived value, and revisit 

intentions, focusing on understanding the predictive power of these factors without changing the variables. 

Using this approach, the researchers aim to uncover how event quality affects perceived value and how these 

factors, in turn, influenced revisiting intentions. 

According to Dunne et al. (2023), Generation Z's expectations of festivals are directly influenced by the 

festival's attractions, their desire to connect with known and external groups during the festival, the 

circulations experienced at the festival, and, to a lesser extent, perceived popularity and developed social 

influence. Öne example of this is the Hungarian Generation Z music festival attendees ranked music as the 

second most significant part of their experiences (Ivanyi, 2021). In North Sulawesi, Indonesia, from August 

2019 to February 2020, 865 Generation Z (Gen Z) and some millennial attendees attended the two most 

popular festivals (Hinek & Papp-Vary, 2024). According to Craven et al. (2020), the primary attendees of 

popular music festivals are culturally varied teenagers aged 18-28, and the performances take place in big 

open venues, which Gen Z are one of the hungriest age groups to attend festivals and other events (Everett et 

al., 2022). 

Therefore, the population for this study consists of Generation Z male or female consumers aged 18 to 27 

who attended music festivals in Metro Manila. While Generation Z is defined as those born between 1997 and 

2012 (Pew Research Center, 2023), this age range was chosen to capture respondents who are more likely to 

attend music festivals on their own, make purchase decisions, and participate in surveys. Adolescents aged 12 

to 17 were excluded since they had low financial independence and may require parental approval (Barhate 

& Dirani, 2021). This group was also selected because this is one of the latest generations that mostly enter 

the workforce (Barhate & Dirani, 2021) and mostly attended music festivals (Dunne et al., 2023). The sample 

size in this research was calculated using Raosoft software, which calculated 385 respondents at a 95% 

confidence level and a 5% margin of error. Participants were chosen using non-probability accidental 

sampling, which is an appropriate method for reaching festival goers who are willing and able to participate. 
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The researchers will use survey questionnaires for data collection. It is a technique of gathering data by 

writing questionnaires that will be answered by the chosen respondents of the researchers (Taherdoost, 

2022). This approach seeks to collect numerical data and information using online and face-to-face surveys. 

The questionnaires' objective was to obtain data from respondents that would offer the necessary information 

for the purpose of the study. 

In achieving the research objectives, standard questionnaires will be adopted, which the researchers made 

and partially adapted from different questionnaires developed based on the literature and constructs of 

previous studies. This study employed Akbaba A.'s (2006) model of Service Quality Models for event quality 

because it closely aligns with the study’s focus. Additionally, the research utilized Sweeney and Soutar (2001) 

Consumer Perceived Value Scale to assess the perceived value of music festivals among participants. This scale 

includes items that measure aspects such as value for money, overall worth, and benefits exceeding costs. It 

also employed Rivera et al. (2015), which mediates the relationship between the variables by using the Five 

E’s experiences and the Memorable experiences in their model. To measure revisiting intentions, the 

researchers used the Siregar et al. (2020) model, which evaluates the likelihood of attending future events, 

willingness to recommend, and satisfaction. 

The questionnaires have seven (7) parts to address the study objectives. Part I deals with the consent form, 

which outlines key aspects, including voluntary involvement, confidentiality, and anonymity, in line with the 

Data Privacy Act (2012). Part II deals with the demographics of the respondents, including age, sex, 

employment status, and monthly income. Part III assesses Music Festival Attendance, collecting data on 

respondents' attendance frequency, recency, and specific Music festivals they attended. Part IV evaluates the 

event quality. Part V is the perceived values, including factors such as emotional fulfillment, social status, and 

cost-benefit analysis. Next is Part VI, which includes the Music Festival Experiences in the event. Lastly, Part 

VII is about revisiting intentions. By purposely choosing the respondents who meet these criteria, the 

researchers' main objective of the questionnaires was to gather data from the respondents that would furnish 

the necessary information for the study. A five-point Likert scale is used to rate the level of agreement or 

disagreement from 1, which means strongly disagree, to 5, which means strongly agree. 

 

Table 1. Survey Demographics based on Sex and Employment Status 

 Employment Status 

Sex Student Working Öther Grand Total 

Female 59.74% 11.69% 1.04% 72.47% 

Male 20.78% 5.97% 0.78% 27.53% 

Grand Total 80.52% 17.66% 1.82% 100.00% 

Source: Author field work, 2025 

 

A total of 385 respondents have successfully answered the survey with all considered valid results. In this 

group, the majority of respondents are female and are students. And same with study of Ö'Regan et al. (2017) 

he mentioned that the presence of younger age groups (18-22 years old) in the music festival is justified 

because it can build an opportunity to interact and socialize with friends and have an act of sharing the same 

interest. 

In the sample, a total of 178 out of the 385 (46.2%) respondents have provided their monthly income. 

Almost 40% have reported an income that is less than ₱ 10,000, but this is mostly driven by those with Student 

and Öther employment status. Zeroing on the respondents with the Working employment status, 100% of the 

respondents have provided their monthly income and majority belong to the ₱20,001 - ₱30,000 income group. 

Based on the responses, 66% of respondents have been to UP Fair, Hydro Manila Music Festival, and Circus 

Music Festival which are large and recurring music festivals in Metro Manila. Respondents who have attended 

these events also attract frequent music-festival-goers as 40% of those who attend music festivals 4-5 times a 

year have been to UP Fair and Circus Music Festival, while 27% and 45% of those who attend music festivals 

more than 5 times a year have attended the Hydro Manila Music Festival and Circus Music Festival 

respectively.  
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Table 2. Survey Demographics based on Monthly Income 

 Monthly Income 

Employment 

Status 

1) More than 

₱40,000 

2) ₱30,001 - 

₱40,000 

3) ₱20,001 - 

₱30,000 

4) 

₱10,001 

- 

₱20,000 

5) Less 

than 

₱10,000 

Grand 

Total 

Öther   40.00% 20.00% 40.00% 100.00% 

Student 1.90% 4.76% 13.33% 18.10% 61.90% 100.00% 

Working 4.41% 27.94% 44.12% 19.12% 4.41% 100.00% 

Grand Total 2.81% 13.48% 25.84% 18.54% 39.33% 100.00% 

Source: Author field work, 2025 

 

Table 3 Distribution of Responses based on Frequency of Attending Music Festivals per Music Festival 

Attended 

 Frequency of attending a music festival 

Music Festival Attended 1) Önce a 

year 

2) 2-3 

times a 

year 

3) 4-5 

times a 

year 

4) More 

than 5 

times a 

year 

Grand Total 

UP Fair 29.10% 17.14% 40.00%  26.23% 

Hydro Manila Music 

Festival 

22.41% 12.86%  27.27% 20.52% 

Circus Music Festival 15.38% 31.43% 40.00% 45.45% 19.48% 

Wanderland Music and 

Arts Festival 

6.69% 2.86%  9.09% 5.97% 

Maskipaps 4.01% 4.29% 20.00%  4.16% 

ÖctoberFest 2.01% 5.71%   2.60% 

Öther 20.40% 25.71%  18.18% 21.04% 

Grand Total 100.00% 100.00% 100.00% 100.00% 100.00% 

Note: Öther consists of all other music festivals listed with <10 respondents. For responses that contained multiple 

music festivals, only the first one was considered for this summary. Source: Author field work, 2025 

 

Table 4 Distribution of responses for the last attended music festival 

When did you attend the music festival? % 

1) Within the last 6 months 26.49% 

2) 6 months to 1 year ago 39.22% 

3) 1 to 2 years ago 21.30% 

4) More than 2 years ago 12.99% 

Grand Total 100.00% 

Source: Author field work, 2025 

 

Majority of the respondents (65.7%) have attended a music festival in the last year. Given this, respondents 

have a higher likelihood of being able to recall their perspective towards music festivals in general and their 

intentions.  

The demographic information and attendance behaviors of the respondents were summarized using 

descriptive statistics. The analysis incorporated gender distribution, employment, income, frequency of 

attendance at music festivals, the last attended music festival, and the music festivals with the highest 

attendance. (See Tables 1-5).  

This paper uses a regression analysis to examine the relationships among the variables, such as the event 

quality, perceived value, and revisit intentions. Path analysis is specified to visualize and analyze the structural 
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relationships among the variables, providing insight into both indirect and direct effects. Mediation analysis 

is performed to explore whether the music festival experience mediates the relationship between event 

quality, perceived value, and revisit intention. Additionally, The Pearson correlation coefficient is also used to 

calculate the data to determine the strength and direction of the relationships. At the same time, ANÖVA was 

used to test the significance of the overall model. Normality tests were conducted to assess the distribution of 

data. 

 

Test of Normality: 

Ho: The distribution is normal 

Ha: The distribution is NÖT normal 

 

Table 5 Descriptive and Test of Normality 

  Event quality Perceived 

value 

Revisit intention Music 

festival 

experience 

N 385 385 385 385 

Missing 0 0 0 0 

Mean 4.11 4.32 4.14 4.27 

Median 4.08 4.43 4.14 4.33 

Standard deviation 0.50 0.56 0.67 0.59 

Minimum 1.92 1.86 1.29 1.83 

Maximum 5.00 5.00 5.00 5.00 

Shapiro-Wilk W 0.98 0.93 0.94 0.93 

Shapiro-Wilk p < .001 < .001 < .001 < .001 

Source: Author field work, 2025 

 

As the p-value of Shapiro-Wilk is < .001, which is less than the 5% level of significance, we reject the null 

hypothesis, meaning the data is not normally distributed. Item loading was also assessed to ensure the 

reliability of survey constructs. actor loadings above the acceptable threshold 0.70 were retained to confirm 

construct validity. 

The research study was conducted in compliance with ethical research standards. Prior to participation, all 

the respondents provided informed consent, assuring that they knew the study's goal and their rights, which 

included confidentiality and anonymity. Data was retained securely and used only for academic purposes. The 

Polytechnic University of the Philippines' Institutional Center of Research Ethics reviewed and approved the 

research procedure, ensuring that it followed ethical guidelines. 

 

Results and Discussion 

This section discusses the findings and analysis of data gathered from field questionnaires. The data is 

calculated based on the relevant study questions. 

 

Table 6 Test of the significant relationship between event quality on revisit intentions of Generation z 

Consumers in music festivals 

  

 

 

 

 
Source: Author field work, 2025 

 

Table 9 showed a significant strong positive relationship between event quality and revisit intentions 

among Generation Z consumers who attend music festivals with r=0.605 and p=0.000. Thus, H1 is accepted.  

Variable Pearson  p-value  N Interpretati

on 

Decision 

Event Quality and 

Revisit Intention 

0.607 0.000 385 Significant   

H1 Accepted 
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Interestingly, based on the data analysis there is a significant strong positive relationship between event 

quality and revisit intentions among Generation Z consumers who attend music festivals with r=0.607 and 

p=0.000. Thus, the H1 is accepted. In this study it has been justified that respondents consider the appearance 

and professionalism of the performers, the welcoming and friendly environment, and the ability of the staff to 

address concerns with sufficient knowledge the most. To further sustain the results, a study about 

SaariHelvetti Music Festival and its attendees have found that performers are important to increase 

satisfaction (Gaft, 2019)  as well as  a study about UK Music Festivals by Brown, 2019, have found that festival 

atmosphere and engagement are most experiential attributes. According to Folgado-Ferna ndez et al. (2016) 

his findings confirm that when there are events that are of a high quality like a music festival, the increase in 

happiness of attendees raises the possibility that they will return. Multiple facets of event quality, including 

information accessibility, program details, food, staff service, merchandise, and ticketing, have positive effects 

on visitors' intentions to return (Ho et al., 2022) which implies enhancing those elements that can increase 

festival attendees' loyalty. Hence, results have also shown signs of revisiting intentions and loyalty to music 

festivals as respondents are likely to attend again in the festival that they've attended and they are still open 

to any other music festival.. Therefore, the results show that among Generation Z music festival attendees, 

event quality and desire to return have a significant positive relationship. Excellent event features, such well-

planned programming, interesting content, and first-rate service, increase attendees' pleasure and increase 

the likelihood that they will return. This highlights how crucial it is to keep raising the standards for events to 

foster patronage from Generation Z and maintain the festival's success over time.  

 

Table 7 Test of a significant impact of perceived value among on revisit intentions of Generation Z 

consumers in music festivals 

Source: Author field work, 2025 

 

Table 7 showed a significant strong positive relationship between perceived value and revisit intentions 

among Generation Z consumers who attend music festivals with r=0.630 and p=0.000. Thus, H2 is accepted. 

The data showed a significantly strong positive relationship between perceived value and revisit intentions 

among Generation Z consumers who attend music festivals with r=0.630 and p=0.000. Therefore, H2 is 

accepted. It's shown that respondents value music festivals as it gives them a sense of excitement and it gives 

them emotional fulfillment. To further prove the hypothesis, according to Zeng (2023), perceived value 

includes emotional response. This would enhance the attendee's overall impression of the music festival 

which then improves chances of attendees returning to the event because they feel an emotional and 

pleasurable value that significantly increases their return. Furthermore, a study about festival goers in Ireland 

has proven if emotional expectations are met, there will be a sense of event attraction, which then would 

directly influence their preference for music festivals (Dunne et al., 2023). This was proven too by the data 

gathered as it has shown that Gen Z attendees are likely to attend the music festival they have attended again, 

and even any music festival. Despite this correlation, respondents see music festivals for social status 

enhancement the least. However, Biso (2023) article has stated that people see music festivals not just for 

entertainment but for socializing and a stronger sense of community. This might be the case for this variable, 

but overall, this indicates that Generation Z's intention to return dramatically impacts how they perceive the 

music festival's activities or consider them highly valuable.  

Table 8 showed a significant strong positive relationship between perceived value and revisit intentions 

among Generation Z consumers who attend music festivals with r=0.607 and p=0.000. Thus, H3 is accepted. 

For Generation Z customers who attend music festivals, event quality and perceived value are associated 

with each other positively. The results showed a significant strong positive correlation between perceived 

value and event quality among Generation Z consumers who attend music festivals with r=0.605 and p=0.000 

Variable Pearson  p-value  N Interpretatio

n 

Decision 

Perceived Value on Revisit 

Intentions 

0.630 0.000 385 Significant  H2 Accepted 
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proves that the H3 is accepted. It showed that GenZ consumers not only see music festivals for excitement, 

and sense of fulfillment, they also see it worth the cost and already experience-giving through value and 

expectations. 

 

Table 8 Test of the significant impact of event quality on perceived value among Generation Z consumers in 

music festivals 

 

 

 

 
 

Source: Author field work, 2025 

 

This is because respondents value the appearance and professionalism of the performers, the welcoming 

and friendly environment, and the ability of the staff to address concerns with sufficient knowledge. These 

results are supported by evidence that Zhang et al. (2018) found that an event's internal and external features, 

such as ambiance, logistical arrangements, and performance quality, had a direct impact on perceived value. 

Therefore, high-quality events increase guests' perceptions of value because they are distinguished by well-

planned programming, interesting content, and excellent service. This association is especially noticeable for 

Generation Z, who wants interactive and unique experiences. Results have also shown that the factors that 

were the least that contributed to value were the lineup meeting their expectations, the information provided 

to access various areas, and unexpected changes in performances and schedules. A study about UK Music 

Festivals and its attendees have stated that if these elements are not handled well, it would contribute to 

negative perception towards the music festival which then expressed the need for organizers to manage these 

well as this would encourage positive emotional experience (Brown, 2019). Ultimately, this shows that high-

quality events enhance attendees' satisfaction, and they create meaningful experiences, which are highly 

valued especially by Generation Z. The idea is validated by research since it reinforces the positive relationship 

between these variables and shows that festival experiences are directly impacted by better event quality. 

 

Table 9 Test of a significant impact of event quality and perceived value on revisit intentions of Generation Z 

consumers in music festivals 

ANÖVAa 

Model Sum of Squares df Mean Square F Sig. 

Regression 82.828 2 41.414 174.965 .000b 

Residual 90.419 382 0.237   

Total 173.247 384    

Dependent Variable: Revisit Intentions. Predictors: Event Quality and Perceived Value. Source: Author field work, 2025 

 

The ANÖVA table above was interpreted as Event Quality and Perceived Value having significant impact on 

the Revisit Intentions with df=2, F=174.965, p=0.000<0.05. 

 

Table 10 Test of Coefficient Between Event Quality and Perceived Value and Revisit Intentions of 

Generation Z Consumers in Music Festivals 

Coefficientsa 

 

Model Unstandardized Coefficients 

Standardized 

Coefficients 

 

 

    t 

 

 

Sig. B Std. Error Beta 

Constant 0.026 0.222  0.115 0.909 

Perceived Value 0.499 0.056 0.415 8.966 0.000 

Event Quality 0.478 0.062 0.357 7.705 0.000 

a. Dependent Variable: Revisit Intention 

Source: Author field work, 2025 

Variable Pearson  p-value  N Interpretation Decision 

Event Quality on 
Perceived Value  

0.605  0.000 385 Significant  
 
H3 Accepted 
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The regression coefficient estimates of the interaction between Revisit Intention and Perceived Value with 

Std. Error=0.022, β=-0.415, t=8.966, p-value (0.000)<0.05,  and interaction between Event Quality and Revisit 

Intention with Std. Error=0.062, β=0.357, t=7.705, p-value (0.000)<0.05, simply put, the combination of 

perceived value and event quality showed moderate positive significant impact on revisit intentions of 

Generation Z in Music Festivals. 

 

Table 11 Mediation Analysis of Music Festival Experience and The Relationship Between Event Quality and 

Revisit Intentions and Perceived Value and Revisit Intentions Among Generation Z 

  β SE Z p 

Indirect Effects      

H4. EQ - MFE x MFE - RI 0.557 0.062 8.940 < .001 

H5. PV - MFE x MFE - RI 0.413 0.047 8.780 < .001 

     

Direct Effects      

EQ - MFE 0.896 0.038 23.21 < .001 

PV- MFE 0.230 0.000 13.9 < .001 

H4. EQ - RI 0.255 0.075 3.390 < .001 

H5. PV - RI 0.344 0.060 5.760 < .001 

Source: Author field work, 2025 

 

Table 11 shows the mediation analysis of Music Festival Experience and the relationship between event 

quality and revisit intentions as well in the relationship between perceived value and revisit intentions among 

generation Z. This shows the significant indirect effect and mediation of Music Festival Experience in the 

relationship of Event Quality and Revisit Intentions with β=0.557, Std. Error=0.062, Z=8.940 and p<0.001. It 

also shows the significant direct effect of Event Quality and Revisit Intentions with β=0.255, Std. Error=0.075, 

Z=3.390 and p<0.001. 

Event Quality showed a significant effect on the Music Festival Experience with β=0.896, Std. Error=0.038, 

Z=23.21 and p<0.001.  Perceived Value also showed significant effect on Music Festival Experience with 

β=0.230, Std. Error=0.000, Z=13.9 and p<0.001. Music Festival Experience shows significant effect and 

mediation of Music Festival Events in the relationship of Perceived Value and Revisit Intentions with β=0.413, 

Std. Error=0.047, Z=8.780 and p<0.001. It also shows a significant direct effect of Perceived Value and Revisit 

Intentions with β=0.344, Std. Error=0.060, Z=5.760 and p<0.001. Thus, H4 and H5 are accepted.  

 

Path Diagram 

Figure 3 shows the betas of Variances and Covariances of the variables. The relationship between event quality 

and music festival experience with β=0.76. This is followed by the relationship between event quality and 

revisit intention with β=0.70, followed by the relationship between event quality and perceived value with 

β=0.60. Lastly, the dependent variable revisit intention obtained the beta value that is closest to 0.10 and 

showed the highest significant impact from the independent variables perceived value β=0.27, event quality 

with β=0.15 and the mediator music festival experience β=0.39.   

 

Mediation Influence of Music Festival Experience  

Surprisingly, in the data results discussed here, the research used ANÖVA to identify the significant impact of 

Event Quality and perceived value on revisit intentions ( df=2, F=174.965, p=0.000<0.05). This study presents 

that H4 and H5 significantly mediate the relationship of music festival experience between event quality, 

perceived value, and revisit, as the results are supported.  The study understands why festival goers prefer to 

return to the same event. The findings reveal that the Music Festival experience shows a significant effect as a 

mediating factor between event quality, perceived value, and revisit intention (β=0.344, Std. Error=0.060, 

Z=5.760 and p<0.001). It also shows a direct effect of Perceived Value on revisit intentions (β=0.344, Std. 

Error=0.060, Z=5.760, and p<0.001.). Thus, H4 and H5 are accepted. 
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Figure 3. Path Diagram. Source: Author field work, 2025 

  

The result of this study indicates that the overall experience at the Music Festival events strengthens the 

effects of event quality and perceived value. Even if the quality of the event or perceived value is high, the 

experience is essential for Gen Z consumers to determine how much these factors make into loyalty or the 

people to go and revisit the Music festival events. Even the organizers try to focus only on the technicality of 

operations, such as event quality and perceived value. It is not enough to achieve the desired result of having 

a customer repeat attendance since the attendee's emotional and experiential connection to the event 

solidifies the return. For Generation Z consumers, the Music festival is not just an event but an experience that 

mainly influences their decision to return.  

These findings are consistent with previous research by Meleddu et al. (2015) and Tan et al. (2023), which 

found that happiness with previous festival experiences increases the likelihood of returning. For example, 

high-quality festivals promote emotional ties, increasing attendees' happiness and devotion to the event (Tan 

et al., 2023). An experience that is memorable tends to be an important moderator, that is, the link between 

event quality, perceived value, and the loyalty of Gen Z. 

In addition, when looking into the mediation role of the music festival experience, the perceived value and 

the intention to revisit it have also produced a positive outcome in that relationship. This means that 

Generation Z attendees place high importance on receiving excellent value for their money while enjoying the 

unique and fulfilling festival experience. According to Zeng (2023) and Kim et al. (2014), satisfied attendees 

who perceived high value usually feel the festival meets or exceeds their expectations, supporting their loyalty 

and intention to return to that event. The data confirms that the music festival experience boosts the effect of 

both event quality and revisit intention, followed by the perceived value of revisit intentions. Having a great 

experience in the event of Music festivals ensures that the participant will particularly come back to that event 

in response. Even if the technical parts of event quality and perceived value are given attention, organizers 

must equally consider the emotional experience to achieve their goals. 

 

Conclusion 

In this research paper, the researchers explored the relationship between event quality, perceived value, and 

revisit intentions among Generation Z consumers attending Music festivals in Metro Manila, considering the 

mediating influence of the Music Festival Experience. The study found that event quality affects perceived 

value significantly and that perceived value then positively relates to revisit intentions. Moreover, the event 
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quality has a direct effect on revisit intentions which makes it important in consumer behavior. Furthermore, 

mediation analysis establishes that the Music Festival Experience mediates several relationships thus making 

it significant in connecting event quality and perceived value to intention to revisit. 

Conversely, this paper gives a very valid insight for event organizers and stakeholders in the business of 

music festivals, particularly in Metro Manila; it highlights the critical festival experience as a mediator for the 

festival. The findings emphasize the contribution to practice: For Boosting Event Quality, the Örganizers 

should focus on delivering high-quality events, such as responsible and reliable logistics, great performances, 

and safety in an inclusive environment. In that way the event's quality will determine the festival's overall 

experience and directly impact perceived value and revisiting intentions. Next is the Improving of Perceived 

Value; organizers should focus on achieving better ticket pricing and the value of benefits provided to attract 

and maintain Generation Z consumers. Öther innovative features such as digital experiences, sustainability 

practices, and exclusive activities may help increase perceived value and ensure return visits. In terms of 

engaging festival experiences, considering the mediating role of the music festival experience will help event 

planners create immersive and memorable activities that should connect with Gen Z's preferences. Elements 

like themed ambiance, interactive installations, and live social media engagement can create lasting 

impressions and strengthen consumer loyalty.  Additionally, the Strategic Marketing where involves the 

different platforms such as TikTok, Instagram, and even Facebook for targeted promotions, collaboration with 

the influencers to boost reliability of the event, and use some creative hashtag or campaigns to increase event 

visibility. Together with Engagement Marketing it should create meaningful connections by offering 

interactive on-site activities, providing live streaming, and follow-ups like thank-you messages. These efforts 

should feature the festival's unique experiences that connect with the values of Gen Z, such as social 

connection, cultural diversity, and personal development. The festivals can access Gen Z's favorite social media 

platforms for increased appeal and ticket sales. In this research, policymakers can use these insights provided 

in this research to develop more standards and high quality and make a good strategy in the event planning 

and management, promoting a long-lasting growth in the music festival industry, especially in the Philippines.  

Through this research study’s results and discussion as well as using the concept of SÖR or Stimulus-

organism-response theory, the researchers have formulated a respective theory called the “Event Experience 

Theory". It proposes that a high-quality event and its aspects acts as a stimulus, influencing attendee 

perceptions or perceived value, and ultimately driving their revisit intentions. This theory emphasizes the 

crucial role of the "event experience" as a mediator where attendees evaluate these events through perceived 

value, and event quality which then affects their response to revisit or not. Positive experiences, in relation to 

the study, such as enjoying the music, connecting with friends, and immersing oneself in the festival's unique 

atmosphere, significantly enhance perceived value. Conversely, negative experiences, like long lines or poor 

sound quality, can diminish perceived value, even if the festival boasts a strong lineup. This theory highlights 

that creating a memorable and valuable experience, encompassing both tangible and intangible benefits, is 

paramount for fostering attendee loyalty and ensuring the long-term success of any event. Whether it be a 

music festival or other event, experience and quality, alongside perceived value as a evaluator, will directly 

influence an attendee’s decision to attend again or not. 

This study has successfully explored and validated the relationship between event quality, perceived value, 

and revisit intentions among Generation Z consumers who are attending the Music Festivals in Metro Manila. 

By highlighting the mediating influence of the Music festival experience, the research contributed a lot to a 

deeper understanding of how the experience of the Generation Z enhances the impact of event quality and 

perceived value on consumer behavior. Another thing is the study achieved that having great event quality 

has a positive impact on GenZ, and they perceive its value. Also, this factor affects their revisiting this kind of 

event, even if it takes them to different places. The findings have given actionable insights for improving the 

event management practices, especially how they handled people in this field and promoted a customer to be 

more loyal and always come back to this kind of event, which can offer an important contribution to both 

industry and academic literature. 

The scope of this research study is centered on Generation Z consumers, specifically those born between 

1997 and 2012, who attend music festivals in Metro Manila, Philippines. By focusing on this demographic, the 
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study aims to gain a deeper understanding of the preferences, behaviors, and motivations of young attendees 

in the context of music festivals. The research investigates the relationships among three primary variables: 

event quality, perceived value, and music festival experience, with the latter serving as a mediating factor 

influencing revisit intentions. Event quality is assessed through various dimensions, including programming, 

service quality, accessibility of information, and overall attendee satisfaction. Perceived value is evaluated 

based on attendees' assessments of the benefits they receive relative to the costs incurred in attending the 

festival. Regardless of if its, tangible or intangible, music festival experience is also included as a mediator to 

which influences the constructs: event quality, perceived value, and revisiting intentions 

However, the study also provides several limitations that must be accepted. Firstly, the geographic focus 

on Metro Manila may restrict the applicability of the findings, as music festival experiences can change 

significantly across different regions and cultures. The unique characteristics of the local music scene may not 

reflect the experiences of Generation Z in other areas, limiting the applicability of the results. Secondly, by 

simply concentrating on Generation Z, the research may have a view of the preferences and behaviors of other 

age groups who also attend music festivals, which could further limit the wide applicable of the findings. 

Additionally, the dependency on self-reported data through surveys introduces potential biases, such as social 

desirability bias, where respondents may provide answers they believe are more favorable or acceptable 

rather than their true feelings or experiences. The study captures an exposure of attendees' experiences at a 

specific point in time, which may not account for changes in preferences or behaviors over time, especially in 

a fast evolving cultural landscape. Lastly, the research may not fully consider external factors that could 

influence revisit intentions, such as economic conditions, competing events, or changes in the music industry 

that could affect attendance of festival attendees. These limitations highlight the possible need for caution 

when interpreting the findings and applying them to broader contexts. 

In alignment to the limitations, to ensure the reliability and validity of this study, a structured survey 

questionnaire was developed using established models, such as Akbaba A.'s (2006) Service Quality Model and 

Sweeney and Soutar's (2001) Consumer Perceived Value Scale, enhancing measurement consistency. While 

the study focuses specifically on Generation Z attendees in Metro Manila, this targeted approach allows for a 

deeper exploration of their unique experiences and preferences, enhancing the external validity within this 

context. The use of robust statistical analyses, including regression and mediation analysis, further confirms 

the relationships among the variables, ensuring that the findings are both reliable and valid. 

Future researchers can continue this study in different places or aspects, like other cities in the Philippines 

of their music festivals. This will show if the results stay the same across in various settings. They can also 

provide additional new factors that might help to better explain how event quality, perceived value, and the 

desire to return are connected. These could include brand sponsorship, artist lineup, eco-friendliness, and 

how people interact or socialize in different parties Additionally, future research could look at different age 

groups such as Millennials or Gen X, to compare their preferences and behaviors whether they have the same 

things to shape their choices. Adding interviews and open-ended questions would allow researchers to 

uncover deeper emotional ties and reasons for attending the festival. Lastly, we can explore how these findings 

apply to marketing and running events. This knowledge could help festival organizers create better 

experiences that boost perceived value and make people want to come back. 

 

Acknowledgments  

Not applicable. 

 

Declaration  

Ethics approval and consent to participate 

Not applicable. 

 

Consent for publication 

Not applicable. 

 

Availability of data and materials 



Lopez, M. J., et al   Journal of Rural Tourism (2026) 3:2                                                                                      195 

  

 

The data supporting the findings of this study are available upon request. 

 

Competing interests 

The authors declare that there is no conflict of interest regarding this work. 

 

Declaration of generative AI and AI-assisted technologies  

During the preparation of this work the author used Grammarly in order to correct spelling mistakes and help me make 

better sentences. After using this tool/service, the author reviewed and edited the content as needed and takes full 

responsibility for the content of the published article. 

 

Author contributions 

BH and SS contributed to Conceptualization, Methodology, and Writing – Öriginal Draft. SS also contributed to 

Supervision. BH contributed to Data Curation, Formal Analysis, and Visualization.  

 

Funding 

Not applicable. 

 

Author detail  
1Bachelor of Science in Hospitality Management, Polytechnic University of the Philippines, Manila, Philippines 

 

Received: 25 July 2025   Accepted:  25 February 2026 

Published online:  25 February 2026 

 

References  

Afonso, C., Silva, G. M., Gonçalves, H. M., & Duarte, M. (2018). The role of motivations and involvement in wine tourists’ intention to 

return: SEM and fsQCA findings. Journal of Business Research, 89, 313–321. https://doi.org/10.1016/j.jbusres.2017.11.042 

Akhoondnejad, A. (2016). Tourist loyalty to a local cultural event: The case of Turkmen  handicrafts festival. Tourism Management, 

52, 468–477. https://doi.org/10.1016/j.tourman.2015.06.027 

Al Rousan, R., Khasawneh, N., Sujood, S., & Bano, N. (2023). Post-pandemic intention to participate in the tourism and hospitality 

(T&H) events: An integrated investigation through the lens of the theory of planned behavior and perception of COVID-19. 

International Journal of Event and Festival Management, 14, 237–258. https://doi.org/10.1108/ijefm-04-2022-0036 

Aşan, K., Kaptangil, K., & Kınay, A. G. (2020). Mediating role of perceived festival value in the relationship between experiences and 

satisfaction. International Journal of Event and Festival Management, 11(2), 255–271. https://doi.org/10.1108/ijefm-11-2019-

0058 

Ballantyne, J., Ballantyne, R., & Packer, J. (2013). Designing and managing music festival experiences to enhance attendees’ 

psychological and social benefits. Musicae Scientiae, 18(1), 65–83. https://doi.org/10.1177/1029864913511845 

Barhate, B., & Dirani, K. (2021). Career aspirations of generation Z: A systematic literature review. European Journal of Training and 

Development, 46(1/2), 139–157. https://doi.org/10.1108/EJTD-07-2020-0124 

Bennett, A., Taylor, J., & Woodward, I. (n.d.). The Festivalization of Culture. The Festivalization of Culture. 

Bhasin, H. (2023, June 13). The ServQual Model – Definition, Dimensions, Gaps and Advantages service. Marketing91. 

https://www.marketing91.com/servqual/ 

Biso, N. (2023, June 4). 5 reasons why people love going to music festivals - Nathalia Biso - medium. Medium. 

https://medium.com/@nathaliabiso1/5-reasons-why-people-love-going-to-music-festivals-a6cee5e3ee85 

Bloore, K. (2019, May 28). In the Philippines and Indonesia, Music Festivals are Powerful, Vibrant, Emotional and Shareable 

Experiences. Paramount Insights.vhttps://insights.paramount.com/post/in-the-philippines-and-indonesia-music-festivals-are-

powerful-vibrant-emotional-and-shareable-experiences/ 

Borges, A. P., Cunha, C., & Lopes, J. (2020). The main factors that determine the intention to revisit a music festival. Journal of Policy 

Research in Tourism Leisure and Events, 13(3), 314–335. https://doi.org/10.1080/19407963.2020.1817051 

Brown, A. E. (2019). Is it just the Music? Towards an Understanding of the Festival-goer and their Experience at UK Music Festivals 

(Doctoral dissertation, University of Central Lancashire). 

Chang, C.H.; Shu, S.; King, B. Novelty in theme park physical surroundings: An application of the stimulus–organism–response 

paradigm. Asia Pac. J. Tour. Res. 2014, 19, 680–699.  

Cheng, T., & Lu, C. (2015). The Causal Relationships among Recreational Involvement, Flow Experience, and Well-being for Surfing 

Activities. Asia Pacific Journal of Tourism Research, 20(sup1), 1486–1504. https://doi.org/10.1080/10941665.2014.999099 

Chen, Z., King, B., & Suntikul, W. (2019). Festivalscapes and the visitor experience: An application of the stimulus organism response 

approach. International Journal of Tourism Research, 21(6), 758-771. 

Coudounaris, D. N., & Sthapit, E. (2017). Antecedents of memorable tourism experience related to behavioral intentions. Psychology 

and Marketing, 34(12), 1084–1093. https://doi.org/10.1002/mar.21048 

https://doi.org/10.1016/j.jbusres.2017.11.042


Lopez, M. J., et al   Journal of Rural Tourism (2026) 3:2                                                                                      196 

  

 

Craven, J., Craven, J., & Craven, J. (2020, November 16). Fear of missing out: what do we know about the psychology of music 

festivals? Culturico - Macro and Micro Opinions on Humans, Their Culture, Politics and Science. 

https://culturico.com/2019/09/12/fear-of-missing-out-what-do-we-know-about-the-psychology-of-music-festivals/ 

Debbagh, Z., & Azouaoui, H. (2022). The Mediating Role of Destination Image in the Relationship Between Event Image and Tourists’ 

Behavioural Intentions Towards the Destination: The Case of Music Festivals in Morocco. DOAJ (DOAJ: Directory of Open Access 

Journals). https://doi.org/10.46222/ajhtl.19770720.255 

Ding, H., & Hung, K. (2021). The antecedents of visitors’ flow experience and its influence on memory and behavioral intentions in 

the music festival context. Journal of Destination Marketing & Management, 19, 100551. 

https://doi.org/10.1016/j.jdmm.2020.100551 

Dieck, M. C. T., Jung, T. H., & Rauschnabel, P. A. (2018). Determining visitor engagement through augmented reality at science 

festivals: An experience economy perspective. Computers in Human Behavior, 82, 44–53. 

https://doi.org/10.1016/j.chb.2017.12.043 

Dunne, F. D., O Mahony, S. A., & O Shea, T. L. (2023). Festival Feels: Exploring the Motivations of Generation Z Festival-Goers in 

Ireland. Event Management, 27(5), 691–712. https://doi.org/10.3727/152599523x16830662072071 

Everett, P., CM.com, Heath, C., Manetti, M., Mansfield, I., McTernan, C., & Shogbola, H. (2022). The Future of Live Music Report. In 

CM.com. https://www.cm.com/cdn/web/en-gb/file/whitepapers/music-research-report.pdf 

Esu, B. B. (2014). Analysis of event quality, satisfaction and behavioural intentions of attendees of calabar festival, Nigeria. 

International Journal of Management and Social Science Research Review, 1(1), 1-13. 

Folgado-Fernández, J. A., Hernández-Mogollón, J. M., & Duarte, P. (2016). Destination image and loyalty development: the impact of 

tourists’ food experiences at gastronomic events. Scandinavian Journal of Hospitality and Tourism, 17(1), 92–110. 

https://doi.org/10.1080/15022250.2016.1221 

Gaft, J. (2019). Evaluating service quality at a music festival through customer satisfaction : Customer satisfaction at SaariHelvetti 

Music Festival. Theseus. https://www.theseus.fi/handle/10024/261478 

Getz, D., & Page, S. J. (2016). Progress and prospects for event tourism research. Tourism Management, 52, 593–631. 

https://doi.org/10.1016/j.tourman.2015.03.007 

Gilang, A. (2024, August 17). Gen Z’s Quick Decision: To Stay or Leave the Music Festival. Retrieved from 

https://youthlab.id/weekly/gen-zs-quick-decision-to-stay-or-leave-the-music-

festival/#:~:text=For%20Gen%20Z%2C%20enjoying%20music,comprehensive%20offline%20experience%20for%20themselv

es. 

Hassan, Z. (2016). Influence of customer perceived value on tourist satisfaction and revisit intention: a study on guesthouses in 

Maldives. Waheed, N and Hassan, (2016), 101-123. 

Hinek, M., & Papp-Vary, Á. (2024). Topic modelling of festival-visitors’ opinions: A case study of Sziget Festival (By European Journal 

of Tourism Research; Vol. 37, p. 3703) [Journal-article]. https://doi.org/10.54055/ejtr.v37i.3037 

Ho, J.M. and Tiew, F. and Adamu, A.A. 2022. The determinants of festival participants' event loyalty: a focus on millennial 

participants. International Journal of Event and Festival Management. 13 (4): pp. 422-439. 

Ho Kim, T., Jae Ko, Y., & Min Park, C. (2013). The influence of event quality on revisit intention: Gender difference and segmentation 

strategy. Managing Service Quality: An International Journal, 23(3), 205-224. 

Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects of social media on emotions, brand relationship quality, and 

word of mouth: An empirical study of music festival attendees. Tourism Management, 47, 68–76. 

https://doi.org/10.1016/j.tourman.2014.09.001 

Huu, T. N., Ngoc, H. N., Dai, L. N., Thu, D. N. T., Truc, L. N., & Trong, L. N. (2024). Effect of tourist satisfaction on revisit intention in Can 

Tho City, Vietnam. Cogent Business & Management, 11(1). https://doi.org/10.1080/23311975.2024.2322779 

Iványi, T. (2021). Analysis of Sources for Information Gathering before Visiting a Festival in the Case of Generation Z. Periodica 

Polytechnica Social and Management Sciences, 29(2), 196-208. https://doi.org/10.3311/PPso.15947 

Jeong, Y., & Kim, S. (2019). A study of event quality, destination image, perceived value, tourist satisfaction, and destination loyalty 

among sport tourists. Asia Pacific Journal of Marketing and Logistics, 32(4), 940–960. https://doi.org/10.1108/apjml-02-2019-

0101 

Jutbring, H. (2018). Social marketing through a music festival. Journal of Social Marketing, 8(2), 237–256. 

https://doi.org/10.1108/jsocm-03-2017-0017 

Kim, Y. H., Duncan, J., & Chung, B. W. (2014). Involvement, Satisfaction, Perceived Value, and Revisit Intention: A Case Study of a Food 

Festival. Journal of Culinary Science & Technology, 13(2), 133–158. https://doi.org/10.1080/15428052.2014.952482 

Konuk, F. A. (2019). The influence of perceived food quality, price fairness, perceived value and satisfaction on customers’ revisit and 

word-of-mouth intentions towards organic food restaurants. Journal of Retailing and Consumer Services, 50, 103–110. 

https://doi.org/10.1016/j.jretconser.2019.05.005 

Kruger, M., & Saayman, M. (2018). ‘All that jazz’: the relationship between music festival visitors’ motives and behavioural intentions. 

Current Issues in Tourism, 22(19), 2399–2414. https://doi.org/10.1080/13683500.2018.1451496Lee, Y. (2016). Impact of 

government policy and environment quality on visitor loyalty to Taiwan music festivals: Moderating effects of revisit reason and 

occupation type. Tourism Management, 53, 187–196. https://doi.org/10.1016/j.tourman.2015.10.004 

Lee, Y. (2016). Impact of government policy and environment quality on visitor loyalty to Taiwan music festivals: Moderating effects 

of revisit reason and occupation type. Tourism Management, 53, 187–196. https://doi.org/10.1016/j.tourman.2015.10.004 



Lopez, M. J., et al   Journal of Rural Tourism (2026) 3:2                                                                                      197 

  

 

Lee, Y.-K., Lee, C.-K., Lee, W., & Ahmad, M. S. (2021). Do hedonic and utilitarian values increase pro-environmental behavior and 

support for festivals? Asia Pacific Journal of Tourism Research, 26(8), 921–934. https://doi.org/10.1080/10941665. 

2021.1927122 

Li, Y., & Wood, E. H. (2014). Music festival motivation in China: free the mind. Leisure Studies, 35(3), 332–351. 

https://doi.org/10.1080/02614367.2014.962588 

Mehmetoglu, M., & Engen, M. (2011). Pine and Gilmore’s Concept of Experience Economy and Its Dimensions: An Empirical 

Examination in Tourism. Journal of Quality Assurance in Hospitality & Tourism, 12(4), 237–255. 

https://doi.org/10.1080/1528008x.2011.541847 

Menezes, A., Lima, R.M., Aquere, A.L. & Amorim, M. 2020. An adaptation of SERVQUAL for events evaluation: An environmental 

sustainability addon. Sustainability, 12(7408): 1-20.  Sustainability, 12, 7408–7420. https://doi.org/10.3390/su12187408 

Mia, I. B., Diche, E. A., Torres, A. J., & Guia, J. (2018). Assessing the impacts of green supply chain management and frugal product 

innovation to the sustainability. . . ResearchGate. Retrieved from 

https://www.researchgate.net/publication/341368933_Assessing_the_impacts_of_green_supply_chain_management_and_frugal_

product_innovation_to_the_sustainability_of_social_enterprises_in_the_Gawad_Kalinga_Enchanted_Farm?enrichId=rgreq-

086bf409ba02a590778cabf1d31b1b97-

XXX&enrichSource=Y292ZXJQYWdlOzM0MTM2ODkzMztBUzo4OTA5MjQxNzk2NTY3MDhAMTU4OTQyNDI4NTY4NQ%3D%3D&

el=1_x_2&_esc=publicationCoverPdf 

Moon, K. S., Ko, Y. J., Connaughton, D. P., & Lee, J. H. (2013). A mediating role of destination image in the relationship between event 

quality, perceived value, and behavioral intention. Journal of Sport Tourism, 18(1), 49–66. 

https://doi.org/10.1080/14775085.2013.799960 

Nadarajah, G., & Ramalu, S. S. (2018). Effects of service quality, perceived value and trust on destination loyalty and intention to 

revisit Malaysian festivals among international tourists. International Journal of Recent Advances in Multidisciplinary Research, 

5(1), 3357-3362. 

Nielsen. (2022, July 21). For Music Fans, the Summer is All a Stage. https://www.nielsen.com/insights/2015/for-music-fans-the-

summer-is-all-a-stage/ 

Olaguera, C. (2023, April 14). Get set for 2023 Clark Aurora Music Festival, details here! PEP.ph. 

https://www.pep.ph/news/local/172728/what-you-need-to-know-about-2023-clark-aurora-music-festival-a5254-20230414 

Ö’Regan, M., Choe, J., & Yap, M. (2017). Attendee motivations at an international wine festival in China. Event Management, 21(4), 

448–460. https://doi.org/10.3727/152599517x14998876105774 

Özkan, M., & Solmaz, B. (2017). Generation Z-the global market’s new consumers-and their consumption habits: Generation Z 

consumption scale. European Journal of Multidisciplinary Studies, 2(5), 222-229. 

Packer, J., & Ballantyne, J. (2010). The impact of music festival attendance on young people’s psychological and social well-being. 

Psychology of Music, 39(2), 164–181. https://doi.org/10.1177/0305735610372611 

Peralta, L. (2024, January 31). How does music affect society? Save the Music Foundation. https://www.savethemusic.org/blog/how-

does-music-affect-society/ 

Pew Research Center. (2023, May 22). Generation Z. https://www.pewresearch.org/topic/generations-age/generations/generation-

z/ 

Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). Motivational, emotional, and behavioral correlates of fear of 

missing out. Computers in Human Behavior, 29(4), 1841–1848. https://doi.org/10.1016/j.chb.2013.02.014 

Ramsbottom, O., Michopoulou, E., & Azara, I. (2018). Guest Introduction: Making Sense of event experiences. Event Management, 

22(1), 1–8. https://doi.org/10.3727/152599517x15111988553946 

Rivera, M. A., Semrad, K. J., & Croes, R. (2015). The five E’s in festival experience in the context of Gen Y: Evidence from a small island 

destination. Revista Española De Investigación De Marketing ESIC, 19(2), 95–106. https://doi.org/10.1016/j.reimke.2015.06.001 

Saengchai, S., Joemsittiprasert, W., & Jermsittiparsert, K. (2019). Impact of Atmospheric Stimuli on Revisit Intention: Some Evidence 

on Stimulus-Organism-Response Model: A Case of International Five-Star Hotels in Indonesia. Journal of Computational and 

Theoretical Nanoscience, 16(11), 4722-4730. 

Sengoz, A., Cavusoglu, M., Kement, U., & Bayar, S. B. (2024). Unveiling the symphony of experience: Exploring flow, inspiration, and 

revisit intentions among music festival attendees within the SOR model. Journal of Retailing and Consumer Services, 81, 104043. 

https://doi.org/10.1016/j.jretconser.2024.104043 

Sisson, A. D., & Alcorn, M. R. (2021b). How was your music festival experience? Impacts on loyalty, word-of-mouth, and sustainability 

behaviors. Event Management, 26(3), 565–585. https://doi.org/10.3727/152599521x16288665119495 

Song, H. J., Lee, C., Park, J. A., Hwang, Y. H., & Reisinger, Y. (2014). The Influence of Tourist Experience on Perceived Value and 

Satisfaction with Temple Stays: The Experience Economy Theory. Journal of Travel & Tourism Marketing, 32(4), 401–415. 

https://doi.org/10.1080/10548408.2014.898606 

Stefano, N., Filho, N. C., Barichello, R., & Sohn, A. (2015b). A Fuzzy SERVQUAL Based Method for Evaluated of Service Quality in the 

Hotel Industry. Procedia CIRP, 30, 433–438. https://doi.org/10.1016/j.procir.2015.02.140 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item scale. Journal of retailing, 77(2), 

203-220. 

Taherdoost H. (2022) Designing a Questionnaire for a Research Paper: A Comprehensive Guide to Design and Develop an Effective 

Questionnaire. Asian Journal of Managerial Science, 11, pp.8 - 16. ff10.51983/ajms-2022.11.1.3087ff. Ffhal-03741836f 



Lopez, M. J., et al   Journal of Rural Tourism (2026) 3:2                                                                                      198 

  

 

Tam, J. L. (2004). Customer Satisfaction, Service Quality and Perceived Value: An Integrative Model. MM. Journal Of Marketing 

Management/Journal Of Marketing Management, 20(7–8), 897–917. https://doi.org/10.1362/0267257041838719 

Tan, K., Ho, J., Sim, A. K., Dubos, L., & Cham, T. (2023). Unlocking the secrets of Miri country music festival in Malaysia: a moderated-

mediation model examining the power of FOMO, flow and festival satisfaction in driving revisiting intentions. Asia Pacific Journal 

of Tourism Research, 28(5), 416–432. https://doi.org/10.1080/10941665.2023.2245500 

Tkaczynski, A., & Stokes, R. (2005, January). All that jazz! Festival-specific predictors of service quality, satisfaction and repurchase 

intentions'. In Proceedings of the 2005 Australian and New Zealand Marketing Academy Conference (ANZMAC 2005) 

The Editors of Encyclopaedia Britannica. (2024, July 6). Music festival | Types, Benefits & History. Encyclopedia Britannica. 

https://www.britannica.com/art/music-festival 

The Manila Times. (2024). PlayTime sponsors Fireworks Circus Music Festival 2024. The Manila Times. 

https://www.manilatimes.net/2024/10/06/tmt-newswire/playtime-sponsors-fireworks-circus-music-festival-2024/1979673 

Vada, S., Prentice, C., & Hsiao, A. (2019). The influence of tourism experience and well-being on place attachment. Journal of Retailing 

and Consumer Services, 47, 322–330. https://doi.org/10.1016/j.jretconser.2018.12.007 

Vinnicombe, T., & Sou, P. U. J. (2017). Socialization or genre appreciation: the motives of music festival participants. International 

Journal of Event and Festival Management, 8(3), 274–291. https://doi.org/10.1108/ijefm-05-2016-0034 

Welthagen, L., & Lötter, M. J. (2020). Examining the relationship between music festival attributes and attendee satisfaction. New 

Generation Sciences, 18(2), 56–59. https://journals.co.za/doi/pdf/10.10520/ejc-newgen-v18-n2-a5  

Wong, I. A., Ji, M., & Liu, M. T. (2016). The Effect of Event Supportive Service Environment and Authenticity in the Quality–Value–

Satisfaction Framework. Journal of Hospitality & Tourism Research, 42(4), 563–586. 

https://doi.org/10.1177/1096348015614957 

Yin, S., Fu, C., & Dai, G. (2023). Exploring the Festival Attendees’ Experiences on Social Media: A Study on the Guangzhou 

International Light Festival. SAGE Open, 13(1). https://doi.org/10.1177/21582440221145154 

Zhang, Y., Feng, D., Zhao, Y., Dong, H., Chang, G., Quan, C., . . . Qin, Y. (2019). Evolution of Char Structure During In-Situ Biomass Tar 

Reforming: Importance of the Coupling Effect Among the Physical-Chemical Structure of Char-Based Catalysts. Catalysts, 9(9), 

711. https://doi.org/10.3390/catal9090711 

Zeng, J. (2023). A study of the effect of event tourists’ perceived value on the revisit intention: a case study of music festival in 

Chengdu. In Advances in Social Science, Education and Humanities Research/Advances in social science, education and 

humanities research (pp. 305–310). https://doi.org/10.2991/978-2-38476-130-2_37 

 

Publisher Notes  
Borneo Novelty Publishing remains neutral with regard to jurisdictional claims in published maps and institutional 

affiliations. 
 


