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ABSTRACT 

Festival tourism has been growing considerably over the years, 
acquiring a prominent position and with strong popularity in society. 
Festivals and/or events promote a cultural exchange at international, 
national and local levels, with the opportunity for cultural sharing, 
from history and tradition, culinary and drinks, music and dance, 
involving all publics (organization, services, artists, participants and 
local inhabitants). Festivals are recognized as an effective strategy 
for host destinations promoting economic, social and cultural 
development. The present study aims to test the mediator role of 
quality and satisfaction in the relationship between the motivation in 
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the choice of performing arts festivals and the loyalty of the tourists. 
The sample consisted of 532 respondents, collected at two 
performing arts festivals: Andanças festival (Portugal) and La Sierra 
festival (Spain). The results of the study show that tourists motivated 
to attend performing arts festivals, tend to perceive the festival as 
having quality, and are satisfied with the service, which in turn tend 
to revisit and recommend the festival. The study discusses the 
implications of the obtained results. It also presents limitations and 
suggests future studies.  

  
KEYWORDS 

Tourism; Performing Arts Festivals; Motivation; Quality; Satisfaction; 
Loyalty. 

 
ECONLIT KEYS 

Z31; Z32; C30 
 

1. INTRODUCTION 

 

In recent years, there has been growing interest in tourism, such as the 

contribution of tourist regions and places to the economic growth and local 

development (Jiménez & Martín, 2004). Besides that, culture has also been playing a 

crucial role in the services economy, contributing significantly to the continued and 

rapid growth of tourism worldwide (Cooper, Fletcher, Fyall, Gilbert & Wanhill, 2008). 

Therefore, culture has been considered a fundamental pillar in the tourist activity, 

being designated by cultural tourism. Richards (1997) defines cultural tourism as the 

"movements of persons to specific cultural attractions, such as heritage sites, artistic 

and cultural manifestations, arts and drama outside their normal place of residence" 

(p. 24). According to the Organization for Economic Co-operation and Development 

report (OECD, 2009), the cultural tourism market is fundamental on a global scale, 

accounting approximately 40% of the international tourism market. Thus, cultural 

tourism can be considered the main strength of regions, in which the community 

presents to tourists their origins through history, culture, habits and customs (Timothy, 

2011). In this context, the use of performative arts, such as music, dance, and 

theatre, is essential in the tourism development (Hughes, 2000).  

Guerreiro, Mendes and Henriques (2014) consider cultural tourism as a promising 

market segment, with a potential to grow superior to other niches. Tourists are 

motivated to travel according to their tastes and interests, which can be found in 
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various aspects of cultural tourism, namely heritage tourism, art tourism, ethnic 

tourism, literary tourism, gastronomic tourism, indigenous tourism, archaeological 

tourism, musical tourism, cinematographic tourism, festival tourism, historical tourism, 

military tourism, dark tourism, war tourism, among others. All of these tourist 

branches allow new visions and possibilities for different areas promote the 

appearance of new tourist models, the reuse and revitalization of existing tourist 

territories, as well as new tourist offers available to tourists (Carvalho, 2017). 

Festival tourism has increased significantly over the years, gaining considerable 

popularity and a prominent position in the development of tourism and society. The 

festivals have a historical trajectory throughout humankind, from prehistoric times, 

fundamental in the presentation and conservation of the various traditions transmitted 

from generation to generation (Carvalho, 2017; Quinn, 2009; Stankova & Vassenska, 

2015; Ziakas, 2013). Several authors (Getz, 2007; Grappi & Montanari, 2011; Huang, 

Li & Cai, 2010; Kotler, Haider & Rein, 1993) consider that festivals and special events 

are strategic elements that contribute to regional development, which have a strong 

contribution in economy, increasing the tourist flow and the number of tourists. Also, 

Stankova and Vassenska (2015) mention the importance of festivals and/or events in 

cultural promotion, whether internationally, nationally or even locally. Festivals 

promote the sharing of the cultural identity of the regions, from history and tradition, 

cooking and drinks, music and dance, involving all public in this interaction 

(organization, services, artists, participants and locals). Local festivals are considered 

a way to boost sustainable tourism, and represent and facilitate the learning on 

cultural identity, ethnic origins and local customs (Lee, Lee, & Choi, 2011; Yoon, Lee, 

& Lee, 2010). Regardless of their geographic location, events promote the creation 

and maintenance of social groups or subcultures that share the same tastes, and 

play, at this level, an important role in society (Laing, 2018). Ziakas (2013) 

emphasizes that it is essential to create and maintain a set of festivals and/or events 

that can appeal to different audiences, trying to meet different tastes, needs and 

requirements. 

In Portugal and Spain, many regions have become part of many tourist’s itinerary 

because they host cultural events of performing arts, such as music and dance 
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festivals. In Portugal, several festivals, such as Andanças, Marés Vivas, Optimus 

Alive, Sudoeste, Rock in Rio, Short Film Festival, Animation Film Festival, have 

contributed to the promotion of a number of regions (Carvalho, 2017; Lopes & Leitão, 

2013). Likewise, in Spain, several festivals have also been featured in the promotion 

of various regions, including the San Sebastian International Film Festival, the Ibero-

American Theatre Festival of Cadiz, the Granada International Music and Dance 

Festival; Ibero-American Film Festival of Huelva, International Festival of Classical 

Theatre of Mérida, among others.  

Several studies about festivals (Baker & Crompton, 2000; McDowall, 2011; Son & 

Lee, 2011; Stankova & Vassenska, 2015; Wan & Chan, 2013; Wong, Wu & Cheng, 

2014; Wu & Ai, 2016; Wu, Wong & Cheng, 2014; Yoon et al., 2010), showed that 

festival participants’ experience is commonly assessed through perceived quality and 

satisfaction, factors that may influence future behavioural intentions (revisit intention 

and intention to recommend). In addition, since motivation is the basis of the desire to 

experience something, motivation can be considered as one of the fundamental 

elements of the entire tourism process, the starting point of the entire touristic and 

experiential journey of the individual.  

Thus, in order to better understand the relationship between the factors that are 

relevant to tourist loyalty, this study aims to examine the mediating role of quality and 

satisfaction of the participants in the relationship between the motivation to choose a 

performing arts festival and tourist loyalty. Therefore, two traditional dance and music 

festivals were selected, namely the Andanças Festival in Portugal and the La Sierra 

International Festival in Spain. This cross-sectional study was carried out 

administering self-report questionnaires to participants of both performing arts 

festivals. We found that tourists motivated to participate in this type of festival leads to 

higher perception of the festival as having quality, which in turn leads to higher levels 

of satisfaction and to be loyal to the festival.  

 

2. LITERATURE REVIEW AND CONCEPTUAL MODEL 

  

2.1) MOTIVATION 
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Motivation has been conceptualized as a psychological mechanism that regulates 

the direction, intensity and persistence of behaviour (Deci, 1992). One of the most 

well-known theories about motivation was developed by Maslow (1970). Maslow's 

pyramid comprises five hierarchical needs, at the base of the pyramid there are the 

physiological needs, followed by safety needs, love and belongingness needs, 

esteem needs and at the top of the pyramid the self-actualization needs. Maslow 

(1970) argues that the higher-level needs are only met when those at the next lower 

level are satisfied. 

Puertas (2004) emphasizes that it is from the third level that the individual has the 

necessary conditions to practice tourism, in order to reach the needs of esteem and 

self-actualization. This author considers that the tourist is a multi-motivational being, 

exemplifying that a landscaped motivation can be accompanied by a motivation 

related to accessibility and by another one of economic character.  

Cooper et al. (2008) consider that the motivation strengths that lead tourists to 

decide to visit an attraction are one of the basic elements in the tourist consumer 

decision process. Likewise, Gutiérrez and Bosque (2005) argues that there is a set of 

attributes of the tourist destination, which originate a motivational power, leading the 

person to the traveling desire. Since the choice of tourism product depends on the 

tourist consumer motivation (Woodside & Dubelaar, 2002) it is essential to take into 

account the evolution of tourist motivations (Puertas, 2004).  

Crompton (1979) identified seven socio-psychological motives that led people to 

travel, namely: mundane environment escape, self-relaxation exploration and 

evaluation, prestige, regression, enhancement of kinship relationships, facilitation of 

social interaction, novelty and education. Puertas (2004) highlights a study carried out 

in the late 1970s in the main European outbound tourism countries, which analysed 

seventy-two different motivations, grouped into twelve groups: climate, landscape, 

human relations, environmental change, relaxation, culture and monuments, receiving 

quality, animation and entertainment, accessibility, economic, sports, and others. 

They also verified that the major travel motivation percentages were: climate 

(47.35%), landscape (40.08%), human relations (34.85%), environmental change 
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(29.76%) and relaxation (27.44%), meeting some of the motivations highlighted by 

Crompton (1979).  

Almeida and Araújo (2017) argue that in tourism the motivation to travel is always 

present in the choice and action of the individual. The motivations associated with 

tourism are seen as the set of psychological needs or forces that predetermine the 

individual to participate in a tourism activity. Tourist motivation is thus based on 

intrinsic forces that influence the person to carry out a specific tourist activity.  

Currently, we are facing a more demanding tourist, who intends to be more active, 

and with the need to undertake new and different experiences. On the other hand, the 

motivational process assumes that the individual understands what will satisfy his 

need, being the basis for the consumer motivation to perform a given activity 

(Henriques, 2003). This way, the tourist chooses a tourist destination not only 

because it does depend on his personal value system and his personality (Mathieson 

& Wall, 1996), but also because it responds to his needs for new experiences.  

With regard to festival tourism, Kitterlin & Yoo (2014) emphasize that it is crucial 

that the managers of this type of events understand the participants' motivations, in 

order to facilitate an effective festival planning and an appropriate marketing strategy 

to launch the festival. 

To our knowledge, there are no studies that examine the effect of the motivation to 

choose performing arts festivals on the perceived quality, satisfaction and loyalty of 

the tourist. We hypothesize that the motivation to choose a performing arts festival 

can increase the festival quality perception as well as increase tourist satisfaction. 

Thus, the following hypotheses are proposed: 

Hypothesis 1: The motivation of the festival choice positively influences the tourist's 

perception of the quality of the festival. 

Hypothesis 2: The motivation of the festival choice positively influences the tourist's 

satisfaction in the festival. 

  

2.2) QUALITY  
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The quality of a service can be conceptualized as a set of intrinsic and extrinsic 

elements that, individually or in combination, contribute to consumers' perception of 

quality (Grönroos, 2009). According to Zabkar, Brenčič & Dmitrovi (2010), the 

perceived quality of the tourist destination is evaluated in terms of tourist destination 

as a general construct, and in terms of tourist offers of the destination as a formative 

construct. According to several authors (Lee, Lee & Yon, 2009; Song, Lee, Kim, 

Bendle & Shin, 2014; Wu et al., 2014), perceived quality refers to the superiority or 

excellence of a product or service that is perceived by consumers. That is, quality 

indicates the performance of a product or service (Wu et al., 2014; Yoon et al., 2010). 

Also, Chiou & Droge (2006) characterize service quality as a form of cognitive 

component that normally precedes emotional responses, leading to behavioural 

intention. However, several studies have shown that festival quality is a 

multidimensional construct. Yoon et al. (2010) developed a study where they 

recognized five important dimensions of the festival quality to define the festival value, 

namely: information service, program, memories, food, and facilities. Son & Lee 

(2011) identified three quality factors in a festival context that have a direct and 

positive effect on the participant's future intentions of recommendation and revisiting, 

namely: general characteristics, comfort and socialization. However, it was verified 

that the factor related to general characteristics presented greater impact on the 

intention to return. This study meets Cole & Illum (2006) study, which also analysed a 

direct relationship between festival quality and the intention to revisit. Wan & Chan 

(2013) mentioned that the quality of the festival included the location and 

accessibility, food, local facilities, environment (physical space), ambience (set of 

circumstances and general mood of those present), service, entertainment, time 

(scheduling and timetable) and festival dimension. Wu et al. (2014) found that festival 

quality was based on interaction quality, physical environment quality, final result 

quality and access quality.  

In the Aaker (1991) model of brand equity, perceived quality is one of the five 

categories of assets associated to a brand. According to Aaker (1991), in addition to 

the classic functions that the brand presents in both the distinction of competition and 

the identification of the product, intangible characteristics such as values, feelings, 
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ideas or affections have also been valued, influencing the consumer behaviour. Aaker 

(1991) argues that the brand contributes to the quality of the product and/or service, 

which in turn will lead to customer loyalty.  

Crompton and Love (1995) proposed the first conceptualization on quality 

measurement of the festival, considering two types of quality: performance 

(opportunity) and experience. Performance quality can be defined as the quality of the 

service attributes, which are under the control of the supplier. Whereas the quality 

experience is related to both the attributes provided by the supplier and the attributes 

brought by the visitor to the situation. 

Calantone & Maznanec (1991) point out that the success of the tourism industry is 

based on the quality of service offered to customers. Cole & Scott (2004) indicated 

that tourism experience is cumulative, as performance quality leads to quality 

experience. This contributes to the satisfaction and intention to revisit. In addition, the 

experience quality has a mediating effect between the performance quality ratio and 

overall satisfaction. Considering this, tourism managers should highlight the 

dimensions of quality, which will greatly benefit the tourists in their experience and the 

visit to the tourist attractions.  

Zeithaml, Berry and Parasuraman (1996) report that service quality has a positive 

effect on loyalty. Also, Bloemer, Ruyter & Wetzels (1999) found that in four service 

industries (supermarkets, fast food restaurants, entertainment and health services) all 

service quality dimensions affected the four service loyalty dimensions namely 

purchase intention, word-of-mouth communication, price sensitivity and complaints. In 

the festival context, the participants first evaluate the performance quality, and from 

this evaluation, the participants perceive the experience quality (Cole & Illum, 2006). 

Dabholkar, Shepherd & Thorpe (2000) have suggested that the relationship between 

quality and loyalty is less than the one between satisfaction and loyalty.  

Literature has suggested that perceived quality is an antecedent of satisfaction, 

since quality is a necessary condition for the consumer to be satisfied (Boulding, 

Kalra, Staelin & Zeithaml, 1993; Heung & Cheng, 2000; Kozak & Rimmington, 2000; 

Lee, Graefe & Burns, 2004; Parasuraman, Zeithaml & Berry, 1988, 1991; Taylor & 

Baker, 1994; Zeithaml et al., 1996). Moreover, service quality perception is likely to 
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play an important role in behaviour, such as future behavioural intentions (Chen & 

Tsai, 2007). 

In this way, the following hypotheses were outlined: 

Hypothesis 3: The festival quality positively influences tourist's satisfaction. 

Hypothesis 4: The festival quality positively influences tourist's loyalty.  

 

2.3) SATISFACTION 

 

Satisfaction concerns the tourist overall evaluation of all their experiences (Kim, 

Kim, & Goh, 2011; Lee & Back, 2008; Mason & Paggiaro, 2012; McDowall, 2011). 

Mason & Paggiaro (2012) consider that consumption experience satisfaction can be a 

partially affective and partially cognitive evaluation. 

According to Parasuraman et al. (1988), satisfaction is related to expectations, 

which are interpreted as predictions. In this way, tourists are satisfied when the 

comparison of their previous expectations and post-trip experiences results in 

pleasant feelings, whereas they have unpleasant feelings when they are not satisfied 

(Chang, Gibson & Sission, 2013; Chen & Chen, 2010, Chi & Qu, 2008; Grappi & 

Montanari, 2011; Lee & Back, 2008; Mason & Paggiaro, 2012; Song et al., 2014). 

Boshoff and Gray (2004) highlight that satisfaction consists mainly in the perceptions 

of the consumer about the attributes of the product or service, and different 

consumers will express different levels of satisfaction for the same experience or 

service. Moscardó (1996, 1999) also considers that the key factor for the tourist 

satisfaction is their expectation regarding the services received and also their 

knowledge during the visit to the chosen destination.  

Concerning festival tourism (specifically arts), Kruger and Petzer (2008) consider 

that festival managers should take into account that each participant is different. 

Therefore, it is fundamental that festival managers offer services and experiences 

meeting the different market segments that participate in festivals, as this will have an 

impact on the participants' satisfaction. 

Satisfaction is a good indicator of the intention to revisit (Petrick & Backman, 

2002). The tourists' satisfaction may also lead to the intention of revisiting or making 
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beneficial comments about the destination to other visitors (Chi & Qu, 2008). 

However, dissatisfied tourists may express damaging comments about a destination 

and affect its credibility in the marketplace (Reisinger & Turner, 2003). If a product or 

service confirms the customer's initial expectations, this will result in a high level of 

satisfaction, but if the product or service goes beyond expectations then the customer 

will be very satisfied and may tend to repeat the experience (Kotler, 2000). This is the 

main goal, not only that customers are satisfied, but that they feel the need to return, 

thus contributing, to their loyalty.  

Therefore, the following hypothesis was proposed: 

Hypothesis 5: The tourist´s satisfaction on the festival positively influences the 

tourist's loyalty. 

  

2.4) LOYALTY 

  

According to several authors (Bigné, Sánchez & Sánchez, 2001; Cai, Wu & Bai, 

2003; Chen & Gursoy, 2001; Niininen, Szivas & Rileye, 2004; Petrick, 2004), the 

intention to return to a destination and to recommend the visit to other people are 

both indicators of loyalty.  

Consumer´s loyalty is often recognized as a strategic objective for businesses 

(Oliver, 1999). Petrick & Sirakaya (2004) consider that consumer loyalty is clearly a 

critical aspect for business since it is more desirable and less expensive to retain 

existing customers than to attract new customers. Hence, loyalty becomes a key 

strategic component for a company. To maintain clients, organizations should seek to 

satisfy them, but a more ambitious goal should be to establish a long-lasting 

relationship (Bigné et al., 2001). 

Yang, Gu & Cen (2011) indicate that consumers have a certain attitude towards a 

product or service, which is based on the assessments of previous experiences. 

Thereby consumers decide to be loyal to or leave behind the product or service. The 

loyalty process includes four stages: a) a product or service is preferred because 

consumers believe that their characteristics are superior to others (cognitive loyalty); 

b) after using the product or service, based on satisfaction, there is an emotional 



D. Amorim; J.L. Jiménez-Caballero; P. Almeida 
 

110 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 9, No 2 (2019), pp. 100-136                             ISSN 2174-548X 

connection between consumers and the product or service (attitudinal loyalty); c) after 

this connection, consumers are more likely to remain committed to the product or 

service, although external factors and marketing promotions of other products or 

services may arise; d) and, after these stages, consumers express an intention to 

repurchase the same product or service (conative loyalty). Finally, the implementation 

of these stages results in a behavioural loyalty, that is, in favourable behavioural 

intentions in the future (Lee, 2014; Song et al., 2014; Wong et al., 2014; Yang et al., 

2011).  

Yüksel, Yüksel & Bilim (2010) found that, in tourism, affective loyalty has a stronger 

effect on conative loyalty than on cognitive loyalty. These results have clear 

implications for managers. For example, believing that a destination has a better 

performance compared to other destinations can increase the intentions of conative 

loyalty. However, this increase is expected to be less than that of affective loyalty. 

Destination authorities are advised to invest in the affective components of a 

destination, such as the destination's ability to induce positive affect, as this seems to 

result in a greater probability of becoming the customer's first choice at a future 

opportunity. 

Tourism experience quality can increase the interest and the involvement of the 

tourists, leading to satisfaction, which in turn can contribute to tourist loyalty 

(Anderson & Sullivan, 1993; Chen & Chen, 2010; Fornell, 1992; Fornell, Johnson, 

Anderson, Cha & Bryant, 1996; Murray & Howat, 2002; Oliver, 1999). As far as 

festivals are concerned, building loyalty among participants is one of the main ways to 

achieve success (Lee, 2014; Wu et al., 2014). Thus, event planners should analyse 

and assess the performance of the event to improve participants' satisfaction and 

make them want to revisit the same event year after year and recommend the event, 

thus attracting more and new customers (Baker & Crompton, 2000; Cole & Illum, 

2006; Lee, Lee, Lee & Babin, 2008; Yoon et al., 2010). 

 

2.5) MEDIATING HYPOTHESES 
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The motivation of the tourist choice is a rather important factor for the success of 

the festivals, since it is closely related to other models of consumer behaviour, such 

as the attitudes, perceptions, and images that the tourist has about a certain tourist 

destination, influencing decisions on the choice of travels (Cooper et al., 2008). Also, 

several studies have shown that service quality indirectly influences loyalty through 

other variables such as satisfaction (Gotlieb, Grewal & Brown, 1994; Oliver, 1999; 

Parasuraman et al., 1988; Patterson & Spreng, 1997; Roest & Pieters, 1997; Rust & 

Zahorik, 1993; Taylor & Baker, 1994).  

Several researchers (Baker & Crompton 2000; Chen & Chen, 2010; Cole & IIIum, 

2006; Cole & Scott, 2004; Crompton & Love, 1995; Wu et al., 2014; Wong et al., 

2014; Yoon et al., 2010) sought to understand how to improve the quality and service 

of festivals so that participants gain satisfactory experiences and reduce their change 

intentions, given that if a festival maintains a high level of quality there will be a 

greater chance of more satisfied participants. That is, visitors with favourable 

perceptions of the quality of the destination will probably perceive their experiences 

positively, which in turn will lead to higher levels of satisfaction, intention to revisit, 

and intention of spreading by word of mouth. In addition, Cronin & Taylor (1992) 

evaluated the impact of quality and satisfaction on behavioural intentions, indicating 

that satisfaction had a stronger and more consistent effect on purchase intentions 

than service quality.  

Taking into account the literature review, we hypothesized that participants 

motivated to participate in performing arts festivals perceive the festival as having 

higher quality, which will lead to higher levels of satisfaction, and consequently to the 

participant´s loyalty.  

Thus, the following hypotheses were proposed: 

Hypothesis 6: The choice motivation influences loyalty through quality. 

Hypothesis 7: The choice motivation influences loyalty through satisfaction. 

Hypothesis 8: The choice motivation influences loyalty, through quality and 

satisfaction. 

The conceptual model that demonstrates the relationship between motivation, 

quality, satisfaction, and loyalty is presented in Fig. 1.  
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Fig. 1. Proposed conceptual model. 
Source: Authors. 

 
 

3. RESEARCH CONTEXT AND METHODOLOGY  
  

3.1) SAMPLE AND DATA COLLECTION 

  

The participants of the present study were tourists who participated in a performing 

arts festival. The data were collected in Andanças Festival, held in Castelo de Vide, 

Alentejo, Portugal, and La Sierra International Festival, held in Fregenal de La Sierra 

in Badajoz, Spain. The data collection was carried out in August 2017 and the 

respondents were randomly approached in the festival space, being the assessment 

instrument applied to the participants who became available to collaborate in the 

study. 

The primary essence of the concept of these festivals is the promotion of traditional 

dances and songs, both nationally and internationally, and both offer the possibility of 

their participants to experience the diverse range of dances, promoted through the 

provision of workshops and shows. These two festivals were selected based on the 

similarity of the concept and also on the fact that both promote cultural tourism and 

creative tourism. Cultural tourism is present in cultural heritage promotion of the 

places that host the festivals, and creative tourism is evidenced in the opportunity that 

the participant/tourist of each festival has to learn and experience a range of dances 

and music from all over the world promoted in the festivals, through workshops.  
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3.2) MEASURES 

  

The measurement instrument used was constructed based on a literature review 

and on the consultation of experts in the tourism area (Almeida A., 2010; Almeida P., 

2010; Gutiérrez, 2005; Quintero, 2015). 

The questionnaire consists of three parts: the first part concerns sociodemographic 

data; the second part refers to the festival attendance frequency data; the third part 

refers to the essential characteristics of the festival, such as the motivation of 

choosing the festival, the quality, and satisfaction of the service provided at the 

festival and tourist's loyalty. The scale of measurement used in the third part of the 

questionnaire was a Likert scale of 1 to 7 points, varying from not very 

important/strongly disagree (1) to very important/completely agree (7). 

Taking into account several theoretical models about motivation (Albayraka & 

Caberb, 2018; Kitterlin & Yoo, 2014; Yi, Fu, Jin & Okumus, 2018), were chosen eight 

items to assess participants' motivation to experience the activities provided by the 

type of festival under study. The items used to measure motivation included [What 

motivated you to choose this festival?] By the concept of the festival; Opportunity to 

know and experience a diverse range of promoted workshops; For the knowledge 

that I acquire and live in the place where the festival is held. Cronbach's alpha 

obtained in this study for motivation was .91.  

To assess quality, 17 items used in other quality studies were selected (Son & Lee, 

2011; Wan & Chan, 2013; Wu & Ai, 2016; Wu et al., 2014; Yoon et al.; 2010), such 

as: The physical facilities of the venue where the festival is held are in good condition; 

Participants are treated in a cordial and friendly manner; The articulation between the 

festival and the location where it takes place, as far as the restoration is concerned, is 

suitable. Cronbach's alpha obtained in this study for quality was .92.  

To develop satisfaction items, a number of authors were considered (Albayraka & 

Caberb, 2018; Son & Lee, 2011; Wan & Chan, 2013; Wu & Ai, 2016; Wu et al., 2014; 

Yoon et al.; 2010). The service satisfaction was evaluated by 11 items, among them, 

The festival satisfies my needs; The feeling of well-being in the festival was very 
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pleasant; I felt very satisfied with the traditional music and dance workshops in which 

I participated in this festival. Cronbach's alpha obtained in this study for satisfaction 

was .94. 

Based on Kitterlin & Yoo (2014), Son & Lee (2011), Wan & Chan (2013), Wu e Ai 

(2016), Wu et al. (2014), Yoon et al. (2010), and Yi et al. (2018), we used six items 

used to measure loyalty, including, I will speak well of the service of the festival to 

other people; Next times I intend to return to participate in this festival; I will continue 

to participate in this festival even if prices increase. Cronbach's alpha obtained in this 

study for loyalty was .87. 

Table 1 shows the items used to evaluate the study variables: motivation, quality, 

satisfaction and loyalty. 

 

Theoretical models Motivation 

Albayraka & Caberb 
(2018), Kitterlin & Yoo 
(2014), Yi et al. (2018) 

For the concept of the festival.  

Know and experience a diversified number of workshops available. 

Experiencing different traditional dances on a national level. 

Knowing different traditional dances on an international level. 

Experiencing different traditional music on a national level. 

Experiencing different traditional music on an international level. 

For the interaction given with other people. 

Knowledge obtained and experience at the community. 

 Quality 

Son & Lee (2011), Wan & 
Chan (2013), Wu & Ai 
(2016), Wu et al. (2014), 
and Yoon et al. (2010) 

 

 

 

 

 

 

 

Quality: Tangibility, security, e empathy 

The physical structures of the place are in well shape. 

The festival staff has a clean and neat appearance. 

The festival staff is ready to help the participants. 

The staff behaviour inspires confidence. 

The festival attends the participants’ complaints and compensates its faults. 

The participants are treated in a cordial and tender way. 

The service offered by the festival staff shows safety. 

The festival offers a calm and relaxing environment. 

Quality: Responsibility e reliability 

Information about the localization of the festival are the proper ones. 

Accessibility and signalization are the proper ones. 

Accommodations are the proper ones. 

Feeding places are the proper ones.  

The timetables of the workshops are the proper ones and they are accomplished. 

The articulation between the festival and the community regarding feeding is the 
proper one. 

The articulation between the festival and the community regarding lodgement is 
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Table 1. Items used to measure the study variables: motivation, quality, satisfaction and loyalty. 
Source: Authors. 

 

3.3) DATA ANALYSIS 
  

Pearson correlation coefficients were calculated to explore the correlations 

between the study variables. 

To test the conceptual model, we performed a structural equation modelling (SEM), 

a statistical technique that analyse the structural relationships between the manifest 

and latent variables under study. The software used for SEM was AMOS (v.24, 

SPPS, IBM Company, Chicago, IL).  

The model aims to test the mediating effect of satisfaction and quality on the 

relationship between motivation (exogenous variable) and loyalty (outcome variable). 

That is, satisfaction and quality are mediating variables, since they help to explain 

how or why an independent variable influences a result (indirect effect). The direct 

effect is the variable exogenous path to the outcome, when the mediators are 

controlled. The total effect is the sum of the direct and indirect effects of the 

the proper one. 

The articulation between the festival and the community regarding local transports 
available is the proper one. 

The public transports to the festival are the proper ones. 

 Satisfaction 

Albayraka & Caberb 
(2018), Son & Lee 
(2011), Wan & Chan 
(2013), Wu & Ai (2016), 
Wu et al. (2014), and 
Yoon et al. (2010) 

Meets my necessities. 

I’m happy with the services. 

Gives the service I expect to receive. 

Gives an excellent service. 

Festival staff has surprised me with their service. 

More satisfied with the service than I was expecting. 

The well-being sensation was very pleasing. 

There was a moment when I had an unexpected pleasure. 

The traditional music and dance festivals promoted were very diversified. 

Very satisfied with the traditional music and dance workshops. 

Very satisfied with the way as the traditional music and dance workshops were 
conducted. 

 Loyalty 

Kitterlin & Yoo (2014), 
Son & Lee (2011), Wan & 
Chan (2013), Wu & Ai 
(2016), Wu et al. (2014), 
Yoon et al. (2010), Yi et 
al. (2018) 

I will talk well about the festival services to other people. 

I will recommend the festival to the ones that will ask for my advice. 

I will encourage my relatives and friends to participate at the festival. 

I will encourage my relatives and friends to participate at the festival. 

I will continue to participate at this festival even if the prices will rise. 

For the service given I prefer to pay a higher price here than in any other festival. 
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exogenous variable on the outcome. The significance of the direct, indirect and total 

effects was evaluated through the bootstrapping method, a non-parametric 

resembling technique that allows establishing confidence intervals. 

The influence of each of the independent variables on the dependent variable is 

estimated by the regression coefficients (B - non-standardized, β - standardized). The 

significance of the regression coefficients was evaluated after the estimation of the 

parameters by the Maximum Likelihood method. To analyse the amount of variance 

in an endogenous variable explained by the model, we used the coefficient of 

determination (R2). The normality of the variables was evaluated by the uni-and 

multivariate asymmetry (sk) and kurtosis (ku) coefficients. Severe violations of 

normality were considered when |sk| <3 and |ku| <7-10 (Kline, 2005). No variables 

showed values of asymmetry and kurtosis indicators of severe violations to the 

normal distribution. 

Fit indices used to evaluate the model fit were: χ2/df, Comparative Fit Index (CFI), 

The Root Mean Square Error of Approximation (RMSEA) (Bentler & Bonett, 1980; 

Kline, 2011; McDonald, 1989). The fit of the model is considered good if χ2/df is less 

than 2-3. For the CFI and TLI indexes, values ≥ 0.9 are indicative of a good fit. For 

the RMSEA index, the lower the value, the better the fit. Arbuckle (2008) reports that 

RMSEA values higher than 0.10 are considered inappropriate, values between 0.08 

and 0.10 are poor, values between 0.05 and 0.08 are good and values below 0.05 are 

very good.  

  

4. RESULTS 

 

4.1) SAMPLE PROFILE 

  

The sample consisted of 532 participants, 297 of whom were collected at the 

Andanças festival, and 235 at the La Sierra International Festival. The majority (61%) 

of the participants were female, while 39% were male. Regarding age, 59.9% were 30 

years old, 33.7% aged between 30 and 50 years old and 6.4% had more than 50 

years old. With regard to educational qualifications, 35.4% of the participants 
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attended elementary/secondary/training courses, 44.2% had a bachelors/licentiate 

degree and 20.4% had a masters/doctorate degree. 

Concerning the frequency of participants in the festivals, 70.1% referred that have 

participated in previous editions of the festival and that on average have participated 

10 times. Regarding the number of traditional music and dance workshops, 24.7% of 

the participants did not participate in any, 33.4% participated between 1 to 5 

workshops and 42% participated in more than 5 workshops.  

  
              4.2) THEORETICAL MODEL TESTING 
 

4.2.1. CORRELATIONS 
  

Pearson correlations were performed to analyse the degree of association between 

the study variables (Table 2). Positive, significant and moderate-to-high correlations 

among the five variables were found. 

  

  1 2 3 4 5 
1. Satisfaction 1         

2. Quality: Responsibility and reliability  .64*** 1       

3. Quality: Tangibility, security and empathy .68*** .70*** 1     

4. Loyalty .72*** .58*** .61*** 1   

5. Motivation  .54*** .47*** .54*** .49*** 1 
Table 2. Pearson correlations between the variables under study. 

Note. *** p <.001 
Source: Authors. 

 
 

4.2.2. MEDIATION MODEL  
  

The hypothesized model tested the mediating effect of satisfaction and quality on 

the relationship between motivation and loyalty. This initial model presented a poor fit 

[χ2 (812) = 3832.862; χ2/df = 4.720; CFI = 0.813; RMSEA = 0.084 (90% CI = 0.081-

0.086), p <.001]. Analysing the trajectories, we found that the Motivation-> 

Satisfaction trajectory (B = 0.034; SE = 0.065; β = 0.027; p = .959) was not 

statistically significant and was removed and the model recalculated.  
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In the adjusted model, all causal trajectories considered were statistically 

significant and presented an acceptable fit [χ2 (813) = 3832.864; χ2/gl = 4.7145; CFI = 

0.813; RMSEA = 0.084 (90% CI = 0.081-0.086), p <.001]. The final model accounted 

for 67% of the variance in festival participants' loyalty (Fig. 2). The effect of the 

variable motivation on loyalty has an indirect effect of .48 (p = .010), 95% CI = 0.367 

to 0.584, mediated by quality (motivation-> quality-> loyalty), with an effect of .28, and 

also by satisfaction (motivation-> quality-> satisfaction-> loyalty), with an effect of .20. 

Motivation has a direct effect on quality (β = 0.61, p = .010), 95% CI = 0.488 to 0.714, 

and an indirect effect on satisfaction mediated by quality (β = 0.52, p = .010), 95% CI 

= 0.411 to 0.625. Quality has a direct effect (β = 0.46, p = .010) and a satisfaction-

mediated effect of .33 (p = .018), 95% CI = 0.145 to 0.532, with respect to loyalty, 

both effects being statistically significant. 
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Fig. 2. Mediation model between motivation and loyalty of the festival's participants.  
In the model are represented the standardized estimates of the regression coefficients and the R2 of each 

endogenous variable. 
Source: Authors. 

  

5. DISCUSSION AND IMPLICATIONS  

  

5.1) DISCUSSION AND THEORETICAL IMPLICATIONS 

  

Local events, and in particular festivals, offer a range of experiences that allow 

cultural participation and communication with various individuals. It has been found in 

the literature (Barbieri & Mahoney, 2010; Carvalho, 2017; Stankova & Vassenska, 

2015) that traveling to participate in arts festivals is one of the most important 

objectives for cultural tourists. Also, several studies pointed out that tourists' loyalty 

promotes the success of the festival (Lee, 2014; Wu et al., 2014; Yang et al., 2011) 

and, ultimately, contributes to the tourism development of the region, as well as the 

increase of the local and regional economy. The festivals studied in this research, 
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namely the Andanças Festival in Portugal, and the La Sierra International Festival in 

Spain, are examples of festivals that enable the development of local communities. 

The present study aimed to explore the mediating role of satisfaction and quality in 

the relationship between the motivation to choose the festival of performing arts and 

the loyalty of the tourist. For this, eight hypotheses have been formulated to 

empirically test the relationships between these constructs.  

In Hypothesis 1, we assume that if the individual is motivated to participate in a 

performing arts festival, he tends to perceive the festival as having more quality. 

Through the obtained results, it was verified that the hypothesis 1 was confirmed. It 

seems that the more Andanças and La Sierra participants chose these festivals for 

their concept -both with an opportunity to experience different traditional dances and 

music and to interact with other people-, the more perceive the festival as having a 

higher quality.  

In Hypothesis 2, we conjectured that if the individual is motivated to participate in 

a performing arts festival, he tends to feel satisfied with the festival. We found that the 

participant's motivation in choosing a performing arts festival does not have a direct 

effect on satisfaction. However, we have observed an indirect effect between the 

choice´s motivation of the festival in the satisfaction, through the quality perceived by 

the tourist. That is, the motivation of the choice of the performing arts festival alone 

does not lead to greater satisfaction on the part of the tourist. The perception of the 

tourist about the quality of the festival has thus a mediating role in the relationship 

between motivation and satisfaction. Therefore, it is verified that if the tourist is 

motivated to participate in a festival of performing arts, he will only be satisfied with 

the festival if he perceives that the festival has quality. Thus, the motivation of 

choosing a performing arts festival will lead to a greater perception of quality by the 

tourist and consequently will lead to greater satisfaction.  

Thus, Hypothesis 3, which infers that a greater perception of the tourist about the 

festival quality would lead to greater satisfaction, was confirmed. In addition, literature 

has been consensual showing the relationship between quality and satisfaction, that 

is, quality perceived by the individual as a antecedent of satisfaction (Baker & 

Crompton, 2000; Boulding et al., 1993; Chen & Chen, 2010; Chen & Tsai, 2007; 
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Heung & Cheng, 2000; Kozak & Rimmington, 2000; Lee et al. 2004; Parasuraman et 

al., 1988, 1991; Taylor & Baker, 1994; Zeithaml et al., 1996). 

Taking into account that quality can be assessed as a general judgment by the 

consumer regarding service excellence, and satisfaction as an affective state that is 

an emotional reaction to a product or service (Grönroos, 2009; Mason & Paggiaro, 

2012), it makes sense that quality is then a precursor of satisfaction.  

In Hypotheses 4 and 5, it was hypothesized that the quality of the festival and the 

satisfaction of the festival, respectively, lead to the tourist's loyalty. Both hypotheses 

were confirmed in our study. Several authors have been showing the positive effect of 

service quality on tourist loyalty (Anderson & Sullivan, 1993; Fornell et al., 1996; 

Bloemer et al., 1999; Chen & Chen, 2010; Fornell, 1992; Murray & Howat, 2002; 

Oliver, 1999; Zeithaml et al., 1996). Thus, a good performance of the services will 

lead to a high-quality perception by the tourist, which will consequently positively 

influence the tourist's behaviour and future intentions (Parasuraman et al., 1985; 

Parasuraman et al., 1988). These data show that participants in the studied festivals 

are faithful, an essential factor for their success (Lee, 2014, Wu et al., 2014; Yang et 

al., 2011). In addition, it has been found that quality, not only directly influences 

loyalty, it also has an indirect effect through satisfaction. Several early studies have 

also shown the direct effect of quality on loyalty (Boulding et al., 1993, Parasuraman 

et al., 1991; Taylor & Baker, 1994; Zeithaml et al., 1996), as also the indirect effect of 

quality in loyalty in which satisfaction has a mediating role (Gotlieb et al., 1994; 

Patterson & Spreng, 1997; Roest & Pieters, 1997; Taylor & Baker, 1994). In addition, 

Chiou & Droge (2006) conceptualize service quality as a more cognitive component 

that normally precedes emotional responses and eventually leads to behavioural 

intention, that is, to recommend and return to the destination. 

The results obtained are also consistent with other investigations that have shown 

that satisfaction influences the intention to revisit (Petrick & Backman, 2002) and the 

intention to recommend (Chen & Chen, 2010), aspects that are significantly relevant 

to the success of the festivals being studied.  

Finally, Hypotheses 6, 7 and 8 proposed that quality, satisfaction, and quality and 

satisfaction, respectively, mediated the relationship between the choice motivation of 
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performing arts festivals and tourists' loyalty. The analysis of the indirect effects of the 

choice motivation in loyalty showed that the choice motivation leads to a greater 

perception of the quality of the festival, which in turn leads to greater satisfaction with 

the festival that makes people come back and recommend the festival (confirmation 

of Hypothesis 8). However, this relationship does not necessarily have to go through 

satisfaction. That is, the choice motivation makes the participants perceive the festival 

as having more quality, which in itself, leads to greater loyalty on the part of the tourist 

(confirmation of Hypothesis 6). However, when we test the mediating effect only of 

satisfaction on the relation between tourist's motivation and loyalty, we find that 

satisfaction, without considering the perception of the festival quality, does not 

mediate this relation (non-confirmation of Hypothesis 7). This seems to indicate that 

the perceived quality of the festival has an important mediating role in the tourist’s 

loyalty in this type of festival.  

Through the analysis of the various hypotheses formulated, we found that 

motivation of tourists leads to higher perception of the festival as having quality, which 

in turn leads to higher levels of satisfaction and to be loyal to the festival (to revisit 

and recommend).  

This study can be important in the festival tourism context, specifically for 

managers of performing arts festivals. It’s important that these managers identify and 

understand the tourists’ motivations, to improve the quality of the festival. Also, it’s 

important to realize that these participants are only satisfied with the festival if they 

first perceive the festival as having quality. So, managers should reinforce the 

services offered to participants, the environment of the festival should be calm and 

relaxing, the staff should be helpful, confident, and kind, and festival and local 

community should be in good articulation. The more these features are present, the 

more participants tend to feel satisfied with the festival, meaning that tourists 

recognize that the services of the festival met their expectations and necessities, that 

the traditional dances and music were good and that the festival induced pleasant 

feelings. This, in turn, lead to tourist loyalty, that is, intention to revisit and to 

recommend the festival to others.  
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5.2) LIMITATIONS AND FUTURE RESEARCH 

  

The present study presents some limitations, highlighting the fact that the study 

was carried out only in two performing arts festivals, so the results cannot be 

extrapolated to festivals in other regions. Another limitation to be pointed out is 

related to the non-random sampling, which means that our sample was defined taking 

into account the availability of each participant and it may not be representative of the 

population of each festival. 

Concerning future studies, it will be interesting to see if participants who choose 

events of performing arts instead of other type of event present differences in the 

motivation of the choice of event, quality, satisfaction, and loyalty. And, the inclusion 

of one more variable to the theoretical model that this work introduces, as for example 

the image or the expectations of potential tourists, that allied to the quality and 

satisfaction can also help to perceive how loyalty is influenced, either at the level of 

the intention to revisit and/or recommend the event and/or destination. 
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