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Abstract

Purpose — This research has three objectives: to identify whether there are motivational
differences between attending live and online music festivals, to know whether
these motivations vary according to the sociodemographic characteristics of the
attendees, and to analyse the perceived value-satisfaction-behavioural intention
chain for both types of festivals.

Theoretical framework — We base our research on push and pull factor theory
of motivations. We analyse push motivational factors behind participation in live
and online music festivals. Push factors are psychological benefits that individuals
perceive they will gain from attending events, such as entertainment, socialization
and escape.

Design/methodology/approach — We performed a quantitative study with 137
Spanish people who attended at least one live music festival and one online festival

in 2020, during the COVID-19 pandemic.

Findings — First, we found that the music and socialization are common motivations
in both types of festivals, but escape and novelty appear only for live festivals, and
excitement/entertainment only for online festivals. Second, the results confirmed
that not only are there motivational differences based on demographic variables
of the attendees, but there are also differences based on variables such as type of
entry ticket purchased and companions. Third, this work shows that the perceived
value-satisfaction relationship is stronger for online festivals than live festivals.

Practical & social implications of research — Our results permit a better
understanding of online festivals, which is vital for implementing strategies to
ensure their future success.

Originality/value — We analyse motivational differences between attending live
and online music festivals, and we compare the perceived value-satisfaction-
behavioural intention chain for both types of festivals.
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Live and online music festivals in the COVID-19 era: analysis of motivational differences and value perceptions

1 Introduction

The COVID-19 global pandemic has had
major health, social and economic impacts around the
world. In their attempts to control the transmission of
the virus, governments have taken various measures, for
example, imposing social distancing and lockdowns, and
restricting access to public spaces, which has led to the
cancellation or postponement of many cultural events,
including music festivals. Faced with this situation, the
music sector has turned to online environment, and many
artists and producers have streamed their output through
social media and other digital platforms (Vilalta, 2020).

Music festivals represent one of the best performing
sectors of the entertainment industry. Specifically in Spain,
where this study is carried out, in 2019 the live music
industry had a turnover of 382.5 million euros, which
consolidates the sector as a leading economic engine in
the country (Vallbona, 2020). In 2018, nearly 900 music
festivals took place in the country (Espafa, 2019), but
in 2020 the COVID-19 crisis forced many festivals to
cancel or postpone their editions. In this context, cultural
industries have tried to find alternatives for the distribution
of their productions and one of them has been to hold
live festivals online.

Although many studies have examined music
events and festivals, few have focused on events held
entirely online, a formar that, while it existed prior to
the onset of the pandemic, has boomed during the crisis.
Given the growing importance of these online events, it
is important to understand more about them. Therefore,
the main purpose of this study is to bridge this research
gap by comparing live and online festivals through two
key concepts that underlie the success of these events:
motivations and the perceived value-satisfaction-behavioural
intentions chain.

This study has three sequential objectives: first, to
discover if participants’ motivations for attending music
festivals, a widely researched topic for live festivals (Abreu-
Novais & Arcodia, 2013; Li & Petrick, 2006; Maeng et al.
2016; McMorland & MacTaggart, 2007), are the same
as for watching online music festivals. Second, we try
to identify whether there are significant differences in
attendees’ motivations based on their sociodemographic
characteristics and festival-related behaviours, as has been
concluded in previous studies into live events (Atkinson,
2016; Bowen & Daniels, 2005; Formica & Uysal, 1996).
Finally, the third goal of this research is to analyse whether

the perceived value-satisfaction-behavioural intentions
chain, already demonstrated for live festivals (Cole &
Chancellor, 2009; Kim et al., 2010; Lee et al., 2008; Li &
Lin, 2016; Yoon et al. 2010), is relevant for online festivals.

To respond to these three research objectives, we
conducted an empirical study, contextualized in Spain,
based on an online survey of people who had attended
at least one live music festival, and one online festival,
in the previous year. A total of 137 Spanish residents
participated in the study.

Thus, this research seeks to contribute to the
literature on festivals by aiming to better understand the
phenomenon of events held solely online. Furthermore,
this study aims to contribute to the development of a
framework for generalizing the common underlying
motivations for festival attendance that goes beyond
individual events. The present work is also intended to
have commercial implications, as a better understanding of
online festivals is vital to implement marketing strategies
that can ensure their future success.

The paper is structured as follows. First, it
reviews the relevant literature on music festivals and
new technologies, how COVID-19 has affected festivals,
the motivations for attending music festivals and the
perceived value-satisfaction-behavioural intentions chain.
The following section shows the methodology used in the
research, then the paper continues with the presentation
and discussion of the results obtained. Finally, the paper
is completed with the conclusions, limitations of the
present work and proposals for future lines of research.

2 Conceptual background

2.1 Music festivals, new technologies and
COVID-19

The global cultural scene has seen, in recent years,
a steady increase in the number of music festivals. Artists
today see live performances as key revenue-generating
opportunities, as recorded music now provides much less
revenue due to the shift from physical media to downloads
(Mortimer etal., 2012). The current ubiquitous access to
digital content and social media has changed consumers’
relationships with music, in general, and participation in
live concerts, in particular (Charron, 2017). The music
industry has struggled to adapt to this new business
environment created by technological and communications
advances (Williamson & Cloonan, 2007), as the way
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cultural goods are produced, distributed and consumed is
constantly evolving based on rapidly evolving technologies
and changing consumer preferences (Harbi etal., 2014).

As a result of the COVID-19 pandemic, declared
by the World Health Organization (WHO) on 12 March
2020, civil authorities established health strategies and
measures such as social distancing, travel/mobility bans,
community lockdowns, mandatory quarantine and crowd
control. These measures arrested travel, tourism and leisure
worldwide (Sigala, 2020); in particular, music concerts
and festivals were cancelled and/or postponed. Among the
international festivals in Spain cancelled or postponed in
2020 were the Medusa Festival, Arenal Sound, Sonorama
Ribera and Rototom Sunsplash (Fan Music Fest, 2020), to
mention some of the most important festivals in Spain by
number of attendees (Wake & Listen, 2020). It has been
estimated that between March and September 2020 the
financial losses of the live music sector, both public and
private, reached 764 million euros (APM, 2020a).

Faced with this situation, some artists and
music producers decided to reinvent themselves by
taking advantage of new technologies and held online
festivals to stay in touch with their audiences. During
these festivals, artists broadcast live concerts from their
homes through their own video streaming-based social
media profiles on platforms such as Instagram and
YouTube. These performances, in turn, were broadcast
on television and/or on the festival organisers’ official
websites and social networks.

Among these festivals are The One World:
Together At Home, created by the singer Lady Gaga,
Global Citizen and the WHO, which brought together
more than 70 international artists to raise more than
USD 180 million to fight the pandemic (Global Citizen,
2020); or in Spain, Yo Me Quedo En Casa Festival (with
more than 260 thousand followers on Instagram) and
Cuarentena Fest were also held during March 2020 (La
Vanguardia, 2020).

2.2 Live vs. mediated music

In the face of the technological advances previously
discussed, it may be of interest to know whether today’s
online artistic performances can provide an experience
similar to live performances. Traditionally, live experiences
have been associated with being in the here and now,
strictly involving face-to-face relationships in the same

physical space; however, as new technologies develop,
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they question and redefine the notions of what “live” is
(Auslander, 2008). Technological innovations have distorted
the boundary between live and mediated performances, as
video streaming platforms and other applications now offer
viewers the opportunity to “attend” “live” concerts online,
blurring the lines between production and consumption,
and the very concept of live attendance (Charron, 2017;
Lee & Lee, 2020).

Some studies (Charron, 2017; Harper, 2015; Holt,
2010) have claimed that digitally mediated concerts do
not offer the unexpected, iterative and expansive aspects of
the live experience as, although they provide the temporal
dimension (the now) of live performances, they lack the
spatial dimension (the here). Thus, live performances
retain certain unique elements that cannot be reproduced
online. Moreover, Bennett (2015) argued that the growing
ubiquity of digital technologies enhances the value of
face-to-face, flesh-and-blood encounters. In fact, Brown
and Knox (2017) concluded that the charm of live music
or the desire to “be there” are key motivating factors for
attending live music festivals. Similarly, Radbourne et al.
(2009) noted that the live character of the experience
was qualitatively different from the experience of being
part of an audience watching artists transmitting online,
highlighting the importance of the shared, live experience
of being part of a real audience.

On the other hand, as previous works
(Hudson et al., 2015; Marwick & Boyd, 2011) have
proposed, participation in online communities, such
as music blogs and social media, complement the
consumer’s experience of live concerts. Thus, new
technologies allow them to feel they are enjoying a
shared experience even if they do not share the same
spatial dimension as the artists; and the previously
mentioned advances in social networks allow them to
achieve a feeling of intimacy and offer real possibilities
for user-artist interaction.

According to the information reviewed, this study
understands an online festival to be that type of festival
that takes place in a mediated way using new technologies
and whose audience can enjoy the performances only
through these new technologies such as social networks.
In contrast, a live festival is one in which the audience
can enjoy being physically present in the same space as
the artists, since as Kjus and Danielsen (2014) point out,
attending concerts implies participation in a social event

in some kind of public space.
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3 Research questions and hypotheses
development

3.1 Motivations to attend music festivals

The study of motivation is a growing research
stream in event management (Abreu-Novais & Arcodia,
2013; Li & Petrick, 2006; Maeng et al., 2016; McMorland
& MacTaggart, 2007). Crompton and McKay (1997)
conceptualised motivation as a dynamic process, involving
internal psychological factors (needs and desires), that
generates a state of tension and balance through satisfaction
of these needs.

There are two well-known theories of motivation
in tourist behaviour. First, Iso-Ahola’s (1982) seek-
escape dichotomy theory proposes that the two main
motivational forces in tourism are escape and search,
that is, escape from one’s daily routine and the search
for psychological rewards through new experiences.
Second, push and pull factor theory (Crompton, 1979;
Dann, 1981) proposes that push factors are psychological
benefits that tourists perceive they will gain; these
include entertainment, socialisation and escape; and
that attraction factors are tangible attributes specific
to the destination, such as weather, facilities, food and
drink. Following previous research (Faulkner et al.,
1999; Formica & Uysal, 1996; Gelder & Robinson,
2009), we will use this second theory within the scope
of participating in music festivals, because it takes into
account a greater number of motivational factors than
Iso-Ahola’s (1982) seek-escape dichotomy theory.

Although research into the motivation to attend
events has expanded considerably in recent years, just a
few studies have focused on music festivals. Table 1 shows
some of the studies in the field.

Studies into the motivations to attend festivals
have typically focused on single events. This approach has
failed to create a generalizable set of motivational elements
for the music festivals subcategory, a problem aggravated
by the lack of uniformity in the nomenclature of these
motivational elements and the underlying dimensions
revealed through factorial analysis (Vinicombe & Sou
Pek, 2017).

As Nicholson and Pearce (2001) noted, the study
of motivations is one of the most complex areas of leisure
research. The research has many challenges, such as the
intangible nature of the phenomenon, measurement and
interpretation issues, and multiple motivational questions

since, as several authors have suggested, attendees can
have different motivations for attending different events
(Crompton & McKay, 1997; Li & Petrick, 2006;
Nicholson & Pearce, 2001); thus, it is reasonable to
think that live and online festivals might have different
attendance motivations.

In an attempt to shed light on the subject,
Abreu-Novais and Arcodia (2013) reviewed 29 studies
and concluded that there are seven general dimensions
of the principal motivations for attending music festivals:
socialisation, family togetherness, escape/relaxation,
excitement/entertainment, novelty of the event, cultural
exploration, and some very specific motivators depending
on the type of event, such as sports in sporting events or
music in musical events.

According to Crompton and McKay (1997),
socialisation is the desire to meet new people and spend
time with friends; family togetherness relates to spending
time with family at the festival; escape and relaxation is
the desire to remove oneself from the routine activities
of everyday life and their associated stresses; excitement
and entertainment includes general entertainment, the
atmosphere of the event and the excitement experienced
by attendees; novelty is the desire to undergo new
experiences and satisfy one’s curiosity; and cultural
exploration is the specific wish to experience different
realities, customs and cultures, and to increase one’s
knowledge. As for the specific motivators, Vinicombe
and Sou Pek (2017) concluded that in music festivals,
the musical genre, artists and other factors specific to
the art form are more important to attendees than is
the case with other arts festivals.

Given the importance of motivations for the
success of music festivals, and that these motivations
have been shown to differ not only between different
types of event, but also for similar events, it is necessary
to further explore the differences and similarities between
the motivations of attendees at live and online music
festivals. This examination will help address the main
objective of the present study, which is to further explore
the concept of these new online festivals by comparing
them to live festivals. Thus, the following two research
questions are posed:

RQ1. Are there differences between individuals’
motivations to attend live vs online music festivals?

RQ2. What are the most important motivations

in each case?

423

R. Bras. Gest. Neg., Sao Paulo, v.24, n.3, p.420-438, jul./set. 2022

'



Ainara Perez-Monteagudo / Rafael Curras-Perez

Table 1
Music festivals - motivation-based studies

Authors

Motivations analysed

Festival

Formica and Uysal (1996)

Excitement and enthusiasm, socialisation,

Jazz festival, Umbria, Italy

entertainment, novelty of the event and family

togetherness

Crompton and McKay (1997)

Cultural exploration, novelty/regression,

San Antonio Fiesta, USA

equilibrium recovery, known-group socialisation,

external socialisation, gregariousness

Faulkner et al. (1999)

Local culture/identity, novelty/enthusiasm,

Festival of Rock Music, Storsjoyran, Sweden

partying, local attractions, socialisation, known-

group socialisation, auxiliary activities

Nicholson and Pearce (2001)

Specific motivations, entertainment, escape,
variety, novelty/uniqueness of the event, family

New Zealand Gold Guitar Awards, New
Zealand

and socialisation

Bowen and Daniels (2005)

McMorland and MacTaggart (2007)

Scottish music, relaxation

Gelder and Robinson (2009)

Discovery, music, enjoyment
Enjoyment of the entertainment, supporting

Socialisation, music, novelty, general

Fairfax Music Festival, Fairfax, Virginia,
USA
Traditional Scottish Musical Events,
Scotland
Glastonbury Festival, UK

entertainment, escape from everyday life and

cultural exploration

Pegg and Patterson (2010)

professional reasons, country music awards, I

Friends/family, love of country music, business/

Tamworth Country Music Festival,
Tamworth, Australia

always wanted to attend, opportunity to meet

stars, annual holidays, line dancing

Blesi¢ et al. (2013)

Perception and learning of the festival, exploration

Dragacevo Trumpet Festival, Serbia

of the programme, atmosphere of the festival,
psychophysical well-being and socialisation

Elliott and Barron (2015)

Kruger and Saayman (2017)

and escape
Vinicombe and Sou Pek (2017)
Perron-Brault et al. (2020)

discoveries, socialization and entertainment,

Experience events, curiosity for events,
socialisation, escape and to support the band
Fun and dancing, novelty, emotion, group
identity, entertainment, lifestyle, well-being, travel

Music, socialisation, escape, cultural exploration

Favourite artists, star performers, musical

Download Festival, Heavy Metal Festival,
UK
H2O South African Festival of Electronic
Music, South Africa

MIME Classic Music Festival, Macao

Six popular music festivals in Quebec,

Canada

escape and tourism, family conviviality

Source: Adapted from Vinicombe and Sou Pek (2017) (updated).

3.2 Motivations and characteristics of
attendees

Many studies into individuals’ motivations to
go to music festivals have found statistically significant
differences between the characteristics of various groups
of attendees. For example, Formica and Uysal (1996)
segmented and compared visitors to the Umbria Jazz Festival
based on whether or not they lived in the Umbria region.
They found that the local residents who attended were
mostly women over the age of 40 for whom socialisation
was the most important motivation, while visitors from
outside the region were generally younger and placed
greater emphasis on the entertainment.

424

Henderson and Wood (2009) analysed the attendees
at the UK Wiireless Festival, and concluded that there
were two significant groups of festival-goers: “fans”, for
whom the music really matters, and “socialites” looking
for an experience beyond the music being played on stage.
Similarly, in an analysis of individuals’ motivations to
attend music festivals, Bowen and Daniels (2005) identified
four distinct groups, namely, “only to socialise”, “to be
enriched by the music”, “the music matters” and “I love
everything”; and they showed that these groups differed in
race, marital status and family income. Finally, in a study
on two Camden Festivals, Atkinson (2016) identified a

clear gender-based difference in the primary motivation
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for attendance: men attended the festival to experience
something new and different, while women attended
because they liked the artists featured. To sum up, the
present study aims to answer the following questions to
identify whether attendees’ motivations vary based on
their characteristics:

RQ3. Do attendees’ motivations vary based on
their sociodemographic characteristics?

RQ4. Do attendees’ motivations vary based on

their festival-related behavioural habits?

3.3 Perceived value, satisfaction and
behavioural intentions

Despite the importance of motivations in marketing,
merely understanding them is insufficient to ensure the
satisfaction and loyalty of the festival attendee. This is
why we have chosen to also address other concepts that
will help us to better understand the possible differences
between an online and a live music festival. This will also
help us to better understand the new phenomenon of
online festivals. The concepts chosen are perceived value,
satisfaction, and behavioural intentions because there are
previous studies (Baker & Crompton, 2000; Lee et al.,
2019) that have used the relationship between these three
factors to contribute to a more complete understanding
of the festival phenomenon.

Perceived value has received increasing attention
from marketing managers and researchers as it has been
shown to be one of the most important predictors of
satisfaction and loyalty (Cronin et al., 2000; Parasuraman
& Grewal, 2000). Perceived value has been defined as
“the overall assessment of the consumer of the usefulness
of a product based on his/her perceptions of what (s)
he received and what (s)he gave” (Zeithaml, 1988, p.
14); that is, a cost-benefit analysis, where benefits have
a positive influence, and costs have a negative influence,
on perceived value.

The various conceptualizations of perceived
value that appear in the academic literature (Boksberger
& Melsen, 2011) allow us to find the following points of
consensus: it is a (i) subjective and (ii) dynamic perception
of the buyer that (iii) implies a comparison between what
the customer receives and what he/she has to deliver in
order to enjoy the product or service (in our case, a music
festival). This total sacrifice or perceived cost includes
monetary payments but also non-monetary sacrifices,

such as the time spent, the energy consumed and the stress

experienced by the consumer (Chaudhuri & Holbrook,
2001). The literature also accepts that perceived value is
a multidimensional construct with at least a functional
and an emotional dimension (Sweeney & Soutar, 2001).

Oliver (1999) proposed that satisfaction was
related to the consumer’s overall judgment of a product
or service. Anderson et al. (1994, p. 54) defined it as
“an overall assessment based on the total experience of
buying and consuming a good or service over time”.
Although the expectation disconfirmation theoretical
framework (Oliver, 1999) has been widely used for
the study of consumer satisfaction, previous literature
suggests that a more complete explanation of its causes
and consequences can be derived if the cognitive and
affective processes of satisfaction are taken into account
globally (Cronin et al., 2000).

Finally, the theory of reasoned action (Fishbein &
Ajzen, 1979) indicates that the most important determinant
of the subject’s behaviour is the behavioural intention.
Yang et al. (2011, p. 26) described future behavioural
intentions in the context of festivals as “a declaration that
one will probably return to the festival, commenting on
the festival positively and recommending the festival to
family, friends and others”. This is a very similar notion
to consumer loyalty to the festival, since loyalty to the
festival is manifested through the intention to return
and recommend it to family and friends (Chaney &
Martin, 2017).

Most studies have concluded that there is a
perceived value-satisfaction-behavioural intentions chain:
perceived value has been shown to have a direct, positive
impact on satisfaction and behaviour, and satisfaction,
in turn, positively affects behaviour. First, the perceived
value reflects the perception of net utility received by
the participant in a festival, so it is reasonable to propose
that if this perception of value increases, the subject feels
predisposed to improve their behavioural intentions
regarding that festival (McDougall & Levesque, 2000).
Second, previous literature considers perceived value
to be a direct antecedent of consumer satisfaction. It is
expected that participants who perceive that they have
received a greater value proposal in the live/online festival
will experience a greater degree of satisfaction (Gallarza
& Gil, 2006). Third, it is logical to think that the most
satisfied participants are more motivated, attitudinally
and behaviourally, to continue the relationship with the
festival over time. In the literature on consumer behaviour

there are many studies that show that satisfaction positively
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influences the behavioural intentions of customers
(Anderson & Srinivasan, 2003; Rodgers et al., 2005).
The relationships between these three constructs
have been amply demonstrated for live festivals (Cole &
Chancellor, 2009; Kim et al., 2010; Lee et al., 2008; Li
& Lin, 2016; Yoon et al., 2010). However, due to their
novelty, these causal relationships have not been explored
in the context of online festivals. To more profoundly
understand the online festival phenomenon, our study
compares the causal relationships of these three concepts
(Figure 1) in live and online festivals; thus, the following

hypotheses are posited:

H1ab. The perceived value for an attendee at a
(a) live or (b) online festival will have a positive
effect on his/her future behavioural intentions

towards the event.

H2ab. The perceived value for an attendee at a
(a) live or (b) online festival will have a positive

effect on his/her overall satisfaction with the event.

H3ab. The overall satisfaction of an attendee at a
(a) live or (b) online festival will have a positive
effect on his/her future behavioural intentions

towards the event.

4 Methodology

The empirical study takes a quantitative approach.
Our RQs 1-4 require us to measure the motivations to
attend an online and a live music festival, to subsequently
weigh and compare them. Likewise, the hypotheses that
underlie the proposed model to estimate the perceived
value-satisfaction-behavioural intentions chain will be
estimated through structural modelling, so we need

Perceived

Behavioural

Hi

value intentions

N /

H2 H3

N

Satisfaction

Figure 1. Proposed theoretical model.
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quantitative indicators that measure the constructs involved.
An online survey based on a structured questionnaire
was answered by Spanish residents who had attended at
least one live music festival and one online festival in the
previous year. Given the nature of this universe, and the
difficulty in identifying sample units, the authors combined
a non-probabilistic convenience sampling procedure and
a snowballing procedure. The questionnaire was uploaded
onto Google Forms and disseminated online through
social media platforms (i.e., Facebook and WhatsApp),
and the participants were asked to share the survey with
their acquaintances to reach a wider sample. A total of
137 valid responses were collected.

Unlike previous studies which have focused on
one single event (i.c., a festival), the questionnaire asked
the participants to respond based on the festivals (live
and online) that they had enjoyed in the previous year.
This avoided any bias that might have arisen due to a
focus on one single event, and was aimed at improving
the generalisability of the results.

We measured the participants’ motivations for
attending festivals using a 17-item scale based on Elliott
and Barron (2015), Bowen and Daniels (2005) and Kruger
and Saayman (2017). Perceived value was measured on
a three-item scale developed by Petrick and Backman
(2002). This addresses the different dimensions of perceived
value, such as the quality and reputation of the event, and
the emotional experience of the participant. Satisfaction
was measured through a single general satisfaction item
adapted from Oliver (1999), and behavioural intentions
through two items which assessed the likelihood of the
participant recommending and returning to the event,
adapted from items used in service marketing literature
(Cronin etal., 2000). Appendix 1 shows the measurement

scales used in the study.

5 Analysis and discussion of the
results

RQ1 and RQ2 seek to identify differences between
individuals’ motivations to attend live vs online music
festivals and to know which of these motivations are most
relevant for each type of music festival. As we do not have
a single solid theoretical framework that dimensionalizes
the motivations to participate in both types of festivals, an
exploratory factor analysis was undertaken to delineate the
underlying dimensions of the participants’ motivations,

using an orthogonal varimax rotation to make the factorial
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structure more interpretable. We used exploratory factor
analysis because it is the statistical technique par excellence
that is used to explore the set of latent variables or common
factors that explain the responses to the items (Gorsuch,
1997). Once the underlying motivations to participate
in each type of festival had been identified (RQ1), we
calculated the global relevance of each motivation as the
average of the items that compose it (RQ2).

To address RQ3 and RQ4, ANOVA tests were used
to identify the relationships between the different motivational
dimensions, sociodemographic variables and other festival-
related variables. Finally, SEM analysis was performed
using the PLS algorithm (Smart PLS 3.0) to estimate the
theoretical model and test the three proposed hypotheses,
and a multigroup analysis was undertaken to compare the
perceived value-satisfaction-behavioural intentions chains
of the two festival types. One of the advantages of the PLS
algorithm is that this technique allows us to estimate models
with small sample sizes, and it is not necessary to assume a
normal distribution of the data (Hair et al., 2014); therefore
we decided to use this algorithm in our research.

5.1 Participants’ sociodemographic

profiles and festival-related habits

The sociodemographic profiles of the attendees are
summarised in Table 2. The majority of the respondents

Table 2
Sociodemographic profile of participants
Variable Number %
Gender Men 61 44.9
Women 75 55.1
Age 19-24 25 18.4
25-29 30 22.1
30-34 47 34.6
>34 34 25
Civil/ Single 100 73.5
marital Married 24 17.6
status Other 12 8.8
Education  Less than high / secondary 18 13.2
school
High / secondary school 48 35.3
diploma / professional
training
University 70 51.5
Occupation Full-time worker 78 57.4
Student 26 19.1
Retired 17 12.5
Part-time worker 15 11

were women (55.1%); 34.6% were between 30 and
34 years old; the majority (73%) were single; more than
half (51.5%) had university degrees and most worked
full-time (57.4%).

The data on festival attendance are summarised
in Tables 3 and 4. Half of the respondents attended one
or two live festivals during 2019 and 2020 and, notably,
24.3% attended five or more; this contrasts with online
festivals, where only 1.5% attended more than three.
In addition, for 88% of the respondents this represented the
first time they had attended an online festival, while 88%
had previously attended live festivals. The festivals which
attracted the most responses were, first, Medusa, followed
by Arenal Sound and Vifa Rock, which is reasonable as,
according to data from the APM (Asociacién de Promotores
Musicales, 2020b), these festivals attract the highest
number of attendees. Most (54%) participants attended
live festivals with friends, and online festivals were more
often enjoyed alone (44.9%), which is understandable, as
during the COVID-19 period contact with other people
has been lower.

5.2 Motivational factors

An exploratory factor analysis was performed
to examine the participants’ underlying motivations to
attend live festivals. A value of 1.0 was used for the factor

Table 3
Live music festivals — attendance habits
Variable Number %
Quantity of 1 27 19.9
festivals 2 41 30.1
3 23 16.9
4 or more 45 33.1
Which festivals Medusa 19 14
Avrenal Sound 19 14
Vinia Rock 21 15.4
Les Arts 17 12.5
Others 60 44.1
First time Yes 48 35.3
No 88 64.7
Who did you  Friends 74 54.4
go with? Partner 15 11
Friends and partner 30 22.1
Others 17 12.5
Ticket type Day 24 17.6
Several days 50 36.8
Several days camping 52 38.2
VipP 10 7.4
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extraction criterion, and items had to have loads of at
least 0.40 to be included in any one factor. The Bartlett’s
sphericity test value, 777.628 (p <0.001), and the KMO
statistic, 0.669, indicated that the data were appropriate
for identifying the factors. The analysis showed that five
factors (Table 5) accounted for 62.9% of the variance.

The internal reliability of all constructs was greater than

0.50, except for the last factor, which was therefore
eliminated from the study. The remaining four dimensions
were music, socialisation, escape and novelty.
Regarding online festivals, again the Bartlett’s
sphericity test value, 597.670 (p <0.001), and the KMO
statistic, 0.658, indicated that the data were appropriate
for identifying factors. The analysis showed that four
factors (Table 6) explained 59% of the variance: emotion/

entertainment, socialisation, the music and escape.

Tabl.e 4 . . . The Cronbach’s alphas were above 0.60, except for the
Online music festivals - attendance habits last factor (0.40), which was therefore eliminated from
Variable Number % the StUdY-
Festivals I 89 65.4 The factor scores were calculated as the average
2 33 24.3 of all the items that contributed to each factor. For the
) 3 ] ‘ 14 10.3 live festivals, escape obtained the highest average value
Xltl:s:l ZZ f\ZyZQnijl: ];ZmCe sa) 42 309 (5.63), followed by the music (5.32), socialisation (4.73)
Festival and, finally, novelty (3.9); in online festivals the most
Quarantine Fest 27 19.9 important factor was the music (5.21), followed by
Tomorrowland/Around 10 7.4 excitement/entertainment (3.79) and, finally, socialisation
the World (2.6). The music was one of the most important factors
Others 57 41.9 o
First time  Yos 120 882 for both festivals, while socialisation was much more
No 16 11.8 important for live than for online festivals.
Who did Family 16 11.8
you go Friends 17 125 5.3 Motivational differences based on
with? Partner 42 30.9 sociodemographic variables and habits
Alone 61 44.9
Did you Yes 9 6.6 ANOVA tests were used to determine whether
watch No, only some 115 84.6 there were significant differences in the participants’
everything?  No, only one arvist 12 8.8 motivations based on sociodemographic variables and
Table 5
Motivational factors for attending live festivals
Items F1 F2 F3 F4 F5
10 listen to and support my favourite artists .852
1 was attracted by the advertising poster .839
To listen to live music .785
10 know more about my favourite artists .659
10 meet people .825
1 like to mix with people with similar interests 769
1 enjoy the crowds at festivals .563
Attending music events is part of my life 517
Its stimulating and exciting 770
Fun and entertainment .693
10 escape from the pressures of everyday life .667
10 have a change from my daily routine .648
Curiosity 778
10 be part of a unique event .600
10 experience new, different things .505
1o spend time with friends and family 749
1 enjoy watching and doing a variety of things 573
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Table 6

Motivational factors for attending online festivals

Items F1

F2 F3 F4

Attending music events like these is part of my life 769
1 enjoy watching and doing a variety of things 715
Its stimulating and exciting .653
Partying and fun 587
1o experience new, different things 579
1 like to connect with people with similar interests

16 be part of a unique event

10 meet people

1 enjoy the crowds at festivals

16 listen to and support my favourite artists

1 was attracted by the advertising poster

10 listen to live music

16 know more about my favourite artists

10 have a change from my daily routine

10 escape from the pressures of everyday life

.806
726
.640
531
.865
.836
.655
509
702
.662

other music festival-related variables. The results showed
that there were significant gender-based differences for
the music factor for both festival types: live: F(1,135) =
5.63, p < 0.05; and online: F(1,135) = 10.31, p < 0.01;
the music was more important for women in both cases.
There were age-based differences in socialisation for the
two types of festivals: live: F(3,135) = 3.98, p < 0.01,
with the respondents between 25 and 29 attaching more
importance to socialisation than those between 30 and 34;
and online: F(3,135) = 7.49, p < 0.01, with those between
19 and 24 attaching more importance to it than those over
30. These results lead us to conclude that socialisation is
more important for the younger participants.

There were differences in the novelty factor for
live festivals based on level of studies (F(2,135) = 4.62,
p < 0.05); novelty was seen as more important by those
with high/secondary school diplomas/professional training
than by those with lower educational levels. There were
also differences for online festivals for the music (F(2,135)
=6.03, p < 0.01); thus, the music was less important for
those with high/secondary school diplomas/professional
training (4.46) than for university graduates (5.45).
As for occupation, the socialisation associated with online
festivals (F(3,135) = 7.36, p < 0.01) was more important
for students than for the other groups analysed.

As for the festival experience, there were differences
in novelty based on how many live festivals the participants
had attended in recent times (F(3,135) = 6.72, p < 0.01);

novelty was more important for those who had attended

only one festival than for the others. Music (F(1,135)
= 4.14, p < 0.05) and socialisation (F(1,135) = 5.54, p
< 0.05) were more important for those attending their
first events than for those attending their second, third,
fourth, etc., events. The type of entry ticket purchased
also had an influence for live festivals; those who had
bought multi-day tickets attached more importance
to novelty (F(3,135) = 3.05, p < 0.05) than those who
purchased multi-day/camping tickets, and they attached
more importance to escape (F(3,135) = 3.16, p < 0.05)
than those who bought day tickets.

Companion type influenced the importance
given to novelty in live festivals (F(3,135) = 4.84, p <
0.01); novelty was less important for those who went with
friends and partners than for those who went with their
partner, or alone. Finally, for online festivals, whether or
not the participant had watched the entire event varied
the importance of emotion/entertainment (F(2,135)
= 5.35, p < 0.01); emotion/entertainment was more
important for respondents who had watched the whole
event. Socialisation (F(2,135) = 5.03, p <.01) mattered
more to those who had viewed only one event than for

those who had viewed multiple events.

5.4 Perceived value-satisfaction-
behavioural intentions chain

The model in Figure 1 was estimated using partial
least squares (PLS) with SmartPLS 3.0. Having checked
the psychometric properties of the measurement scales
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Table 7
Tests of the hypotheses (live events)

Hypothesis Standardised Beta  t-value (bootstrapping) Result
H1a: Perceived value — Behavioural intentions .36* 5.35 Supported
H2b: Perceived value — Satisfaction .62* 11.01 Supported
H3c: Satisfaction — Behavioural intentions 46* 0.72 Supported

R? (Behavioural intentions) = .25; R? (Satisfaction) = .25; Q* (Behavioural intentions) = .47; Q* (Satisfaction) = .37. *p < .01.

Table 8
Tests of the hypotheses (online events)

Hypothesis Standardised Beta  t-value (bootstrapping) Result
Hla: Perceived value — Behavioural intentions S1* 6.12 Supported
H2b: Perceived value — Satisfaction .82* 29.01 Supported
H3c: Satisfaction — Behavioural intentions .34* 3.58 Supported

R? (Behavioural intentions) = .66; R* (Satisfaction) = .67; Q* (Behavioural intentions) = .59; Q? (Satisfaction) = .66. *p < .01.

Table 9
Multigroup analysis - significant differences
between festival types

motivations for attending different events (Crompton &
McKay, 1997; Li & Petrick, 2006; Nicholson & Pearce,
2001), and that different events can meet the same needs,
albeit to varying degrees (Lee et al., 2004). We show that

Hypothesi Dif. Standardised t-value . X . . . .
ypothesis Beta (live-online) _ (bootstrapping) participants have different motivations for attending live
Hlab: Perceived value — Behavioural -15 1.42 festivals and online festivals: socialisation and the music
intentions
H2ab: Perccived value — Satisfaction 20 3.26* were found to be motivational factors for both festival
H3ab: Satisfaction — Behavioural 12 1.04 types, but escape and novelty were only found for live

intentions

*p<.0L.

(i.e., reliability, convergent and discriminant validity),
we evaluated the structural model via the variance of the
dependent latent variables explained by the predicting
constructs (R2), predictive relevance (Q2) and the
significances of the structural relations (Tables 7 and 8).

To identify if the differences between the two
festival types were significant, a multigroup analysis was
performed; the results are shown in Table 9. The only
significant difference was for H2: perceived value affected
satisfaction more strongly for online festivals than for

live festivals.

6 Conclusions, implications,
limitations and future research
lines

6.1 Main conclusions

This research makes the following findings. First, it
was confirmed that the same individuals can have different

430)

festivals, and excitement/entertainment only for online
festivals.

Vinicombe and Sou Pek (2017) concluded that
in the specific case of music festivals, the musical genre,
artists and other factors specific to the art form are more
important to attendees than in the case of festivals more
generally. That music was an important factor for both
festival types is largely consistent with previous research
(Bowen & Daniels, 2005; Gelder & Robinson, 2009).
Socialisation has been the most common dimension
cited in the majority of previous studies into participants’
motivations for attending events (Formica & Uysal,
1996; Gelder & Robinson, 2009; Kruger & Saayman,
2012). The results allow us to conclude that, despite the
difliculties for social relations that online festivals imply,
the participants of this type of festival also seek to improve
their socialization.

Novelty has been proposed as one of the most
important dimensions by several studies (Crompton &
McKay, 1997; Formica & Uysal, 1996) and is commonly
related to elements such as adventure and the uniqueness
of the event; perhaps it does not have as much relevance for

online festivals because these elements are less associated
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with online events. The identification of escape as a
motivating factor for attendance at live festivals supports
the results of other works (Mohr etal., 1993; Uysal et al.,
1993); naturally, the escape concept is likely to be less
relevant for online events than it is for live festivals, as
home-based viewers are less able to forget their daily
responsibilities. These findings could support the claims
of Holt (2010), Charron (2017) and Harper (2015) that
digitally mediated events do not offer the unexpected and
expansive experiences provided by live events, although
more studies should be conducted to understand why
these dimensions are not evident for online festivals.

The results of the study also confirmed that, as
for live events, there are statistically significant differences
in the motivations of online event attendees, so attendee
segmentation might be used as a successful strategy for
online festivals. For example, we conclude that, for
both types of festivals, the music motivation was more
important for women than for men and socialisation was
more important for younger participants. Only for online
festivals, we conclude that novelty was more relevant
for those with a higher educational level than for those
with lower educational levels, and socialisation was more
important for students than for the other groups analysed.

Moreover, the study confirmed that not only
are there motivational differences based on demographic
variables, as found by other studies (Atkinson, 2016;
Bowen & Daniels, 2005; Formica & Uysal, 1996), but
there are also differences based on variables such as type
of entry ticket purchased and companions. For example,
we show that novelty was more important for those
who had attended only one festival, and the music and
socialisation were more important for people attending
their first event. Also, those who bought multi-day tickets
gave more importance to escape than those who bought
single-day tickets.

Finally, this work confirms, in the context of online
festivals, the positive relationship that previous studies have
proposed between perceived value, satisfaction and future
behavioural intentions in live festival experiences (Cole
& Chancellor, 2009; Kim et al., 2010; Lee etal., 2008).
An interesting finding of the study is that perceived value
affected satisfaction more in online festivals than in live
festivals, perhaps because the participants’ expectations
about the value of online festival experiences were lower, so
the same level of value translated into greater satisfaction

with online festivals.

This research makes a contribution to the festival
literature by trying to understand the phenomenon of
events held only online. In addition, this study can
contribute to the development of a framework to generalise
the underlying motivations common to attendance at
all events, as proposed by Nicholson and Pearce (2001).
These authors argued that a more systematic approach is
needed to study the motivations of festival attendees, one
that goes beyond individual events, explores more general
issues and begins to examine broader characteristics of

event tourism.
6.2 Implications

Given that music festivals are one of the fastest
growing global tourism segments, the study’s findings
have important business implications. For example,
the low score given to the socialization dimension for
online festivals suggests that managers and artists should
encourage greater attendee participation through chats,
taking advantage of the interaction possibilities offered
by new technologies. Also, the importance given by the
participants to the excitement/entertainment afforded
by online events suggests that musicians and organisers
should provide a variety of complementary activities to
ensure their attendees enjoy an exciting experience.

The unprecedented nature, circumstances and
impact of COVID-19 will have profound and long-term
structural and transformative implications for tourism
as a socioeconomic activity and industry (Sigala, 2020);
thus, a better understanding of online festivals is vital for
implementing strategies that can ensure their future success
(Bremser etal., 2018). It is known that live performances
are now one of the largest sources of income for artists
(Harbi etal., 2014), but there are certain negative aspects
associated with face-to-face performances that foster interest
in promoting other, remote types of event. These negative
aspects include, for the organisers, rising costs such as
fuel, artists’ fees and logistic and energy expenses; and,
for the attendees, factors related to location, accessibility
and cost (Kerr & May, 2011). Online festivals could be
an alternative to live festivals as they lack many of these

negative aspects.
6.3 Limitations and future research lines

This work has several limitations. First, the
sample used is small and non-probabilistic, so the results
p p

should be interpreted with caution since the sample
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does not represent the entire population and the results
cannot be used for generalizations. Second, by focusing
on overall festival experiences, the study does not take
into account variations that may arise between different
types of festivals based on music genre and/or event size;
however, our results provide a starting point for future
research. Thus, this work should be considered as a first
exploration of a changing environment and new ways of
understanding the music industry.

Future research should replicate the analysis
of the motivations underlying participation in online
festivals with larger and more representative samples, with
an international focus. As online festivals become more
widespread, it will be easier to identify individuals who
have lived the experience of a festival remotely, facilitating
data collection. This would permit the replicability of the
study in other national contexts. Also, future studies into
motivations for attendance at online festivals should use
qualitative methods to delve deeper into the field. They
should also go further by examining the relationships among
perceived value, satisfaction, behavioural intentions, and
the individual’s motivations for attending online festivals;
these relationships have been established in studies on

live events (Faulkner et al., 1999; Savinovic et al., 2012).
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APPENDIX 1. Measurement scales used in the study

Motivational factors

Scale

To listen to and support my favourite artists

I was attracted by the advertising poster

To listen to live music

To know more about my favourite artists

To meet people

I like to mix with people with similar interests

I enjoy the crowds at festivals

Attending music events is part of my life

Its stimulating and exciting

Fun and entertainment

To escape from the pressures of everyday life

To have a change from my daily routine

Curiosity

To be part of a unique event

To experience new, different things

To spend time with friends and family

I enjoy watching and doing a variety of things

Perceived value

The quality of the event was outstanding

The event has a good reputation

The event made me feel good

Satisfaction

What is your general degree of satisfaction with the festival?
Behavioural intentions

What is the probability that you will attend that festival again?
What is the probability that you would recommend that festival?

7-point Likert scale

7-point Likert scale

7-point semantic differential scale

7-point semantic differential scale
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