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Abstract
Festival activity marketing is one of the most popular tourism strategies around the world. Festival activities
combined with marketing for interacting and communicating with the tourists, can enhance tourists’ preferences
and impressions on the tourism destinations and it becomes an important source in leading the development of
regional economic. Festival activities held in each and every region shall be coordinated with relevant factors to
integrate into distinguishing features and be implanted deeply into people’s mind, and only after different
marketing strategies are prepared for tourists with different preferences, can the best result of festival activities
be achieved.
This study mainly discusses whether there are any difference in the pattern of associations of the tourist groups
with different preference on festival activity in regards to relevant factors on festival activities, festival
attractiveness, tourists’ cognitive values, and behavioral intention. The result witnesses that: (1) the cognitive
value of tourist groups with high preference for festival activities further promotes their behavioral intention for
participating in festival activities; (2) tourist groups with medium preference for festival activities feel attracted
by the favorable atmosphere of the environment, which fosters their intention to participate in festival activities.
Therefore, suitable and satisfactory festival marketing strategies shall be established for different types of tourist
division.
Keywords: festival activities, cognitive value, behavioral intention
1. Introduction
In recent years, the demand of consumers has gradually turned to the psychological level. Therefore, more and
more attention has been paid to sightseeing tourism and leisure recreation. And the increase in leisure recreation
demand and the change in the pattern of industrial activities have led to the attention to “festival activities and
industrial tourism”. The sightseeing and leisure industry has integrated sightseeing tourism, gourmet dining,
product innovation, history & culture, local distinguishing features, etc. into festival activities, and it is also
expected to bring economic development to the region. Therefore, festival activities have become an important
policy of all local governments in promoting the local cultural industry and local development.
Taiwan has the elements for developing festival sightseeing. Therefore, all regions in Taiwan are active in
organizing festival activities, expecting to attract tourists with activities to provide opportunities for local
business and expand local finances effectively (Chen, 2014). Festival activities combining with local unique
history and culture not only strengthen the local image, which becomes the main attraction for the tourists, but
also drive the development of the local economy (Yoon & Uysal, 2005). Therefore, various forms of festival
activities have become an important marketing method for all countries in developing tourism, and it is also the
most watched and sought-after tourism trend today (Burr, 1997; Cunningham, 1995). Therefore, how to highlight
the distinguishing features of festival activities to gain popularity and attract people’s attention with limited
resources is particularly important.
Festival activities can trigger tourists’ curiosity about a region and can stimulate people’s motivation and
emotions on visiting. Festival commodities and environmental factors are tourists’ unified impressions of a
region, which can increase tourists’ preference and participation intention and behavior (Wu & Tian, 2017). For
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example: The selling of distinguishing featured commodities related to the festival in shops around the activity
venues, good local transportation planning, complete natural landscape and infrastructure, thus enhancing the
tourists’ positive emotional reactions, and further affecting the participating behaviors and decisions (Berry &
Parasuraman, 1996); Mehrabian & Russell, 1974). Therefore, by combining the geographical resources, cultural
connotations, and traditional arts and crafts activities into unique local distinguishing features, we can attract
more tourists to visit. All of these are associated influential factors that cannot be ignored.
The primary goal of festival activities planning is to attract people to participate. Therefore, the creation of
attractiveness is very important. Regardless of festival distinguishing features, festival commodities,
environmental atmosphere or cultural connotation, all of which are used to increase the sense of value of the
tourists through actual experience. Therefore, during the tourism experience, the festival activities held in the
local area must be combined with festival commodities, environmental atmosphere or cultural connotations, and
be matched with the needs of tourists in order to enhance the impression and sense of value of the tourists and
further strengthen the tourists’ cognitive value and behavioral intention (McLuhan, 2000).
Based on the above research background and motivation, the main purpose of this study is to explore the
distinguishing features of festivals, festival commodities, environmental atmosphere and cultural connotation,
influence on festival attractiveness, and explore the influence of attractiveness of festival activities on tourists’
cognitive value and behavioral intention; with further comparison of differences in the behavioral patterns of
tourists with different preferences on festival activities. As there were previous studies on the development of
festival activities, but few multivariate in-depth explorations of the above-mentioned facet, also there was few
analysis and comparison on divisions of different types of tourists conducted. Therefore, this study selects
festival activities as the subject of this study, and conducts relevant surveys for tourists participating in certain
kind of festival activities, and divides the types of tourists into different preference groups, in order to analyze
the feelings of different types of tourists on festival activities, and with suggestions from the perspective of
tourists, in order to promote formulation of festival marketing strategy.
2. Literature Review and Hypotheses
2.1 Influence of Distinguishing Features of Festival on Festival Attractiveness
Festival activity is an activity category in activity marketing, which is linked with local celebrations and during
the celebration period, with the support of local sponsors, forming a special and meaningful activity (Getz, 1997).
Jackson (1997) interpreted from the perspective of activity content as follows: Festivals is a special event that
covers products, services, ideas, information, and group characteristics. Therefore, festivals celebrations in
different regions can not only attract tourist tide, but also provide the most direct and specific propaganda
channels of the local culture, helps to shape regional image and improve visibility of the region (Hinch, 1996).
Gunn (1994) pointed out that for tourism, if the marketing provides propulsive force, then attractiveness provides
traction force. Attractiveness promotes the tourist behavior, provides tourists with power to actuate to go, plays
an important key role in catalyzing the participation of tourists, and encourages tourists’ behaviors to go to the
tourist spots and stay to taste, and experience in their destination (Page, 2003). If the distinguishing features of
the festival can achieve goals such as activating specific regions of the city, providing opportunities that art
organizations requires, integrating history and culture into the region, increasing the willingness of the people to
participate in related activities, promoting continuous execution of activities, which represent that their activities
are full of festival attractiveness (Frost-Kumpf, 2001).
The distinguishing features of festival activities must be acquired through individual experiences. The values of
distinguishing features of the festival activities are the feelings obtained by the tourists in the individual’s senses,
perceptions, minds, and behaviors after interacting with the surrounding environment when involved in festival
activities (Wu & Zheng, 2014). Therefore, in addition to attentions on festival commodities, services, sense of
novelty and pleasure, the tourists should also enjoy the ultimate feeling of emotion as they participate in the
activities, as these would bring the tourists with pleasant mood and unforgettable memories. The more
distinguishing features that the festival activities owns, the more attractive the festival would be (Pine & Gilmore,
1998). Saleh & Ryah (1993) also found that whether the content of the activity was of distinguishing features is
the main decision factor when tourists plan their visits, which included the combination of activity content itself
and the features of environmental ambiance. Therefore, the distinguishing features of festival are an important
attractiveness factor that triggers tourists to visit. It includes the connotation of festival activities, distinguishing
features of the activities, marketing& spreading, and the relationship with the society and culture, all of which
can motivate tourists to understand traditional culture, and better reflect the tourism value of the region (William,
1997).
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Based on the above, this paper proposes the following hypothesis:
H1: Distinguishing features of festival significantly enhance the attractiveness of festival activities.
2.2 Influence of Festival Commodities on Festival Attractiveness
In recent years, it has become a trend to use regional culture as a basis to design culturally creative commodities,
in order to present distinguishing features in festival commodities, attract consumers’ attention, and market
through festival activities. Commodity fairs are a common culture in Asian countries. Tourists from countries
such as Thailand, Taiwan, and Hong Kong enjoy visiting commodity fairs (Maruyama & Trung, 2010).
Commodity fair is a fixed trading venue for the concentration of commodities. Many shops or stalls are gathered
in this space to sell a wide range of commodities, which are often set up around the festival activities, with a
unique style specific to their own local culture and customs, and often matching with festival programs and
entertainment activities (Kinnunen & Haahti, 2015). Therefore, when there is festival activity, the surrounding
commodity market is an indispensable item.
Festival commodities of distinguished features attract different groups to chase after for purchasing or collection,
enable the festival activities to attract more people to participate. Rifkin (2000) pointed out that turning cultural
customs and cultural activities into festival commodities and putting cultural values into service, commodities
and experience, could make the whole process of consumption meaningful. Therefore, the festival commodities
provide a link to combine the cultural connotation and the celebration story, while the creation and sale of the
creative festival commodities can reach the crowd-gathering influence on attracting crowds, and also create the
attractiveness of festival activities.
Based on the above, this paper proposes the following hypothesis:
H2: Distinguishing features of festival commodities significantly enhance the attractiveness of festival activities.
2.3 Influence of Environmental Ambiance on Festival Attractiveness
Baker, Grewal, Parasuraman & Voss (2002) pointed out that customers often assess whether the store meets its
value needs on the energy and time cost spent on the store environment and the quality of the store, which they
use as a reference for the next visit. The environmental atmosphere in this study refers to the surrounding
physical environment where the festival activities take place, covering mainly the specific external space
environment for tourist activities, including: Natural landscapes, leisure facilities, infrastructure, transportation
convenience and overall atmosphere, all of which affect consumer emotions and behaviors (Bitner, 1992).
Through the stimulating of the ambient atmosphere and the emotional factors of individual personality traits of
tourists, the environmental atmosphere can trigger personal emotional reactions, such as pleasure, awakening,
dominance, and other emotional states, which in turn trigger behaviors of approaching or avoiding (Mehrabian &
Russell, 1974). Therefore, the environmental atmosphere can create a good image of the region and make
invisible service tangible and affect customers’ expectations and satisfaction (Booms & Bitner, 1981). Therefore,
tourists regard the environmental ambiance of the venue where festivals are held as a decision factor for tourism,
and consider it as an appraisal factor for assessing the attractiveness of festivals.
Beerli & Martín (2004) also pointed out that natural and cultural features, leisure and facilities, surrounding
atmosphere, safe environment and tourism resources are all elements of the physical environment, which
together shape the overall environmental perception of the people and thus affect the emotions of the tourists,
and further affect the attractiveness of the tourist site. While the atmosphere of the service premises, such as:
music, lighting, odor, color, arrangement, etc., all increase or inhibit consumers’ approach-avoidance behavior
(Pine & Gilmore, 1998). The consumers’ value of experience is positively affected by interacting with the
surrounding environment (Baker, (2006). Therefore, the environmental ambiance influences the perception and
subjective behavior criteria of consumers (Baker et al., 2002). Therefore, a good environment positively affects
the feelings of tourists and enhances festival attractiveness.
Based on the above, this paper proposes the following hypothesis:
H3: Good environmental ambiance significantly enhances the attractiveness of festival activities.
2.4 Influence of Cultural Connotation on Festival Attractiveness
Over time, ethnic divisions and regional changes form different groups. The same group shares the same beliefs
and values, forming a regional and unique cultural connotation. Cultural connotation is the basis of tourism
development, and only the tourism activities based on “cultural connotation” can attract tourists to stay for a long
time and create their own brand of urban culture, like “Dajia Matsu International Tourism Culture Festival” in
Taichung and “Donggang King Boat Festival” in Pingtung, both are representative examples of cultural festival

19

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 10, No. 3; 2018

activities. These activities have a profound cultural connotation as the main axis of the festival. Therefore, they
can attract millions of tourists and performers from all over the world every year to celebrating these great
festivals. This shows that cultural connotation is the basis for the development of tourism and is an important
factor that attracts tourists for visiting.
Lew (1987) pointed out that the attractiveness of sightseeing spots is constituted of “landscapes”, “participate”,
“remember” and services and facilities that satisfy tourists. Cultural factors, such as visits to historical and
cultural sites, are one of the major tourism motives. Sightseeing activity without cultural connotation is just like
body without soul (Kozak, 2002). Therefore, the trend of sightseeing has a trend to transforming to cultural
tourism, and only cultural connotation can form a strong and powerful tourist attraction power which can
increase people’s motivation for participation (George, 2015).
Based on the above, this paper proposes the following hypothesis:
H4: Cultural connotation significantly enhances the attractiveness of festival activities.
2.5 The influence of Festival Attractiveness on Tourists’ Cognitive Value and Behavioral Intention
Zeithaml (1988) defined the cognitive value of consumers as: Consumers assess the overall influence and utility
of the product based on the benefits they receive and the price they pay. While Engel, Blackwell, and Miniard
(2001) pointed out that cognitive value was differences between the value of the resources that were paid for and
the benefits that were obtained, in which include cognitive acquisition value and cognitive transaction value.
Therefore this study defines the cognitive value as the tourists’ perceptions, opinions, beliefs and knowledge of
festival activities, and if with positive inclination, this triggers tourists’ behavioral intention.
Behavioral intension refers to the tendency of a consumer to take a specific activity or behavior with respect to a
product or service (Engel et al., 2001); refers to possible repurchasing actions to trade for related products or
services with recommendation willingness and transaction willingness. Zeithaml, Berry & Parasuraman (1996)
suggested that behavioral intent could be regarded as an indicator of whether a company could successfully
retain customers. It is divided into five aspects: Loyalty, paying more, conversion tendencies, external reactions
and internal reactions. Behavioral intention therefore refers to the tendency of tourists to participate in actions or
behavioral intention for the future festival activities.
The attractiveness of tourist areas is a key reason for tourists to visit (Chi, Chua, Othman & Karim, 2013), which
is closely related to the expected cognitive interests of tourists, and influences the final decision of tourists,
causing tourists’ perceived value and follow-up travel behavior (Wu & Tian, 2017). The attractiveness of tourist
areas is important for attracting tourists. When people feel that the attractiveness of a certain area is higher, the
cognitive value of tourists also increases, and more trips to such region occur. Therefore, the attractiveness of
tourist areas enhances the cognitive value of tourists, and also increases people’s behavioral intention and actual
behaviors in the tourist areas (Hu & Ritchie, 1993).
Based on the above, this paper proposes the following hypotheses:
H5: The attractiveness of festival activities significantly increases the tourists’ cognition value for festival
activities.
H6: The attractiveness of festival activities significantly increases the tourists’ behavioral intention for attending
festival activities.
2.6 Influence of Tourists’ Cognitive Value on their Behavioral Intention for Attending Festival Activities
Since most tourists collect information about the place they plan to visit, or they are interested after being
stimulated by external marketing materials, and they have some basic knowledge of the place, triggering their
behavioral intention to visit such regions; and only after they truly visit such place with firsthand experience and
understanding can they produce emotions towards such region or activities (Wu & Tian, 2017).
Ajzen & Manstead (2007) indicated that behavioral intention was influenced by three factors, including personal
attitudes, subjective norms, and perceptual behavioral control. Baker & Crompton (2000) pointed out that during
festivals, the tourists’ cognitive value towards celebration activities positively affects their behavioral intentions.
Hawkins, Best & Coney (2001) also suggested that cognitive values and behavioral intentions have a mutually
stimulatory influence relationship.
Based on the above, this paper proposes the following hypothesis:
H7: The tourists’ cognition value towards festival activities significantly increases their behavioral intention for
attending festival activities.
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2.7 Analyssis of Differencces among Diff
fferent Types off Tourists
As one’s ppersonal prefeerence for som
mething directtly affects hiss/her behavioraal pattern (Bhhat& Reddy, 2001;
2
Caldwell & Hibbert, 20002), such as, behavioral diifference on feestivals of crooss-country, crross-cultural (C
Clair,
2013). Thherefore, this study providees difference ccomparison onn visitors of different prefference for fesstival
activities aand divides thhem into tourrists of high ppreference forr festival activvities and touurists with medium
preferencee for festival activists.
a
Wherre for group w
with different ppreference for festival activiities, whether there
are any diifferences in thhe intensity off festival attraactiveness in reegards to festiival commoditties, environm
mental
atmospherre, cultural connnotation, etc.? What is the difference in the path of thhe influence off tourists’ cogn
nitive
values on their behaviorral intentions? All of these neeed to be furthher explored. T
Therefore, this study uses fesstival
activities as the subject, and discussses the distingguishing featuures of four ssubjects as too festivals, fesstival
commoditiies, environm
mental atmospphere, and cuultural connootation, their intensity of influence on
n the
attractivenness of festival, tourists’ ccognitive valuue and the behavioral inteentions, and bby comparing
g the
differencess between groups of differennt preference tto make a detaailed in-depth analysis of thheir similaritiess and
differencess. Based on thee above, this ppaper proposess the followingg hypothesis:
H8: Tourissts with differeent preferencess on festival acctivities have ssignificant diffferences in thee behavioral pa
attern
of festival activities.
3. Researcch Design
3.1 Researrch Frameworkk
Based on the above literature review, this study esttablishes reseaarch hypothesees and research frameworks, and
with qualittative studies, questionnaire design and saample surveys and quantitative study of annalysis to veriffy the
research hyypothesis and the proposed cconcept modell. The framewoork of this studdy is shown inn Figure 1.

Figure 1. R
Research frameework
3.2 Questiionnaire Desiggn
This studyy first collectss relevant theoories and literrature as the bbasis for the rresearch structture and desig
gns a
preliminarry draft of the questionnairee so as to use the questionnaaire survey meethod to collecct primary datta for
analyzing. The questionnnaire consists of 8 parts: The first part iss the distinguiished features of festivals with
w a
total of 5 questions; the second part iss for festival ccommodities w
with a total off 5 questions; tthe third part is
i the
environmeent atmospheree with a total oof 5 questionss; the fourth paart is the cultuural connotatioon with a totall of 5
questions; the fifth part is festival attraactiveness withh a total of 7 qquestions, the sixth part is coognitive value with
a total of 4 questions annd the seventh part is behaviioral intentionn with a total oof 4 questions.. The measurement
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was based on a Likert 7-point scale, ranging from 1 (strongly disagree) to 7 (strongly agree). The eighth part is
the background information of the respondents with a total of 9 questions, to be scored according to the nominal
scale.
3.3 Pretest and Pilot
Before the release of formal questionnaires, this study conducts a two-stage questionnaire revision in order to
pretest and pilot. The pretest section uses convenience sampling method to select 50 individuals who participated
in festival activities for in-depth interviews, and some sentences with unclear semantics were corrected. The pilot
section is based on the corrected questionnaire, and use convenience sampling method to select 80 respondents
for interview and execute reliability and validity analysis. The result shows that the Cronbach α values of each
measured facet meet the criteria of greater than 0.7 (Nunnally, 1978), and the correlation coefficient of the sub
item to the total item is greater than 0.5 (Kerlinger, 1978), indicating that the reliability of each facet is good.
The results of Exploratory Factor Analysis (EFA) show that the eigenvalues of all facets are greater than 1, the
cumulative explanatory variation is greater than 0.5, and the factor loading of each variable is greater than 0.5,
indicating the convergent validity of each facet (Kaiser, 1958). Therefore, this questionnaire is followed with a
formal investigation.
4. Data Analysis
4.1 Sample Structure
This study takes tourists who participated in any kind of festival activities as sample objects, and provides
convenience sampling investigation by delivering questionnaires by personnel. A total of 600 questionnaires
were distributed. After eliminating the invalid questionnaires, there were 535 valid questionnaires with effective
recovery rate of 89.17%. According to a sample analysis, 43.4% were men and 56.6% were women, with most
respondents aged from 35 to 44 years old, accounting for 27.1%, followed by those aged 15 to 24, accounting for
26.7%. The maximum respondents living in northern area was 38.7%, followed by the central area, accounted
for 33.1%. The respondents with education degree of universities/college accounted for 64.5%, followed by high
school (vocational) accounting for 24.1%. The respondents working in service industries accounted for 26.2%,
followed by students, 20%. The respondents with average monthly income between NTD 20,001 and NTD
40,000 accounted for 38.1%, followed by the “NTD 20,000 or less” group accounting for 36.3%.
4.2 Reliability and Validity Analysis
This study executes reliability and validity analysis based on 535 valid questionnaires. According to what
Nunnally (1978) had proposed, the Cronbach α value should be greater than 0.7. Kerlinger (1978) suggested that
the correlation coefficient of the total items must be greater than 0.5, all the Cronbach α values and correlation
coefficients of the measured facets of this study are in line with these standards, so the overall reliability of the
questionnaire in this study is good (as shown in Table 1). According to Kaiser (1958), the factor value of the
extracted factors of factor analysis should be greater than 1, the factor loading of each variable in each factor
facet should be greater than 0.5, and the cumulative explanatory variation should be greater than 0.5, and it can
be learned that the questionnaire has good convergence validity judged on these standards (as shown in Table 1).
This questionnaire is based on domestic and foreign relevant literature and scales as the first draft of the
questionnaire design, and the pilot questionnaire is formed after discussion and revision by scholars and experts.
The scale is finalized through the pretest, which shows that the questionnaire has content validity. This study
uses the theoretical and empirical evidences presented by experts and scholars as the basis for developing the
research framework and model. Therefore, it has good validity.
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Table 1. Reliability and validity analysis of formal questionnaire
Factor and Item

Distinguishing Features of Festival
The festival activity is unique.
The festival activity is rich in content.
The festival activity is well known.
The festival activity can enhance local features.
The festival activity can highlight local features.
Festival Commodities
The festival commodities are creative.
The festival commodities are commemorative.
The festival commodities are amusing.
The festival commodities are entertaining.
The festival commodities are practical.
Environmental Ambiance
The surrounding environment of the festival is
good.
The festival venue is suitable.
The public facilities of the festival are perfect.
The festival has convenient transportation.
The atmosphere of the festival is very good.
Cultural Connotation
The festival activity is with humanistic spirit.
The festival activity is with cultural connotation.
The festival activity is with local cultural
features.
The festival activity is a grand local sightseeing
event.
The festival activity includes cultural
monuments.
Festival Attractiveness
Participating in this festival activity can increase
interaction with others.
Participating in this festival activity can promote
feelings between the peoples.
Participating in the festival activity is
memorable.
The festival activity is creative.
The festival is very attractive.
The festival activity is graceful in style.
The festival activity is with sound effect.
Cognitive Value
The festival activity is of positive value.
Festival activities can satisfy the leisure needs.
Festival activities can enhance sightseeing
benefits.
Festival activities can promote local
development.
Behavioral Intention
I like to participate in festival activities.
Participating in festival activities is an important
issue.
I like the atmosphere of festival activities.
I would recommend the festivals to others.

Average
Value

Item-to-total
correlation
coefficient

Factor
loading

Eigenvalue

Cumulative
explanatory
variation %

Cronbach
α

5.9458
5.7421
5.7178
5.8991
6.0411

0.765
0.797
0.729
0.731
0.750

0.856
0.878
0.828
0.829
0.844

3.587

71.742

0.901

5.0523
5.1458
4.9888
4.9196
4.5533

0.834
0.854
0.880
0.789
0.724

0.889
0.913
0.930
0.866
0.816

3.921

78.428

0.931

5.1888

0.583

0.697

4.9570
4.8355
4.8486
4.8916

0.882
0.882
0.826
0.860

0.931
0.932
0.894
0.918

3.863

77.266

0.924

5.7327
5.7383

0.852
0.894

0.908
0.936

5.7364

0.892

0.934
4.124

82.482

0.947

5.8318

0.839

0.898

5.6187

0.792

0.864

5.5196

0.784

0.844

5.5720

0.796

0.853

5.4467

0.814

0.867

5.266

75.223

0.945

5.3234
5.3925
5.0916
5.2879

0.820
0.881
0.815
0.801

0.871
0.917
0.864
0.853

5.7215
5.5981

0.750
0.722

0.858
0.839

5.9907

0.778

0.888

2.987

74.669

0.887

6.1047

0.753

0.870

5.2542

0.769

0.872

4.6935

0.768

0.872

3.047

76.175

0.896

5.5065
5.3271

0.762
0.775

0.869
0.878
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4.3 Confirmatory Factor Analysis
In order to verify the effectiveness of the facets, this study conduct a confirmatory factor analysis (CFA) using
the AMOS software’s measurement model on distinguishing features of festivals, festival commodities,
environmental atmosphere, cultural connotation, festival attractiveness, cognitive value, and behavioral intention.
According to the rigorous principle, the suitability index of the measurement model must meet the followings,
that the χ2/df ratio shall be not more than 3 (Carmines & McIver, 1981), RMSEA shall be less than 0.05, and GFI,
AGFI, NFI, RFI, and CFI shall be greater than Principles of 0.9 (Bagozzi & Yi, 1988; Joreskog & Sorbom, 1989).
The result shows that the fitness index of the measurement mode is moderate with the χ2/df value of 1.816, the
RMSEA value of 0.039, the GFI value of 0.841, the AGFI value of 0.800, the NFI value of 0.901, the RFI value
is 0.882, and the CFI value of 0.952. All of the above results are in line with or close to the ideal standard,
indicating that this measurement model is acceptable. Therefore, the measurement index has construct validity
and measurement efficiency.
4.4 Competing Model
This study groups tourists according to their preference for festival activities, with 290 people with high
preference and 245 people with medium preference. Then the competition mode analysis is conducted through
AMOS software to understand the causality between groups and the differences between groups. The result
shows that the χ2/df value is 1.807, the RMSEA value is 0.039, the GFI value is 0.840, the AGFI value is 0.800,
the NFI value is 0.900, the RFI value is 0.882, and the CFI value is 0.952. This result is in line with the good
model principle. Therefore the competition mode of this study is of the best suitability, showing that this mode is
acceptable.
4.5 The Path Comparison of the Two Groups’ Pattern
The analysis of the paths between the various facets shows that the relationship between the two groups is
somewhat different as follows:
Tourists with a high or medium preference for festival activities have significant positive influence on festival
attractiveness in respect of distinguishing features of festival, festival commodities, environmental atmosphere
and cultural connotations, the result of which is supportive for H1, H2, H3, and H4; Tourists with a high or
medium preference for festival activities having significant positive influence on the cognitive value, the result
of which is supportive for H5; Tourists with medium preference for festival activities have significant positive
influence on behavior intentions. While for those with a high preference for festival activities have no significant
positive influence, the result of which is partially supportive for H6. Tourists with a high or medium preference
for festival activities have significant positive influence on the relationship between cognitive value and
behavioral intention, the result of which supports H7. The model analysis results are shown in Table 2.
This study further compares the intensity of the influence on the path of tourists with different preferences (as
shown in Table 2), and the results are as follows:
(1) Through analyzing the influence of “environmental ambiance” on “festival attractiveness”, we can see that
tourists with a high or medium preference for festival activities have significant differences in the path of this
relationship. According to the result of the t test, tourists with a medium preference for festival activities have a
stronger influence on the path of this relationship.
(2) According to the influence of “festival attractiveness” on “behavioral intention”, tourists with a high or
medium preference for festival activities have significant differences in the path of this relationship. According
to the result of the t test, we can see that tourists with a medium preference for festival activities have a stronger
influence on the path of this relationship.
(3) Through analyzing the influence of “cognitive value” on “behavioral intention”, we can see that tourists
with a high or medium preference for festival activities have significant differences in the path of this
relationship. According to the result of the t test, tourists with a high preference for festival activities have a
stronger influence on the path of this relationship.
Under the comparison of different types of tourists’ relationship models, there is significant difference in
different preferences on the path intensity of “environmental atmosphere” on “festival attractiveness”, and
“festival attractiveness” on “behavioral intention”, and “cognitive value” on “behavioral intention”. Thus H8 is
partially supported.
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Table 2. Comparison of different types of tourists’ relationship models
Paths
H1：Distinguishing Features of Festival
→Festival Attractiveness
H2：Festival Commodities
→Festival Attractiveness
H3：Environmental Ambiance
→Festival Attractiveness
H4：Cultural Connotation
→Festival Attractiveness
H5：Festival Attractiveness
→Cognitive Value
H6：Festival Attractiveness
→Behavioral Intention
H7：Cognitive Value
→Behavioral Intention

Standardized parameter estimates
Medium preference
High preference group
group
0.246***
0.136*

T-test
-1.199

0.235***

0.251***

1.274

0.111**

0.251***

2.979*

0.428***

0.369***

-0.904

0.933***

0.941***

-0.158

0.056

0.378***

2.429*

0.791***

0.465***

-2.015*

*: P <0.05；**: P<0.01；***: P<0.001.
5. Conclusion and Suggestions
5.1 Conclusion
From the tourists’ point of view of , this study uses festival activities as the subject of research; through
empirical research, it deeply explores the influence of distinguishing features of festivals, festival commodities,
environmental atmosphere and cultural connotations on tourists’ festival attractiveness, cognitive values and
behavioral intention, and establish associated models and efficient metrics, which are of academic and practical
value. Through comparative analysis of competitive models, it is found that:
(1) Distinguishing features of festivals, festival commodities, environmental atmosphere, and cultural
connotations influence the festival attractiveness:
Tourist groups, regardless with a high or medium preference for festival activities, all have significant positive
influence on the festival attractiveness in regards to the distinguishing features of festivals, festival commodities,
environmental atmosphere and cultural connotation. This result is consistent with the concept proposed by Pine
& Gilmore (1998) and Rifkin (2000) Baker (2006) and George et al. (2015). It indicates that visitors feel the
improvement of attractiveness of festival activities in regards to activities contents, performances, merchandise,
physical infrastructure, leisure facilities and cultural connotations presented by the festival. The attractiveness of
festival activities increases tourists’ interest and impression, and can also induce tourists to go to the tourist spots
and stay to have a taste and experience. Therefore, distinguishing features of festivals, festival commodities,
environmental atmosphere and cultural connotation provide positive uplifting influence on festival
attractiveness.
(2) The Influence of Festival Attractiveness on Cognitive Value and Behavioral Intention
The tourist groups with a high or medium preference for festival activities have a significant positive influence
on the path of attractiveness to the cognitive value. This result is consistent with Wu & Tian et al. (2017). It
indicates that the tourists with higher attractiveness on the festival activities increase their opinions and positive
feeling towards festival activities with positive comments. Therefore, the positive attractiveness of festivals has a
significant positive relationship with the cognitive value.
The tourist group with a medium preference for festival activities has a significant positive influence on the
behavioral intentions at the festival attractiveness. This result is consistent with Hu & Ritchie et al. (1993). It
indicates that the medium preference group participating in festival activities is more inclined to recommend the
destination to others, generating positive word-of-mouth and behavior of desiring to revisit again, so the festival
attractiveness positively affects the intention of the tourists in the medium preference group. Therefore, festival
attractiveness is the main drive for the medium preference group to join in the activities.
The tourist group with high preference for festival activities has no significant influence on behavioral intention
for festival attractiveness. This result is inconsistent with the hypothesis of this study. As by comparing with the
tourist group with a medium preference for festival activities, the tourist group with a high preference for festival
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activities is with higher sensitivity, indicating that high-preference people have higher expectations for festival
activities, but when they are not satisfied with the festival activities, the sense of loss is greater. Therefore,
though the tourists with a high preference for festival activities feel that the festival activities are attractive, this
does not result in positive behavioral intentions. It could produce a commitment conversion, and this result is
noteworthiness.
(3) The Influence of Tourists’ Cognitive Value on Behavioral Intention:
The tourist group with a high or medium preference for festival activities has a significant positive influence on
perceived value and behavioral intentions. This result is consistent with Baker & Crompton et al. (2000). It
indicates that the distinguishing features and services provided by the festival activities, and evaluations received
from the tourists influence the behavioral intentions of tourists. In particular, when the tourists’ harvest and
evaluation is more valuable, the tourists feel more satisfaction on festival activities, arise more reliability on such
festival activities, which can encourage tourists to recommend the festival activities to relatives and friends and
willing to revisit again, especially those with a high preference for festival activities.
(4) A comparison of the patterns of relationships among tourists based on different levels of preference shows:
 On the path of environmental atmosphere on festival attractiveness, the tourists with a medium preference
for festival activities pay more attention to the atmosphere of the environment, including: convenient
transportation, infrastructure, environmental layout and atmosphere of activities, etc., indicating that the festival
activities with more complete surrounding environment planned, it has more attractiveness to the tourists with a
medium preference for festival activities.
 In the path of festival attractiveness on the behavioral intention, the tourists with a medium preference for
festival activities are more likely to be affected by the overall attractiveness of the festival activities and have the
desire to revisit or recommend to others.
 In the path of cognitive value on behavioral intention, the tourists with a high preference for festival
activities can increase their willingness to participate and with word-of-mouth activities to recommend to others
after recognizing the value of festival activities.
5.2 Managerial Implications
Based on the empirical analysis, this study explores the degree of tourists’ feelings on festival activities, and
discusses the distinguishing features of festivals, festival commodities, environmental atmosphere, and cultural
connotations, as well as their influence and associations with festival attractiveness, cognitive value and
behavioral intentions of the tourist. The result of this study can provide important reference information for
planning festival activities in various regions. Therefore, the following suggestions are proposed:
(1) The biggest charm of festival activities is the “cultural connotation”
The influence of cultural connotation is the strongest among the four variables, which means that no matter it is
high or medium preference activists, the unique culture, historical values, cultural assets of the festival activities
and the historical artifacts, humanities, landscapes, allusions, custom habits of the area and etc., those are
important factors that attract tourists. If there is no support of rich local cultural features to touch the tourist, the
destination would be difficult to maintain its popularity within the tourists. Therefore, it is a key factor in the
success of the festival to make good use of local cultural resources, and protect local cultural heritage, and
establish a unique local style of tourism, and further enhance the willingness of visitors to experience.
(2) Festival attractiveness is the most crucial factor to enhance the cognitive value of tourists.
“Attractiveness effect” is an important part of tourism and leisure activities that acts as a motivational catalyst
for tourists. The stronger the attraction effect is, the stronger the motivation for participation would be, and it is
thus clear that the attractiveness effect is important for the customer attracting effect of festival activities.
Participation motivation of the masses is affected by the distinguished features of the activity itself. It should
start with improving the essence of various activities such as content design and program quality to increase the
attractiveness of the activity, and maximize the effectiveness of the activity to induce the people’s motivation to
participate. Therefore, proper planning of the activities marketing and design to enhance the attractiveness of the
activity is important for promoting festivals in various regions.
Therefore, festival attractiveness is an important factor for successful management of local brands, and it is an
important means for publicizing various marketing activities. Each region makes a series of introductions and
explanations for the culture of festival activities, and by combining the promotion of local specialties to obtain
tourists’ favor. Take the “Tachia Matsu International Tourism and Culture Festival” as an example, you can
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perform a series of DIY experience activities to understand Matsu’s storytelling and local specialties, taro crisps
or shortbread. Therefore, good activity content design attracts tourists. The main factor is also the most effective
marketing method to promote festival activities.
(3) Make good use of word-of-mouth marketing to create a tourist commitment
The ultimate goal of festivals is to create tourists’ revisit promises. To create a promise, we must create
word-of-mouth from festivals, communicate with the media, and tourists must spread word to word and
propaganda local distinguished features. Word-of-mouth marketing is popular for a long time with certain
advantage of the marketing strategy. According to market statistics, it is found that with the convenience of the
network popularization of mobile networks, nearly 90% of consumers search online for evaluation or collect data
before making any purchase and consumption. The trend of word-of-mouth marketing has not only affected the
shopping-oriented consumption, but also has deeper influence on tourism and sightseeing.
Because the positive word-of-mouth reputation of tourists is more effective than traditional enterprise-led
marketing strategies, and can provide reference sources for potential tourists’ experience, thus reducing risks and
uncertainties, not only retaining existing customers, but also enhancing the maintenance among the tourists.
Maintaining the follow-up word-of-mouth activities to promote tourists’ desire to revisit and recommend to
others, thereby bringing more potential customers and more business opportunities.
5.3 Research Limitations and Suggestions for Future Research
The conceptual framework and empirical result established by this study can provide new perspectives as a
reference for subsequent research. However, there are still some issues that need to be improved:
(1) The matrix of this study is the tourists who have participated in any festival marketing activities. Although
some conclusions have been obtained from the research result, while due to the different content of festival
activities, the research result may not be universally used for all festival activities. Another reason is the local
distinguished features and cultural atmosphere, different marketing strategies and different levels of tourists’
awareness of the region may lead to discrepancies in the research result. It is suggested that follow-up studies be
conducted to discuss the different types of festivals held in different regions, and a comparative analysis be
conducted to better understand the differences in tourists’ feelings for festival activities of different natures, in
order to plan for different groups of activities, so that more practical value can be provided.
(2) This study compares the differences of relationship model of tourists with different preferences in regards
to the distinguished features of festival activities, festival commodities, environmental atmosphere, cultural
connotations, festival attractiveness, cognitive values and behavioral intentions. It is recommended that
follow-up studies should use other variables as the septum variable to explore the differences in the behavior of
different types of tourists in tourism and leisure activities, enabling the exploration of deeper analysis.
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