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sion to attend the event is motivated by a desire for escape and the desire for the 

quest of  new experiences related to interpersonal needs, and personal needs of  

the individual. 

Figure 4.1 Needs, motives and benefits offered by events  

 

Source:  Getz (2005:331) 

 

Motives can be grouped into two categories, namely: internal motivations arising 

from personal needs, including search and escape, and external motives that arise 

from the influence of  others. These two categories together provide explanations 

why many people attend events without an expressed interest in the subject or 

programme of  the manifestation or the event. The third category consists of  mo-

tifs highly related to the event, which is converted into the concept of  target-

benefit marketing. 

THE NEED FOR UNDERSTANDING, 
AESTHETIC APPRECIATION, 
GROWTH AND SELF-FULFILMENT 
Motivates people to seek: 

- new experiences and learning 

- appreciation of  beauty 

- fantasy 

- Fulfilling experiences (what are your 
dreams and ambitions?) 

 

Learning through exhibitions, 
interpretation, conferences 
Appreciation of  the arts 
Discovery of  the unfamiliar 
(foods, crafts, costumes, tradi-
tions) 
Opportunities to participate in 
unusual experiences (highly 
targeted events catering to 
special interests) 

BELONGING; LOVE; THE ESTEEM OF 
OTHERS 
Motivates people to seek: 
Togetherness with family and or friends 
Links to cultural, ethnic or racial roots 
Expressions of  group identity 
Opportunities for achievement and recognition, 
Status and prestige 

 

Sport and recreation for fitness 
Relaxing with entertainment 
Escape within a special atmosphere 
Conducting business 
Eating and drinking in a safe, pleasant 
environment 
Some events are sexually oriented 

Quality time for family and friends 
Places to mix and meet people 
Tangible access to traditions and 
other cultures 
Celebration of  community and 
group identity; symbolism; rituals 
Competitions and rewards 
Being part of  a prestigious event 
(as VIP or volunteer) 

 

PHYSICAL NEEDS MOTI-
VATE PEOPLE TO SEEK: 
Exercise 
Food and beverages 
Relaxation and escape 
Safety and comfort 
Earning a living 
Sexual gratification 
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Figure 4.2 Framework for evaluating event motivations and behaviour.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Getz (2005: 332) 

 

2.2. Decision-making process of  event visitors 

Fundamental wanderlust, practicing leisure activities, or attending an event are 

basic human needs that shape the behaviour of  visitors to events. People expect a 

certain activity or experience to produce the desired benefits that will meet their 

needs and aspirations, but of  course there are many choices. Events have to com-

pete with other forms of  leisure activities and other events. The concept of  the 

decision making process when having to decide whether to attend a manifestation 

or not, is explained in Figure 4.3; according to Getz (2005: 332). 
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MOTIVES: 
- targeted benefits 
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Figure 4.3: Decision making process (whether to attend a manifestation or 

not) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source:  Getz (2005:332)    

 

There are many obstacles to participation; some personal (time, money, social 

influence), others related to the event itself  (location, access, price). Even if  a con-

sumer (visitor) chooses to attend an event, there may be valid reasons why that 

experience never takes place.  
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Understanding the consumer decision-making process for events and festivals is 

aided by the following PIECE acronym:  

Table 4.1 Decision making process (manifestation visitors) – PIECE 

 Source: Bowdin et al. (2006:193)   

  

Identifying the problem for potential consumers of  events, there is a difference 

between what one would like to experience, and what to do in order to meet that 

need (Bowdin et al. (2006: 193)). First step is to recognize that the decision is 

based upon needs that can be met when attending the event. Whether or not a 

potential consumer decides to attend the event or not depends on the degree of  

interest he or she has in the buying process once it starts. 

In searching for information, the majority of  consumers try to define im-

portant criteria on which to base their decisions. Such criteria include the nature 

of  the event itself, the venue, other attractions in the area, ticket price, etc., and to 

what extent the events will address their needs. Both internal and external pull 

factor are considered.  

According to Bowdin et al. (2006:194), the external social factors include:  

P PROBLEM RECOGNATION 

Difference between someone's 
existing state and their desired state 
relative to leisure  
Consumption 

   

I INFORMATION SEARCH 
Internal or external search; limited 
or extensive search processes of  
leisure (including event) solutions 

   

E 
EVALUATION AND  
SELECTION 

Evaluation and selection of  leisure 
alternatives 

   

C CHOOSING 
Choosing whether to attend an 
event and which optional purchas-
es to make at the event of  festival 

   

E EVALUATE EXPERIENCE 
Evaluation of  the post-event expe-
rience 
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 Influence of  family and home - the need for family togetherness and 

family connections is, for many people, a strong motivator of  deci-

sions concerning free time;  

 Reference groups - groups that have an impact on the behaviour of  in-

dividuals. Groups that are in contact with individuals (peers, family, 

colleagues and neighbours) are called the primary reference group. 

Those who rarely come into contact are called a secondary refer-

ence group. 

 The authors of  an opinion or leaders in giving opinion – are those people 

within any group, whose views regarding the experience of  events 

or leisure activities are sought and widely accepted. These leaders in 

providing opinions are often the media, theatre or sports celebrities.  

 Culture - includes knowledge, beliefs, art, morals, laws, customs and 

other capabilities and habits that one member of  the society re-

ceives. 

 External demand - which includes a reference group or other sources- 

may cause a prolonged decision making process.  

 

A whole range of  internal influences also affects consumers' decisions about at-

tending the events. These effects include perceptions (how to select and process 

information), learning and memory, motives, personality traits and attitudes of  

consumers.  

One empirical research on the motives for attending events emerged in 

the 1990's. Based on the research, three theories of  motives for attending events, 

summarized by authors Awelsen and Arcodia, Bowdin et al. (2006: 195) are: 

 Hierarchy of  satisfying the needs - a theory based on the original 

Maslow hierarchy; motives change as every level of  needs - from 

physiological to self-realization – is fulfilled.  

 'push' and 'pull' motives - 'push' factors push forward (attract) to an 

event, while 'pull' factors pull away from an event.  

 Internal motives for leisure activities - the theory associated with 

'push' and 'pull' motives when seeking change in everyday life, in-

ternal personal and mutual rewards from visits/travels to other re-

gions. 

 

Any number of  values can be applied in creating different choices of  events by 

consumers - by evaluating alternatives and selecting events; Bowdin et al. (2006: 
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196). Functional values, such as perceptions of  the price–quality ratio of  a certain 

event, and ease of  access, can dominate. On the other hand, the emotional values 

can be influential (probable effects of  the festival experience on the mood). Other 

conditioned values that suit the taste of  potential 'consumers' of  an event may be: 

suitable transportation, the quality of  the (i.e. music) presented, or accommoda-

tion in proximity. 

After attending an event, visitors begin to compare what they expected from 

events to what they experienced. This is their post-attending evaluation of  the 

experience (Bowdin et al. (2006: 197)). Consumer expectations arise from a com-

bination of  marketing communications (which is planned by organizers of  the event), 

telling friends and family, comparing prior experience with this or some similar event, 

and the image of  the event trademark. Knowledge of  the ratio between the satis-

faction of  event visitors, their perceptions of  service quality and their intention to 

attend an event that is perceived to be comparable to a previous event is very im-

portant for marketing professionals who wish to build a market of  loyal visitors. 

 

3. Research methodology  
The TOMAS cultural tourism research on motivation and attitudes of  visitors to 

cultural events in the tourism industry was used (Institute of  Tourism (2009)), 

resulting in the first comprehensive survey of  attitudes and spending of  visitors to 

cultural events (attractions and manifestations) in Croatia. The main purpose of  

the research was to collect relevant data on the characteristics of  tourism demand 

and on spending related to the particular types of  cultural events. The proposed 

goal of  this study was multiple, although this paper puts emphasis on motivation 

and attitudes of  visitors to cultural events. The research was conducted through an 

interview, using structured questionnaires on 37 cultural events during the period 

July-October 2008 and on a sample of  2450 respondents (visitors of  cultural 

events outside of  their area of  permanent residence). 

The study used a previously developed methodology serving the needs of  

national development strategies for cultural tourism, including visits to historical 

and cultural monuments (castles, villas, country houses, archaeological sites) muse-

ums and galleries, musical events and stage productions (operas and operettas, 

musicals , classical music concerts, ballet and modern dance, jazz and ethno con-

certs), festivals (traditional, cultural, culinary), and churches and monasteries; 

(Tomljenović et al. (2003)), with the addition of  new products - thematic routes 

and paths, and creative and interactive workshops (on culinary art, archaeology, 

folklore, art, etc.).  


