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1. INTRODUCTION 

1.1. Importance of the topic and objectives 

In many areas of tourism, the internet has also become a key factor in the last decade as a tool for 

connectivity, as a source of information and as an information sharing platform (Navío-Marco et al., 

2018). The social media components (both tourism-specific and general platforms), as well as online 

travel agencies (OTAs), are becoming more and more popular every year among all generations. The 

internet is now a major source of information not only in the pre-trip phase, but also during the on-

trip phase and post-trip phase (Kang et al., 2019). 

Yuan et al. (2019) highlight artificial intelligence, augmented reality, YouTube, Facebook (as 

major platforms), big data, gamification, smartphones and smart devices, social media, virtual com-

munities and electronic word of mouth as key innovative tools in tourism marketing. Several of the 

factors listed here are also discussed and examined in the literature review and primary data collection 

in this dissertation. The results of Yuan et al. thus confirm the importance and relevance of the disser-

tation's topic and focus. 

Not only at national level, but across Europe, we are living in the flowering of festivals. Between 

2016 and 2019, the market grew by 65%. This also means that large festivals, usually lasting several 

days, are becoming more popular every year, and that many niche festivals have entered the market 

(MTÜ, 2021). According to the latest MTÜ surveys, festival tourism is one of the most marketable 

tourism products of the 21st century, with a significant impact on the domestic economy (Solt et al., 

2019). Among the local offerings, the Sziget Festival, VOLT, Balaton Sound, EFOTT and the Strand 

Festival stand out and have become internationally renowned and recognised trademarks of the Hun-

garian festival season (MTÜ, 2017). 

In my dissertation, I approach the co-creation of value, the experience and the sharing of the 

experience from the perspective of consumer behaviour, focusing on members of Generation Z, es-

pecially in festival tourism. The aim of the thesis is to present valuable and practically applicable 

results for festival organisers and tourism managers, which I relate to the three phases of the tourism 

consumption process (pre-trip, mid-trip and post-trip) and to the experience models and social media 

types used in the literature. 

For the research questions, I focus on the different (perceived or expected) experiences, engage-

ment and experience sharing of visitors before, during and after their trip. In relation to the on-trip 

phase, I investigate how the different components of the experience are presented for each festival 

and how they interact with each other during the consumer's stay. Related to the on-trip and post-trip 

phase, I analyse how and why festival visitors share their experiences, and which platforms and 
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content types are dominant among Generation Z when sharing experiences. In addition to this, I will 

also investigate the relationship between experience sharing and the information-seeking phase of 

future visitors, i.e. whether the shared experience has an impact on future visitors, how it influences 

the information-seeking phase. Building on these questions, I try to identify groups of consumers who 

behave differently and to highlight the relationships and differences between these groups. 

The research questions addressed in the PhD thesis and the results obtained, based on the latest 

conceptual and corporate philosophies, can be significant not only for companies (e.g. festival orga-

nisers, destination management organisations or tourism service providers) and customers, but also 

from a social and sustainability perspective. The research findings highlight the elements (e.g. mar-

keting communication tools) that different tourism stakeholders need to focus on and the benefits 

they can gain from better understanding and monitoring the visitor experience and the sharing of 

experiences. 

1.2. The structure of the dissertation 

The dissertation can be divided into two main sections: theoretical background and chapters contai-

ning primary research results, which are separated by a chapter presenting the methodology and de-

sign of the questionnaire survey.  

• The three chapters preceding the methodological section (Chapter 2-4) contain the literature 

review, where I introduce the most important concepts and summarise the conceptual frame-

work underlying the primary research. This section focuses on two main pillars beyond the 

subject of the study, namely tourism and festival marketing and digital tools: experience cre-

ation and information gathering and sharing. 

• - In the chapters that follow the methodology (Chapter 6-8), I present the primary research 

findings following the three main phases of the tourism process approach. As a deviation from 

the classical linear process concept, here I put a special emphasis on the development of a 

feedback loop by linking experience sharing and information gathering together. In this way, 

I also highlight the link between the chapters of the three phases. I summarise the results in a 

separate chapter in the form of theses.  

I show the links between the theoretical and primary research chapters in Figure 1, which I build 

on the dissertation's concept of the tourism process and the phenomenon of the feedback loop induced 

by experience sharing (see details in chapter 4.1 of the dissertation). For the sake of clarity, I have 

also included the numbers of the corresponding theses under the different pillars in the figure, in 

addition to the chapter numbers of the theoretical and primary research chapters. 
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Figure 1: The relationship of the main pillars on which the dissertation is based to the chapters and theses 

 

Figure 2 shows the links between the topics in the theoretical chapters. The conceptual frame-

works examined in Chapter 2 of the thesis are marked with a hexagonal element. Their connections 

to the individual process elements are indicated by a bold line, and the colour of the process element 

is the same as the colour of the concept. The connections between the process elements are indicated 

by thin black dashed arrows, while the connections between the three phases of the tourism consumer 

process are indicated by blue dashed lines. Chapter 3 of the thesis deals with the experience creation, 

the on-trip phase, while Chapter 4 examines and links the elements of pre-trip information gathering 

and post-trip experience sharing. Here, I have split the feedback indicated in Figure 1 into two parts: 

on the one hand, the connection can be made through experiences shared by other consumers, and on 

the other hand, through one's own previous experiences. The dotted two-way arrows highlight the 

connections between concepts between which, ideally, there is no difference. 
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Figure 2: Links between the topics in the theoretical chapters 



 7 

2. SUMMARY OF THE LITERATURE REVIEW 

Among the examples of the digitalisation of tourism cited by Yuan et al. (2019), there are many that 

have transformed the entire consumer process in recent years. Thanks to the use of smartphones, 

mobile marketing, as defined by Kaplan (2012), has become a major factor in all three phases of 

tourism, which, together with social media sites and apps, among others, determines both the process 

of gathering information and the process of sharing information or experiences, and is also an increa-

singly important factor in the way experiences are perceived and created. In chapter 4 of the literature 

review of the dissertation, I have linked the information gathering phase with experience sharing 

using Lecinski's (2011) zero moment of truth model, to which social media and Online Tourism 

Agencies (OTAs) are closely linked through consumer-generated (UGC) and firm-generated (FGC) 

content. Figure 3 provides the framework for the main findings of this chapter, in relation to which I 

have highlighted the arrows and elements marked in green in chapters 5.2 to 5.5 of the thesis (e.g. 

defining OTA sites and social media sites, their use in tourism information gathering, and exploring 

the motives behind social media experience sharing). 

 

Figure 3: The relationship among electronic Word-of-Mouth, Zero moment of truth model, user-generated and firm ge-

nerated content 

Sources: Based on Lecinski (2011), Kozinets et al. (2010), Colicev et al. (2019), and Királ’ová and Pavlíčeka (2015) 
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Figure 4: The connections of the different experience models shown in the chapters of the dissertation 

Sources: Based on Pine and Gilmore (1998), Schmitt (1999), Gentile et al. (2007), Semrad and Rivera (2018), Ásványi 

et al. (2019a), and Kelemen-Erdős and Mitev (2020) 
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The element in the top right of Figure 3 shows the second moment of the zero moment of truth 

model, the moment of the reliving of the experience, which I dealt with in Chapter 3 of the disserta-

tion. Although the experience can be basically linked to the on-trip phase, the literature review also 

points out that the experience determines the whole process by the success of information gathering, 

the formation of prior expectations, as well as the storing memorable experiences and the develop-

ment of loyalty (Aho, 2001). 

Figure 4 summarizes the main findings of chapters 3.1.-3.3 of the thesis in relation to the on-site 

experience and its consequences. The elements of the three main experience domain or experience 

dimension models, are shown on the left side of the figure, with a thin dashed line (with arrows at 

both ends) indicating the points of connection or correspondence between the models. In addition, 

the internal connections discussed in Section 3.3 of this dissertation are indicated by thicker blue 

arrows (based on Ásványi et al., 2019a). For the external links, the concepts that summarise the ex-

perience elements can be found in the middle, but as the sources of the literature summary point out 

in several researches, this type of linking element is not presented in the used models. For the external 

linking elements, most of the studies emphasise the memorable experience as a mediating variable. 

This is shown by the blue pathway, while the purple pathway highlights direct links. 

In my primary research, I have based the research questions and the models to be analysed to a 

large extent on these two summary diagrams and on the studies mentioned here, supplemented by 

results and models from a number of other sources in the chapters of the dissertation. 
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3. METHODOLOGY OF THE PRIMARY RESEARCH 

In chapter 5 of the thesis, I present the methodological background of the quantitative primary rese-

arch conducted between 2016 and 2020, where I provide specific details on the construction of the 

annually updated questionnaires, its links with theoretical research models and their explanations in 

the literature review chapters (Chapters 2 to 4). I also discuss the target population, the sampling 

methods, the scaling techniques used in the questionnaire and the statistical analysis used in the later 

chapters of the thesis (Chapters 6 to 8). 

In my primary research, I focus on Hungarian festival tourism and focus on the tourism con-

sumption process. In my primary research, I conducted a large sample exploratory research.  

Through a questionnaire survey, I aimed to answer the following research questions and hypot-

heses, focusing on festival tourism, classic tourism trips and the difference between the two, as well 

as experience creation and experience sharing: 

1. In relation to gathering information and making decisions before travelling or attending a 

festival: 

RQ1) Are there any differences, and if so, what are the differences between the information gathe-

ring phases preceding festival tourism and classical tourism trips? To what extent do visitors 

behave in a similar way during the information gathering phase?  

In designing the questionnaire related to the research question, I used the models and information 

source lists presented in chapter 4.4 of the thesis, building on the results of, for example, Xiang 

et al. (2015), Kim et al. (2015), Choe et al. (2017), and the related questions are discussed in 

detail in chapter 5.3.2 of the thesis. 

RQ2) To what extent do visitors behave in a similar way during the information gathering phase? Is 

it possible to identify groups with different behaviours in festival tourism based on the sources 

of information gathering? (Based on the results presented in section 4.4, in particular the research 

of Choi et al., 2012.) What are the possible categories of visitors to festival tourism and classic 

tourism trips based on the sources of information collected? Are there differences in terms of 

grouping between the identified clusters? 

The results of research on tourism trips, such as Choi et al. (2012), also suggest that a number of 

smaller consumer clusters can be identified based on the sources of information collection. 

H1: The categorisation of consumers in relation to festival tourism and classic tourism trips does 

not match. 

RQ3) What are the main motives behind the decision to visit a festival?  
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For this research question, I created a list of motives for festival attendance based on the sources 

presented in chapter 2.7 of the thesis, which I developed based on the factors suggested by Rátz 

(2012) and Sija and Schauermann (2009). The importance of these factors was also confirmed 

by the festival-specific experience models presented in chapter 3.2 of the thesis (e.g. Packer and 

Ballantyne, 2011 and Ding and Hung, 2021). 

H2: Being with friends and seeing the bands and performers playing are both among the most 

important factors in decisions about festivals. 

H3: The environment and the opportunities offered by the host city are also among the most 

important factors underlying the choice of a festival. 

2. In relation to the experience provided by the visit to the festival: 

RQ4) Can the pathways of internal relationships between experience factors be identified for music 

festivals? Which experience factors are built on each other? 

H4: In the case of Hungarian music festivals, the pathways indicating the transformation from 

aesthetic experience end in the economic value factor, which is a consequence of escapism. 

 

Figure 5: Design of the PLS-SEM model focusing on the on-trip phase 

Among the models presented in Chapter 3.3 of the thesis, for example, Ásványi et al. (2019a) 

and Park et al. (2010) have also considered the internal interdependence of experience dimensi-

ons and their separation from each other. In this part of the primary research, I followed the 

suggestion of Ásványi et al. (2019a), according to which the aesthetic experience can be super-

imposed on the educational and entertainment experience and finally form the experience of 
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escapism. I combined this idea in my PLS-SEM model with Semrad and Rivera's (2018) five-

element model. In constructing the model for this phase of the primary research, I used the cus-

tomer value model as a basis to assume that the economic experience, as the result of the combi-

nation of expenditures and benefits provided by the 4E experience, can be the consequence of 

the interdependent elements as in Ásványi et al. (2019a). The model developed to investigate the 

internal relationships is presented in Figure 5, for which I used PLS-SEM analysis (I have also 

indicated the names of the variables used later in the figure). The questions developed are 

described in more detail in chapter 5.3.3 of the thesis. 

According to the proposed model, the starting point is the aesthetic experience as the first element 

of the experience on arrival at the festival. This is transformed into experiences of education 

(such as learning about new cultures, music, people) and entertainment (such as passive partici-

pation in a concert) during the festival, which contribute to the experience of escapism. In addi-

tion, all four elements are assumed to have a direct impact on economic value. Based on these 

findings, I formulated 7 sub-hypotheses for the PLS-SEM testing of the model, of which H4a-

H4c was an adaptation of the model proposed by Ásványi et al. (2019a) and H4d-H4g was to 

investigate new relationships related to the extended model. 

H4a: For music festivals, aesthetic experience has a positive direct effect on educational (H4aa), 

entertainment (H4ab) and escapism (H4ac) experiences. 

H4b: For music festivals, the entertainment experience has a positive direct effect on escapism. 

H4c: In the case of music festivals, the educational experience has a positive direct effect on 

escapism. 

H4d: Aesthetic experience has no direct effect on economic value in the case of music festivals 

(i.e., for economic value to be realised, it is necessary to have additional experiences beyond the 

aesthetic experience in the case of music festivals). 

H4e: For music festivals, the educational experience has a positive direct impact on economic 

value. 

H4f: For music festivals, the entertainment experience has a positive direct impact on the eco-

nomic value. 

H4g: For music festivals, the experience of escapism has a positive direct impact on economic 

value. 

RQ5) What are the most important factors of the festival experience that influence satisfaction and 

does satisfaction influence the sharing of the experience? 

The results presented in chapter 3.3 of the thesis, such as the research by Rivera and Semrad 

(2018), Mehmetoglu and Engen (2011), Ásványi et al. (2019b) and Manthiou et al. (2014), also 
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indicate that experience components have a significant effect on the memorable experience, but 

that the positive relationship is no longer clear for experience sharing. 

H5: In the case of Hungarian music festivals, entertainment has the largest positive effect on 

satisfaction among the experience dimensions examined. 

H6: A strong positive relationship between satisfaction and experience sharing can be found for 

the festivals studied. 

3. In relation to the sharing of experiences related to festival attendance and the consumer 

content shared: 

RQ6) What are the main motives behind sharing experiences? How can the motives behind experi-

ence sharing be grouped? How can consumers be clustered according to the importance of the 

motives? 

In chapter 4.5 of the theoretical overview of the dissertation, Yang (2017), Munar and Jacobsen 

(2014) and Ben-Shaul and Reichel (2018), among others, present a number of factors as motives 

behind experience sharing. Several sources not only specify the motives studied, but also group 

them. This is the basis for my research question, for which a more detailed description of the 

questionnaire section is discussed in chapter 5.3.4 of the thesis. 

RQ7) Related to the feedback of the ZMOT model (see chapter 4.1 of the dissertation): if different 

visitor groups can be identified based on experience sharing (see hypothesis H14), are there sig-

nificant differences in the information gathering behaviour of these groups? 

Building on RQ 5 and RQ 6, what motives and external links can be identified that help to 

promote openness to experience sharing? 

H7: The most important factor for experience sharing is the motive of creating real value, which 

is positively influenced by becoming a member of the brand community. 

To answer this question, I have developed a PLS-SEM model similar to RQ 4, building on the 

results of RQ 5 and RQ 6. The model developed is presented in Figure 6, where I have also 

indicated the names of the variables used in the following. The questions related to the model are 

presented in detail in chapter 5.3.4 of the thesis. To answer hypothesis H7, I have developed sub-

hypotheses in the model: 

H7a: Being part of a brand/festival community has a positive direct effect on openness to sharing 

experiences (Blue arrow in Figure 6) 

H7b: Being part of the brand/festival community has a positive direct effect on the motivational 

factors motivating the creation of customer content (indicated by the red arrows on the left side 

of Figure 6)  
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H7ba: ... there is a direct effect of self-expression on social media.  

H7bb: ... has a direct impact on the factor of creating real value.  

H7bc: ... has a direct impact on the factor influencing others.  

H7bd: ... has a direct impact on the factor of incentive investments. 

H7c: The motivational factors for creating content have a positive direct effect on openness to 

sharing experiences. (Red arrows on the right side of Figure 6 together.) 

H7ca: Self-expression on social media factor has a positive effect ....  

H7cb: Creating real value has a positive impact....  

H7cc: Influencing others has a positive impact ....  

H7cd: Incentive investment factor has a positive impact ... 

H7d: Becoming part of the brand/festival community has a positive indirect effect on openness 

to experience sharing. (In Figure 6 shown together as the alternative pathways indicated by the 

red arrows in place of H7a.) 

 

Figure 6: The model for PLS-SEM path analysis of experience sharing 

RQ8) To what extent do the different visitor groups identified in the pre-trip and post-trip phases 

correspond to each other? Are there any differences in the sources of information gathering based 

on the sharing of experiences? 

This research question is partly based on the ZMOT model presented in chapter 4.1 of the thesis, 

according to which shared experiences become sources of information for subsequent consumers, 

but an important element of this is whether consumers sharing experiences and consumers 
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seeking information "meet" in the online space, i.e. whether overlap can be found between the 

groups identified in each phase. On the other hand, Choi et al. (2012), for example, highlight that 

tourists' online habits and the media repertoire they use can vary significantly between phases. 

H8: There is a significant relationship between the consumer groups identified by experience 

sharing and the groups identified by the sources of information gathering in the pre-trip phase. 

H9: There is a significant difference in the number of sources of information used in the pre-trip 

phase between consumer groups identified by experience sharing. 

 

I decided to use the online questionnaire because of the advantages of this research method. I 

used the funnel approach for the thematic ordering of the questionnaires, which was updated annually, 

and this was also an essential condition for the inclusion of logical jumps. I carried out a pilot survey 

each year with the completed questionnaire, which helped to correct any incomplete question and to 

refine the filtering. The structure of the questionnaire is presented in detail in chapter 5.3 of the thesis 

and the full transcript can be found in chapter 14. 

For several questions I used a semantic differential scale or a Likert scale or Likert-type scale. 

Even for the Likert-type scales, I have only provided the two extreme values, so in these cases I have 

used metric data, with interval scales according to the level of measurement. Nevertheless, in many 

cases I considered the scale as ordinal due to the lack of normality in distribution and worked with 

non-parametric tests. In several cases I adapted and rewrite the scales, building on previous research, 

for example from tourism specific into more festival-like ones. 

I chose October-November as the sampling period because the summer festival experience was 

still fresh enough for the respondents to remember it well, but the festival season had already ended, 

so the responses can be summarised for the year. 

I considered the Hungarian Generation Z visitors of domestic festivals to be the target population 

of the surveys. Based on the previous research results presented in chapter 2.6 of the dissertation, this 

generation constitutes the target group and a significant part of the visitors of the largest Hungarian 

music festivals. The sampling frame consisted of undergraduate and master students of universities 

in Budapest, among whom I distributed the questionnaire every year. 

The sampling method was the same for each survey, for its selection I used, among others, the 

research of Mitev et al. (2017), Kelemen-Erdős and Mitev (2020), and Zavodna and Zavodny Pospisil 

(2018). I used a combination of convenience and snowball sampling methods to collect relevant res-

ponses. Although both snowball and convenience sampling are non-probability methods, they are 

considered to be efficient and less costly and time-consuming for exploratory research (Malhotra et 

al., 2017). In addition, the selected sampling frame represents fillers relevant to music festivals and I 
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also sought to compensate for the limitations of non-probability sampling approaches when determi-

ning the sample size. By combining the two sampling methods, the multi-method research presented 

by Neulinger (2016) was implemented. This allowed to improve the response rate and representati-

veness and to increase the sample size.  

In addition to descriptive statistical analyses, I also used cross-tabulations, correlation analysis, 

regression analysis, principal component analysis, clustering procedures and PLS-SEM path analysis 

to process the data and answer the research questions. In chapters 5.4 and 5.5 of the PhD thesis, I 

present these methods and the scale construction techniques used in detail. 
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4. NEW SCIENTIFIC RESULTS 

In the following, I summarise the primary research findings of chapters 6-8 of the doctoral thesis in 

three theses and highlight the connections between them. In addition to the main text of the theses, I 

also provide explanations of the models constructed and the groupings. I also highlight the numbers 

of my previous publications related to the theses, details of which are given in Chapter 7 of the thesis 

booklet. I list the related research questions and hypotheses at the beginning of the formulated theses, 

but I also highlight the decision on each hypothesis in Table 1, based on the results of chapters 6-9 of 

the dissertation. 

Table 1: Summary of the decisions on hypotheses 

Hypothesis Description Decision 

H1 The categorisation of consumers in relation to festival tourism and 

classic tourism trips does not match. 

Partly ac-

cepted 

H2 Being with friends and seeing the bands and performers playing are 

both among the most important factors in decisions about festivals. 

Accepted 

H3 The environment and the opportunities offered by the host city are also 

among the most important factors underlying the choice of a festival. 

Rejected 

H4 In the case of Hungarian music festivals, the pathways indicating the 

transformation from aesthetic experience end in the economic value 

factor, which is a consequence of escapism. 

Rejected 

H5 In the case of Hungarian music festivals, entertainment has the largest 

positive effect on satisfaction among the experience dimensions 

examined. 

Accepted 

H6 A strong positive relationship between satisfaction and experience 

sharing can be found for the festivals studied. 

Rejected 

H7 The most important factor for experience sharing is the motive of cre-

ating real value, which is positively influenced by becoming a member 

of the brand community. 

Accepted 

H8 There is a significant relationship between the consumer groups iden-

tified by experience sharing and the groups identified by the sources 

of information gathering in the pre-trip phase. 

Rejected 

H9 There is a significant difference in the number of sources of informa-

tion used in the pre-trip phase between consumer groups identified by 

experience sharing. 

Accepted 

 

Thesis No. 1: Information-gathering habits of festival visitors and how they differ 

from traditional tourism in the pre-travel phase - with a special focus on social 

media 

Research questions and hypotheses related to the thesis: Research questions 1, 2 and 3. Hypothesis 

1, 2 and 3. 
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Summary of the thesis: 

For both classic and festival tourism, several distinct clusters of visitors can be identified, which 

differ in a number of factors and are themselves diverse. The use of online information sources 

and the degree of group influence also vary, and the actors of influence are different for the two 

types of tourism and for the identified clusters. Friends are not only significant in group influence, 

but the shared experience is also an important decision factor in choosing festivals. In addition, 

the performers, value for money and the festivals' atmosphere are also important factors. 

The analyses related to this thesis are shown in Figure 7 along the arrows connecting each concept 

and year. 

 

Figure 7: Descriptive statistical themes for the pre-trip analyses and the main tests of relationships 

Detailes of the thesis: 

The decision phases (pre-trip or pre-festival phase) preceding the classic travel and festival visit 

processes differ in a number of factors and vary in themselves, depending on the information gathe-

ring habits of the visitors. In the case of classic and festival tourism, several different clusters of 
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visitors can be identified, which are strongly related to the importance, quantity and frequency of 

information sources used. 

In addition to the use of online information sources, the degree of group influence differs and the 

role of influencers differs between the two types of tourism and the clusters identified. Close friends 

are the strongest influences on festival choice, and the influence of distant friends is also stronger 

compared to classic tourism trips. In contrast, family members are more important for classic tourism 

trips. It is also characteristic of both types of tourism that people who are more and more distant 

from the individual making the decision (i.e. the festival visitor or tourist) have less and less influence 

on the decision. This is particularly true for members of the cluster of 'previous experience' and less 

so for the group of 'social media followers'. 

Friends not only have a significant influence on information gathering, but also represent an 

important purpose of the decision to attend a festival (being with friends). Furthermore, performers, 

value for money and festival atmosphere are also important factors in the decision to choose a fes-

tival. Potential visitors' considerations are mostly informed by the official website and social media 

sites, which are significantly more important for festival visitors, especially for clusters of users 

browsing traditional websites and users browsing social media sites. Although social networking 

sites have gained importance in recent years, trend analyses of festival tourism show that further 

future growth is uncertain. 

 

Further information connected to the thesis: 

a) With regard to cluster membership, the following statements can be made. 

In the case of classic and festival tourism, there are many similarities between the behaviour 

patterns of clusters defined by information gathering habits. However, with regard to cluster mem-

bership, those who belong to one cluster for one type of tourism are not clearly classified in the same 

cluster for the other type of tourism, but a significant relationship can be found between the two 

classifications.  

The characteristics of each cluster and the sources of information they use (in terms of im-

portance and frequency of occurrence) are summarised in Table 2. 

Table 2: Characteristics of the clusters identified for classical and festival tourism 

Festival tourism Classical tourism 

Group of traditional browsers 

45% of the sample, average number of online resources 

2,44 

43,4% of the sample, average number of online resources 

4,07 
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For them, previous experience and the experiences of others are less relevant, and social media sites are not important 

in the decision-making and information-gathering stages. They mainly use official websites and search engines to find 

information. These are not only the two most frequently used but also the two most important sources for most of them. 

Group of previous experience users 

20% of the sample, average number of online resources 

2,57 

24,4% of the sample, average number of online resources 

4,13 

As well as using official websites and search engines, they also pay close attention to the experiences of others and 

their previous experiences. The latter two sources of information are relatively more important. They do not use more 

sources than the group of traditional browsers, but focus primarily on the experiences of friends and family and the 

influence of reference groups. Members of this group are also less likely to use sources from offline marketing com-

munications. 

Group of social media followers 

35% of the sample, average number of online resources 

4,49 

22,9% of the sample, average number of online resources 

7,35 

They also use websites, search engines and social networking sites, and the experiences of others and their own past 

experiences are important factors. In terms of relative importance, social media sites are not particularly important, but 

they rank much higher than the other two groups. The average number of online information sources they use is sig-

nificantly higher than the other two groups. Members of this group also try to balance the importance of the information 

sources they use. 

 Group of followers of interactive tourism pa-

ges 

9,2% of the sample, average number of online resources 

7,73 

Members of this group search in a similar way to the group 

of people who rely on previous experiences, but they also 

focus on interactive and comparison sites and apps. They 

also have an important role to develop social media sites 

specifically dedicated to tourism, which collect a significant 

amount of attractions, accommodation and information 

about the destination. With the rise of artificial intelligence 

and learning algorithms, the importance of aggregator and 

comparison sites is growing, and the size of this group is 

also expected to increase, although it is already not insig-

nificant. 

 

b) Based on a longitudinal analysis of festival choice motives, the following statements can 

be made. 

Three main categories can be observed. 

• Category 1: (relative importance of motives above 50%): being with friends, the bands 

and performers on stage, the festival atmosphere and the good value for money, the low 

ticket price. Although there is variation within the category, the statistical tests show that 

there is no difference between the importance of the two most important factors (being 

with friends and bands and performers coming to the festival). 

• Category 2: (relative importance of motives between 20-50%): curiosity, the reputation 

and prestige of the festival, parties and good infrastructure (including accommodation and 

transport). These factors can be the main drivers of user-generated content (UGC). No 
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significant difference can be made between the importance of each factor based on sta-

tistical tests. 

• Category 3: (relative importance of motives below 20%): additional opportunities provi-

ded by the festival environment (e.g. getting to know the city, participating in additional 

cultural activities), as well as attractive additional activities and opportunities to meet 

people. 

c) Based on the results on the impact of COVID on further decision making, the following 

changes – in terms of information sources, personal influencing factors and festival cho-

ice motives – were observed for the two types of tourism after the first wave of the pan-

demic.  

In the case of classic tourism, several online channels were increasingly appreciated as sources 

of information. Among others, the importance of ministry and consulate websites increased the most, 

followed by insurance company websites. There was also an increase in the importance of official 

websites and web search engines. Of the in-personal influence, family showed the largest average 

increase, but the opinion of close friends also increased in importance according to respondents. No 

significant differences were found for travel apps, package deals, offline communication and stran-

gers' opinions and experiences. 

No significant differences were found in the ratings of motivational factors for festivals, which 

had already been examined. However, new factors have been added to the research: being with friends 

and bands performing were ranked in the same importance category as a fair refund of the ticket price. 

Less important factors were the ability to hold the festival safely, the guarantee of hosting the festival 

and stricter security standards. The (financial) support of the organiser was rated significantly lower 

in importance than any of the motives previously examined. Furthermore, the freedom offered by the 

festival, in contrast to the safety precautions, was also given a very low value. 

Corresponding publications: 2, 6, 7, 8, 10, 12, 13, 14, 15, 16 

 

Thesis No. 2: Experience factors and their components for festival visitors during the 

on-trip phase 

Research questions and hypotheses related to the thesis: Research questions 4 and 5. Hypotheses 4, 

5 and 6. 

Summary of the thesis: 

The components of the visitors' experience identified during the festival phase interact in a chain 

of effects, where escapism, economic value and entertainment experience have the greatest impact 
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on visitor satisfaction. However, satisfaction with the festival alone is not sufficient to share the 

experience. 

Detailes of the thesis: 

In the case of music festivals, the study of the process of experience transfer can be broken down 

into three phases, in line with the models described in the literature: 1) the internal relations of the 

experience dimensions 2) the impact of the dimensions on the aggregate element 3) the impact of the 

aggregate element on the external relations.  

During a visit to the festival, several dimensions of experience are given meaning and interact 

with each other, forming a chain of effects. The most prominent of these chains is the aesthetic expe-

rience, the entertainment experience, and escapism, alongside with which the aesthetic experience, 

the entertainment experience, and the economic value experience chain is also significant. The end 

points of these chains (the escapism and the economic value) and the commonly intermediating en-

tertainment experience have the greatest impact on the overall satisfaction of the visitor's experience. 

However, satisfaction alone is not sufficient for the subsequent sharing of the experience. 

As an additional element to the festival experience, gamified programmes can be added to en-

hance the experience. These have a different impact on different visitors of the festivals. Attitudes 

towards gamification identify three distinct groups of consumers with the same perceptions of the 

elements of the festival experience, but with different ways and motives of sharing the experience. 

 

Further information connected to the thesis: 

The components of the experiential dimension of festivals and their internal and external con-

nections. 

The external and internal relationships between the components of the festival experience dimension 

were summarised in a model using PLS-SEM path analysis, correlation analysis and regression analy-

sis (see Figure 8). 

a) Examination of internal connections: 

To investigate the internal interaction of the experience dimensions, I combined the recom-

mendation of Ásványi et al. (2019a) and the five-element model of Semrad and Rivera (2018) in the 

PLS-SEM path analysis model. Based on the results, it can be stated that for music festivals, aesthetic 

experience has a significant direct effect on educational experience, entertainment and escapism, 

entertainment has a significant direct effect on escapism and economic value. 

In the case of music festivals, there is a significant indirect effect between the aesthetic experience 

and the escapism experience and economic value. The economic value becomes a distinct outcome 
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of the process alongside escapism, not an element of experience that follows from escapism. As fes-

tival visitors spend more time on site, there is scope for a range of experiential elements to help the 

visitors to follow the two routes highlighted by the results, so that both the escapism and the economic 

value are created. 

 

Figure 8: Summary of the main findings related to co-creation of on-site experience 

 

b) Connections with the aggregational constructs:  

There are many similarities between the components of the experience of a popular music festival 

and the experiences of each festival. Examination of the means shows that the entertainment experi-

ence is the most prominent, which is also the most important component of satisfaction based on the 

results of the regression analysis. The dimension of economic value also gave an outstanding mean 

for the more affordable festivals, but its effect on satisfaction is significant only for the more expensive 

festivals. The mean values of escapism varied more significantly across festivals, which may depend 

on the aesthetic experience of the festival, the message of the festival and the location, but it is also a 

significant component of satisfaction and in several cases strongly correlated with the entertainment 

experience. Although the educational experience itself is not outstanding, it is also significantly as-

sociated with satisfaction for some festivals. 

In the case of festival tourism, the economic value has a less prominent average compared to the 

experience dimensions of traditional tourism trips (which are based on the aesthetic experience of 
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sightseeing and sightseeing) as the expenditure on festival visits is much more predictable. Further-

more, the aesthetic and educational experience also scored lower for festivals due to their nature. It 

can also be seen that the entertainment experience and escapism, on the other hand, do not stand out 

for festivals compared to classic tourism, confirming that traditional trips also offer a complex (not 

only aesthetic) experience to the visitor. 

c) Outer connections of experiences:  

Based on the average values of the external relations and the satisfaction values summarising the 

experience dimensions, it can be stated that being part of the community and the experience of par-

tying with the community can also have an impact on the sharing of experiences, which is examined 

in detail in thesis no. 3. The value of satisfaction is most strongly correlated with the development of 

loyalty and memorable experiences. 

 

Corresponding publications: 4, 5, 8 

 

Thesis No. 3: About the factors influencing visitors' experience sharing and their 

openness to experience sharing in the post-trip phase 

Research questions and hypotheses related to the thesis: Research questions 6, 7 and 8. Hypothesis 

7, 8 and 9. 

Summary of the thesis: 

Among the factors influencing visitors' experience sharing, the motif "creating memories for 

oneself" as part of the motif group "creating real value" is of outstanding importance. While the 

openness to experience sharing and the clustering of visitors on the basis of experience sharing is 

primarily driven by the value creation motive, the desire to interact on social media and to influence 

others is also an important factor. Attitudes towards experience sharing can be linked to informa-

tion-gathering, pre-travel consumer behaviour. 

Detailes of the thesis: 

For the motives behind the sharing of experiences after a visit to a festival, four factors can be 

identified ("Self-expression on social media", "Creating real value", "Influencing others", "Investing 

in the future"). Among the motives for sharing experiences, the creation of memories for oneself 

stands out, which is part of the group of motives for creating real value. This group of motives, and 

the factor of gathering motives for collecting interactions on social media platforms, determines the 

clustering of visitors into groups related to experience sharing, with different behavioural patterns. 
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Based on the motives for experience sharing, three clusters of festival visitors can be identified 

("Memories for myself", "Real value for all", "Social media celebrities"). There are also differences 

between the groups in the way they share experiences, their openness to sharing experiences and 

their sense of belonging to the festival community. Belonging to the community, becoming a member 

of the festival community, is in itself weakly related to openness to experience sharing, but it also has 

an impact on the motives for experience sharing to create value and influence others. Openness to 

experience sharing is most directly influenced by value creation motives, but the desire to interact on 

social media and to influence others is also an important factor. 

Attitudes to experience sharing can be linked to information-gathering, pre-travel consumer be-

haviour. Visitors who use experience sharing to create value ("real value for all" group) are more 

information oriented and pay more attention to social media when gathering information, but "social 

media celebrities" who want to be active on social media sites are less open to two-way communica-

tion. 

 

Further information connected to the thesis: 

a) Categorisation of motives and consumers of experience sharing. 

The results of the PLS-SEM path analysis, principal component analysis - factor analysis and 

cluster analysis based on the motives behind sharing experiences, openness to sharing experiences 

and being part of a community were summarised in a model (see Figure 9). 

The motives behind experience sharing can be classified into four factors using principal com-

ponent analysis: 

• Self-expression on social media factor: summarises actions taken to increase the inten-

sity of a person's social media presence, specifically to increase the person's social media 

exposure. This factor includes the creation of a positive image and the desire for social 

interactions (e.g. likes, comments). 

• Real value creation factor: the motives included in this factor are based on the consumer's 

desire to create a memory for him/herself and others and to create value through the me-

mory. The consumer wants to create his/her own memory of a memorable experience - 

also highlighted in the external relations of the experience models - to keep for him-

self/herself or to share with others - without the aim of influencing. The motives of this 

factor can be aligned with the process approach of experience models (see for example 

Aho, 2001). 
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Figure 9: Summary chart of statistical tests related to experience sharing 

 

• Influencing others factor: The motives for influencing the information-gathering phase 

of future consumers are brought together in this factor, which is about helping other con-

sumers to make the right decisions. In other words, this factor summarises the altruistic 

motives that help the feedback phase of the zero moment of truth model formulated by 

Lecinski (2011). In the context of this motivation, even bad experiences are shared by the 

visitor in order to nuance, for example, the image of others. 

• Future investment factor: the motives included here are based on the creation of so-called 

incentive content, as mentioned by Ben-Shaul and Reichel (2018), i.e. sharing an experi-

ence that may lead to a future contact with the organiser or service provider or trigger a 

positive event for the consumer. Such content use could be, for example, participation in 

a competition. 

 

Details of the three groups of festival visitors formed by the cluster analysis based on the pat-

terns of experience sharing: 

• Group of social media celebrities: important participants in the sharing of experiences on 

social media. They are willing to create content, even if it does not fully represent reality, but 

a more idealised image. They want to be compared to influencers based on their responses, 
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which is combined with collecting as many social media interactions as possible. The way 

they share their experiences is very varied, including text, video and reviews. 

• Memory for myself group: its members are not moved by sharing experiences. The only more 

prominent experience sharing motive was the creation of memories for themselves. Members 

also do not aim to attract the attention and influence of others. Of the ways of sharing experi-

ences, private chat is the only one that stands out in their case. 

• Real value for all group: members aim to create content that is both relevant and valuable in 

influencing the decisions of future consumers. For them, feedback and social interactions are 

much less important, but what matters is the content they share, what that content shows of 

and about their experience. On average, members of this group gave the highest value to 

sharing experiences in private chat, which can be explained by the high importance of influ-

encing and creating relevant content, as communication in private chat is two-way. In addi-

tion, the sharing of micro-content and images is also significant in the group. 

For the festival organisers, the members of the real value for all group can become the most 

valuable, so on the one hand, the goal of the marketers can be to retain the members of this group and 

reward them appropriately for creating value, and on the other hand, to " convert" the members of the 

other two groups to the actions of the real value creators. To this end, for members of the Memory for 

myself group, emphasising the importance of experience sharing may be important, while for social 

media celebrities, reframing the goals of social media activity may be the appropriate strategy. 

In the model used for the PLS-SEM path analysis, the factors provided by principal component 

analysis acted as latent variables mediating the relationship between being part of the community 

and experience sharing. The key results of the journey analysis: 

Becoming part of a community is most likely to influence visitors to create content that influences 

others, and to save memories and experiences for themselves and others - as real values. Of the mo-

tives behind experience sharing, the creation of real value is the most prominent, followed by social 

media self-expression. The set of motives for influencing others is significantly weaker, but still has 

a significant impact on experience sharing. Being part of a community, while also having a direct 

effect on experience sharing, has a more prominent indirect effect on experience sharing, of which 

the most important pathway is through the factor of creating real value. 

 

b) The relationship between experience sharing and the pre-visit phase: 

Among the differences between the clusters created on the basis of experience sharing, the 

following can be highlighted from the results of the research in the information gathering phase: 
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• In terms of the use of online channels - the number of sources of information accessed - the 

group of real value for all stands out, followed by social media celebrities. Members of the 

memories for myself group use fewer sources of information on average. 

• Regarding the composition of the information channels used, a weak relationship can be 

observed between the classification into the three clusters based on information gathering (see 

details in thesis no. 1) and the membership in the clusters of experience sharing. 

Members of the real value for all group are slightly over-represented in the cluster of social 

media followers. Thus, members of this cluster not only want to create value, but also want to 

benefit more from the value created by others. In the case of social media celebrities, the 

cluster of social media adopters does not stand out, indicating the one-way communication 

and social media presence of social media celebrities. 

• In terms of group influence, the importance of close friends is slightly more prominent for 

real value creators, which may be related to the fact that real value creators are proportionally 

more numerous in the cluster of social media followers. In terms of influencers of decision 

making, the more significant difference is seen when moving further away from the consumer, 

where social media celebrities, although they are significantly lower in value than family and 

close friends, are more prominent relative to the other two groups. 

Corresponding publications: 1, 2, 3, 8, 9, 11, 12, 14, 15, 16 

 

An overview of the context of the findings of the research 

In this chapter, after the research findings and the thesis statements, I will highlight the links between 

the sections of the dissertation. The theoretical chapters, the research questions, the hypotheses and 

the research methods are also linked to each other at several points, as well as to the theses formulated. 

Figure 10 in the thesis booklet shows all the links together. Separately for each thesis, Figures 40, 41 

and 42 of the dissertation show the network of theoretical chapters, research questions, hypotheses, 

sub-chapters discussing the research results and the methods used. For ease of reference, the follo-

wing consistent notation has been used in the diagram of the thesis booklet: 

• Paralelograms indicate the research questions in each case. 

• Arrow colours help to identify the theses: blue - thesis 1, yellow - thesis 2, red - thesis 3. 

• I have placed the numbers of the hypotheses related to the method and the topic directly on 

the arrows connecting them.  
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• In some cases, the primary research also included studies of specific music festivals; in all 

cases, I have indicated these by dotting the arrows. Where the arrows are continuous, I have 

carried out the analysis for music festivals in general. For those questions where both general 

and festival-specific tests were included at the same time, two arrows were added to the figure 

connecting the same items. 

In addition to showing the connections, I felt it was important to show the differences between 

the clusters formed in each phase, which were also closely linked to the theses. Table 3 compares the 

clusters according to a number of criteria, and in addition to showing similarities and overlaps, I have 

also indicated at the bottom of the table where the tests of the relationships between the clusters are 

found in the presentation of the primary results of the thesis, and which hypotheses and theses they 

are linked to. 

 

Table 3: Comparison of the clusters formed 
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Figure 10: Links between the theoretical themes, research questions, hypotheses and primary research methods of the 

dissertation 
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5. SUMMARY 

In my PhD thesis, I studied festival tourism as a process of tourism, focusing on information gathering 

(pre-trip phase), experiences (on-trip phase) and experience sharing ( on- and post-trip phase), and 

the relationships between them. The novelty of the research is shown by the fact that, although some 

of its areas are covered in Hungarian academic publications, no such complex and detailed explora-

tory research has been conducted on the topic of Hungarian music festivals, covering all phases of 

the tourism process. 

Figure 7 (Figure 4 in the thesis booklet), presented in chapter 3.3 of the thesis, and Figure 9 

(Figure 3 in the thesis booklet), presented in chapter 4.1, summarise the concepts related to experience 

models and experience sharing and information gathering. These two summary models can be used 

as a starting point for a number of subsequent complex studies on the tourism process, in addition to 

my own primary research. 

The three formulated theses also shed light on a number of linkages between the different phases 

of the consumption process. In addition, by combining different statistical methods for all three the-

ses, it has been possible to create complex and scientifically new models that have not been published 

or studied in detail in the literature. In many cases, the methods examined at each stage of the tourism 

process show that different consumer groups with different behaviours can be identified, and that 

music festivals are not homogeneous in many aspects, and that there are differences between them. 

The models developed in relation to the theses can be linked at several points, and this is how Figure 

11 in this chapter was created, which traces the overall consumer process for festivals based on each 

of the three thesis areas. 

In the figure, green arrows represent simple conceptual relationships, but the thickness and das-

hedness of the red and blue arrows, in line with the strength of the relationships presented in the theses 

and primary research findings, are proportional to the degree of impact. The alternation of the blue 

and red arrows also indicates the boundaries between the alternating methods in the model, which are 

also indicated by the rounded rectangles (I have only included details of the related methods in Figu-

res 8 and 9 above). The arrows basically point forward in the process, but I have also included two 

pairs of two-way arrows in the figure. The dotted one shows the emergence of expectations in the 

consumer, which relationship to satisfaction and its experiential components has not been explored 

in this thesis, so this can be identified as a further research direction. The continuous two-way arrow 

refers to the relationships between clustering of consumers, which from an organisational point of 

view is an important issue for communication design. 
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Figure 11: Summary and linking of the theses of the doctoral research 
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Although the exploratory nature of the research means that the sampling methods are acceptable, 

they are also a limitation to the interpretation and generalizability of the results. However, in terms 

of the theoretical and scientific utility of the thesis, it should be emphasized that the results of my 

research can provide the basis for a number of further specific Hungarian and international research. 

For further research, both the models summarising the theoretical overview (Figures 3 and 4) and the 

models based on the primary research (Figures 8 and 9), created by combining several methods, as 

well as the comprehensive model of the three theses in Figure 11, are suitable. 

As for the practical usefulness of the thesis, the results are of help to festival organisers and 

tourism destination managers. The theses formulated at the end of the dissertation provide a basis for 

this, where I have attempted to trace the entire tourism consumer life cycle step by step. This may 

help in the future in the selection of communication channels, in encouraging consumers to share 

their experiences, in better understanding group influence and in optimising the proportions of expe-

rience factors in the organisation of festivals, thus also in terms of satisfaction and loyalty. Further-

more, the models developed on the basis of the theses can also help to conduct future research on 

satisfaction linked to specific events and festivals, the basis of which is indicated by the green dotted 

arrow in Figure 11. 

A key issue for music festivals is the constant renewal of the experience, which determines not 

only the programme but also the co-created experience. The results of the primary research on the 

models examined can also help in this process, as they show that being with friends and becoming 

part of the festival community are important factors in the overall consumption process. This draws 

the attention of organisers to the need to emphasise not only the creation of individual experiences 

but also the creation of collective experiences, the experiences created by the festival community. 

This type of community experience can be an important factor in the information gathering and de-

cision-making phase prior to the visit, during which creating the still missing thematic social networ-

king sites for festivals could be a major strategic step for organisers in shaping the competition. This 

type of digital community-building can transform the entire consumer process, whose phases can be 

designed using the ideas set out in the thesis formed. The city hosting the festival can also be a partner 

in this process, and can thus become a more important decision factor in the selection of festivals. In 

addition, not only the organisers but also a number of suppliers can participate more effectively in 

creating a complex festival experience. It is also important to highlight that for festival operators, the 

characteristics of both the information gathering and experience sharing clusters can be an important 

starting point for building and designing their communication. This can also help the work of online 

communication agencies commissioned by the organisers. 
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In addition to Generation Z, the research could also focus on other generations and related non-

mainstream music festivals. Although Generation Z is currently represented in a significant pro-

portion at local music festivals and will remain the core of youth tourism for a long time into the 

future, if we are to study music festivals, it may be necessary to examine the next generation, the 

alpha generation. In recent years, a number of new festivals of classical music, gastronomy, film, 

literature, theatre or even museums have appeared in Budapest and in the countryside. The complex 

models presented in the primary research results of this dissertation can be applied to the analysis of 

these new festivals, and further research results can be obtained by analysing the models by festival 

type to generalise them. In addition, the examination of changes in the clusters included in the const-

ructed complex models can also be a significant factor, which is a consequence of changes in tech-

nology (changes in the offer of social networking sites on the web) as well as changes in the needs of 

visitors. All this changes, and the difference in emphasis between the different elements of the model, 

also offer opportunities for further research. 

I am confident that the results and the theses will also help festival organisers and tourism desti-

nation managers, for example, in terms of selecting communication channels, encouraging consumers 

to share their experiences, better understanding group influence, and optimising the proportions of 

experience factors in festival organisation, thus also in terms of satisfaction and loyalty development. 
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