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Abstract: This research aims to investigate the possibilities of event visitors being persuaded to
purchase tickets by music festival advertising on social media. Music festival and social media
in general were chosen to be analyzed in two major areas: advertising formats and persuasion.
Moreover, general perception towards music festival advertising on social media and the relationship
between social media advertising with tactics were examined. The main objective of this research
was to investigate the relationship between the use of social media advertising and the purchase
of music festival tickets. To investigate the analysis of how consumers perceived music festival
advertising on social media and the possibilities of being persuaded to purchase the festival ticket,
a quantitative offline questionnaire method was adopted and applied. It was identified that general
perception toward music festival advertising on social media is positive. Furthermore, it was found
that being persuaded by social media advertisement to purchase music festival ticket is positive as
well. The findings of this study concluded that consumers might be persuaded to purchase the music
festival ticket although different conditions were applied to the social media advertising.

Keywords: music festival; sustainable event; advertising; decision-making

1. Introduction

Festivals or special events have been regarded as one of the fastest developing indus-
tries within the tourism industry [1]. Festivals have considerably contributed to bringing
people together thus enhancing the general quality of life for festival goers [2]. Festivals in
general, and music festivals specifically, are growing recognition for improving a region’s
image and appeal, developing recreational possibilities, contributing to local economies
and enhancing local culture and pride [3]. According to new definition of marketing, there
is a focus on creating and delivering value through customer relationships permeates over
creating satisfactory exchanges [4]. After the Internet was invented, Internet marketing
has become a significant contributor for companies and brands to meet their marketing
objectives. Digital marketing has supported organizations to extend into new markets,
offer new services and interact with consumers in new ways in which contend on a more
equal footing with larger businesses [5]. New web technology has developed a simpler
way for anyone to create their own content [6] and marketers and advertisers have taken
advantage of that to reimburse successful content creators a great amount of money to
embed their messages into their social media content [7].

The phenomenon of social media and its growth has greatly expanded all over the
world. It has permanently changed the ways innumerable consumers interact with each
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other and organizations [8]. Social media is being used widely by almost every business,
regardless of the size of the company. It is common practice now to use social media to
advertise and promote their companies and products [6]. It is crucial to understand the
significance of the role of social media in the context of marketing for both researchers and
managers [9,10].

In order to get full advantages of using event marketing, organizations need to
consider whom they are targeting [11]. Events targeting customers and other organizations,
need to be highly interactive and engaging, depending on the kind of event [12]. Few
researchers have examined the promotion or marketing of music events, although Duarte
et al. [13] found that organizers of music festivals in Spain do not aggressively promote
their festivals from a touristic point of view, instead relying on positive word of mouth
to build a loyal following. Hudson and Thal [14] argue that social networks are major
delivery channels for festivals and organizers which allow them to provide a large amount
of information regarded festival such as general festival information and artist information.
With the rapid growth of social media as a means of marketing and the boom in the number
of festivals across the world, this study serves to explore how social media advertising can
influence and persuade customers to buy tickets to festivals.

The parameters of this study are focused on the younger generation (18–24) attending
music festivals in general and having event marketing channel with social media. Social
media has become an indispensable passage for global marketing communications and is
commanding a greater share of advertising budgets, particularly to succeed in the younger
generation. Therefore, managers, companies and scholars are interested in the value of
advertising on social media like Twitter, Youtube, Facebook, LinkedIn and others [15].
Nevertheless, organizations and managers are particularly interested in the social media
usage from Millennials since it may provide an indication of how these consumers will
behave in the future, as well as what their perceptions are towards their brands [16].

A recent example how much social media can influence ticket sales is demonstrated in
the recent case of the Fyre Festival. Billy McFarland, a tech entrepreneur and his business
partner, rapper Ja Rule, decided to have an exclusive, high end music festival on a Bahamian
island to promote his Fyre Media. In their promotional video, it was emphasizing “the
luxurious experience on a Bahamian island for two weeks”. In order to notify the festival
and to boost ticket sales, McFarland used 400 influencers on Instagram for an influencer
marketing strategy. With lots of famous celebrities posting about the event, Fyre attained
the interest of 300 million people in 48 h and sold out all tickets [17]. However, upon the
actual festival, attendees found that the whole promotional video was false; transportation,
accommodation, music artists and food were completely opposed from what they had
advertised. Nowadays, the case of Fyre Festival has become a marketing case study of
what not to do [17].

The findings of these study will give some insights on how professionals in the events
industry might want to use social media advertising to drive ticket sales to music festivals
and the identify the types of content that more sustainably persuades customers to buy
tickets [18]. Although there is a plethora of studies of the global event industry and
on the impact of social media on event tourism, many of these are focused on word of
mouth, efficient operation or cost savings. In fact, research on the role of social media
in actual visitor decision making to attend a music festival is still scarce. The current
study fills the gap in this area of research. This study may also encourage further research
into the significant impact on different types of special events such as business events,
themed events, and different kinds of festivals. Consequently, the current study aims to
investigate the following question: “In which ways can social media advertisements of
music festival persuade customers to purchase tickets?” The research objectives are (a) To
investigate the relationship between the use of social media advertising and the purchase
of music festival tickets, (b) To examine the impact of social media advertising contents
to persuade customers to purchase music festival tickets, and (c) To draw conclusions
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on how significantly social media advertisements persuade customers to purchase music
festival tickets.

The next section begins with discussion on the relevant key literature related to the
topic: (i) Music festival marketing in social media for the sustainable event, (ii) Social media
marketing, and (iii) Consumer behavior and motivations. Then, the paper illustrates the
research philosophy and approach that applied to this study. It generates hypotheses and
creates a research strategy. It presents the process of data collection and data analysis. It,
then, discusses key findings from the data analysis with interpreted research results. Finally,
the paper concludes by summarizing significant theoretical contributions, managerial
implications, as well as the limitation and recommendations for further research.

2. Literature Review
2.1. Music Festival Marketing on Social Media for a Sustainable Event
2.1.1. Understanding the Music Festival Industry

Festivals play a significant role in the industry of tourism [19], as they not only attract
visitors, but also build images for the destinations [20] and influence the economy and
market of local communities [7]. It is crucial for festival organizers to understand festival
attendees’ experience, in order to predict their future buying behavior [21]. Strengthening
the consumers’ memories of their participation to the event, is the best way for a business
to generate a satisfactory experience [19]. Nowadays, musical festival has become common
in most countries, regions and cities with varieties of genre such as classical, rock and
jazz music festival. Yoo, Lee and Lee [22] found that there is more demand for festivals
because of an increasing availability of time for leisure and holidays; besides this, there is an
increasing demand for cultural celebration as well. It was reported from Live Nation—one
of the largest festivals and live music events organizations in Europe—that, during the
financial crisis in 2008, no slowdown had been registered in their business [23].

Getz [24] also argued that private profit or fund-raising can be different business
reasons for the growth of music festivals, in addition to leisure time, interests and socio-
demographic factors, which also contribute as another reason behind the growth of the
music festival industry. There are different schools of thought in the existing literature when
discussing the definition of music festival marketing. Festival organizers, in particular
cultural organizations, face numerous issues such as competition, globalization, develop-
ment of new technologies and succession [23], which makes marketing essential for the
success of the festival. Moreover, cultural and artistic organizations differ from other types
of businesses: the former are more customer focused, whereas the customer experience is
less significant for the latter, which frequently prioritize commercial purposes [25].

2.1.2. Types of Music Festival Marketing

The organization of a music festival involves a great number of requirements, fees for
insurance, licensing, security and a variety of different equipment and technologies. In
order to cover all the costs involved, festival organizers have turned to commercial and
media sponsorships which can provide funding, for example, by underwriting to support
productions fees or by issuing a one-off payment [26]. A sponsor usually contributes also
by supplying co-promotions and advertising prior to the festival, thus aiming to raise
awareness and interest amongst a specific target audience. This technique is expected to
lead to early-bird ticket sales, and reduce the receipts issued at the gates on the event date.
Event sponsors have developed their strategies focusing on experiential marketing in order
to avoid criticisms of exploitative sponsorship activities [26]. Lanier and Hampton [27]
suggest that “the strategy of creating and staging offerings for the purpose of facilitating
memorable customer experiences” (2009, p. 10) will certainly affect brand perception.
These strategies are applied to music festivals, too.

Word of mouth (WOM) is a way to communicate that spontaneously starts from
independent actors and, as such, is supposedly regarded as more credible and worth of
trust. This is enough to make it a powerful influential factor that impact decision making
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and brand loyalty [28]. With regard to online marketing, it has now become increasingly
common in the festival scene to sell so called “early-bird” tickets on sale well in advance
and at a discounted rate, as well as to make available for purchase a number of tickets for
future events soon after the end of the current year’s one [26].

Keller [29] (p. 141) defines advertising as “any paid form of non-personal presen-
tation and promotion of ideas, goods or services by an identified sponsor”. In recent
years it is easily noticed that the media environment has changed dramatically. Tradi-
tional advertising media such as newspapers, radio, TV and magazines are losing their
consumers [29]. The development of technology and new media have profoundly changed
the process of consumers’ communications. The speedy diffusion of influential broadband
Internet connections, ad-skipping digital video recorders, multi-purpose mobile phones
and portable music and video players have enforced marketers to reconsider a number of
their traditional practices [30].

2.2. Social Media Marketing

The definition of social media has been diversified in a variety of ways. Kaplan and
Haenlein [31] (p. 61) define them as “a group of Internet-based applications that build
on the ideological and technological foundations of Web 2.0 and allow the creation and
exchange of User Generated Content” [32] (p. 72). Andzulis, Panagopoulous and Rapp [33]
(p. 208) define them as “the technological component of the communication, transaction
and relationship building functions of a business”. Furthermore, social media refer to
highly interactive platforms via which individuals and communities share, discuss and
revise user generated content [34].

Kaplan and Haenlein [31] claim that a formal definition of the social media term
requires a relationship between two related concepts that are frequently named as Web
2.0 and User Generated Content. Web 2.0 is a platform in which content and applications
are consistently modified by all web users in a participatory and collaborative way, rather
than being only created and published by individuals [31]. This platform augments the
experience of the users, who then take over the role of creators and seek interactivity and
proactive virtual communities on the web [35].

The rapid increase of social media started a whole new era for businesses and brands,
which push them to seek new, interactive ways of reaching and engaging their cus-
tomers [36]. In 2012, Internet users spent more time on social media than any other
category of web sites [37]; this trend gave researchers a reason to believe that the use of
social media affects consumer desire, purchase decisions and word of mouth, thus chang-
ing the environment of marketing communication in the last few decades [38]. Moreover,
this phenomenon has expanded marketing channels, reaching more than two-thirds of all
Internet users and thus providing incomparable opportunities for brand and reputation
building [39].

More than two-thirds of online users worldwide visit and engage with social networks
and blogs [40]. Xiang and Gretzel [30] point out that social media has become enormously
influential, to the extent that its application to the music festivals market cannot be ignored
by marketers. In music festivals, the success may be dependent on the marketing of
entertainment [41]. Through social media, it is faster and easier to gain unmediated
customer insights [30]. Thanks to smartphones, people have a more comprehensive access
to information, especially through online social network platforms such as Facebook,
Twitter, YouTube and Instagram. Thus, it has become more convenient to advertise online
to attract visitors on a larger scale

Online social networks enable users to connect, search and share content and spread
information. A great number of websites embed links to social networks pages for pro-
fessional use, as in the case of LinkedIn, Facebook and MySpace, or to sharing platforms
like Flickr and YouTube, to display content [40]. Social networks, with simple technologies
and practical settings of privacy control, provide a streamlined experience to an increasing
number of users and a significant tool to marketers [42]. The author has selected the major
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categories of social media channels, which are YouTube (video), Facebook, Instagram and
Twitter (microblogging) for this research study.

Video content is gaining popularity among web users in their daily lives. Web users
are allowed to create and distribute their own content to audiences and the web has been
turned into a major channel for multimedia delivery [35]. According to Safko [43] (p. 449),
“Facebook provides a platform for users to quickly connect with friends, family, co-workers
and acquaintances in various network groups”. Due to its popularity, Facebook is used to
as a tool to promote a new product and service and also deliver word of mouth through
social network [43].

Twitter is a microblogging service where users can write and post about any topic,
follow other users and be followed back [44]. Once they become a follower on Twitter, a
user receives all the messages (commonly known as tweets) from the user followed. There
are three common ways of responding to a tweet: “RT” which stands for retweet and
allows to share and comment a tweet; ‘@’ followed by the user identifier, to address a post
to someone; ‘#’ followed by a word, is the so-called “hashtag” [44] (p. 591) and will show
the public post within a group of tweets containing the same hashtag.

2.3. Consumer Behavior and Motivations
2.3.1. Consumer Behavior Theories

Engel et al. [45] established a model of consumer decision making, which is also known
as Engel–Kollat–Blackwell (EKB) model. It explains decision process of consumers and
how choices are made when consumers choose among a list of alternatives available [46].
However, environmental factors may be additional variables which influence the formation
of consumer decisions [46]. The Engel–Kollat–Blackwell (EKB) model presents five core
stages of the decision-making process: problem recognition; information search; evaluation
of alternatives; purchase decision; and post-purchase behavior [45] (Figure 1).
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2.3.2. Motivational Theories “Push and Pull”

The push and pull framework was extensively used to measure and investigate
motivations for event attendance [22]. A tourism experience can play an important part in
meeting a person’s psychological needs [47]. Push and pull factors were categorized forces
in motivation and, as Snepenger et al. [48] pointed out, people travel because they are
“pushed from internal imbalances and the need to seek an optimal level of arousal, as well as
pulled by the offerings of a specific destination”. Within the individual, the psychological
forces that conceptualize the push factors act as an impetus for travel [22], including
necessities such as rest, escape and leisure. These push factors as well as the demand-side
approach provides some insight into the decision-making process of tourists and also tie in
with Maslow’s [49] hierarchy of need theory and Plog’s [50] psychographic theory.

On the other hand, pull factors are commonly seen from a supply-side dimension [47]
and are the external forces that arise by participating in a certain activity, the encouragement
of visiting a specific place, or the production of destination [2]. Other resources include
recreational activities, special events or festivals, cultural resources and other entertainment
opportunities [47]. Push factors go ahead of pull factors in the process of decision making
in tourism. This means that a person first feels the internal demand for travel and only
then ruminates what places to go, with the support of pull factors. However, Yoon and
Uysal [51] argue that push factors are provoked, reacted and reinforced by pull factors.
Enjoying the artists’ performance being the motivation is popular for local repeaters, local
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families and the young party set [52]. It is common that artists’ performance is important in
music festivals. Understanding visitors’ motivation for attending a music festival is crucial;
the line-up of artists is important, and visitors intend to buy more tickets if any artists are
famous or the festival includes one of their favorite artists.

2.4. Research Design and Approach

A positivist approach was adopted to collect data for this research. The reason behind
this is found in Remenyi et al. [53], as they claim positivism applies to those situations
where “working with an observable social reality” is preferred and where only phenomena
that can be observed will lead to the collection of reasonable data. A positivist approach
allows to collect data that would facilitate the estimation of quantitative statistics and
allow hypotheses to be tested [54]. For this research, in terms of collecting the data, it is
understood that the value of statistics contributes the most and has the most significant
role in analyzing the data.

It is common to find the results of “research” all around and difficult to avoid the
term “research” [54]. Research is defined as “something that people undertake in order to
find out things in a systematic way, thereby increasing their knowledge [54] (p. 5). In this
definition, “systematic way” and “to find out things” are the key terms, as “systematic”
provides research based on logical relationships, not just a belief [55]. Numerous academics
perceive a problem with a gap between basic, fundamental or pure reach and applied
research [54]. There are many existing studies about “event marketing” and “social media
advertising”; however, there are limited marketing or advertising studies focused on
“music festival” industries.

Hypotheses

Based on the previous discussions, the authors focused on the use of social media as
means to advertise music festivals, to investigate the degree of persuasion level for social
media users’ decision making to purchase the music festival tickets. Thus, the following
hypotheses are proposed:

Hypothesis 1. Within the focused element (such as festival atmosphere dominant content) music
festival advertising in social media persuade consumers to purchase music festival tickets.

H1: Music festival advertising with a focused element in social media content can persuade
consumers to purchase music festival tickets.

H0: Music festival advertising with a focused element in social media content cannot persuade
consumers to purchase music festival tickets.

Hypothesis 2. Consumers follow or like a certain music festival page or channel on social media
and there are more possibilities of being persuaded to purchase the ticket.

H1: There are relationships between following or liking a certain music festival page and being
persuaded to purchase the ticket.

H0: There are no relationships between following or liking a certain music festival page and being
persuaded to purchase the ticket.

Hypothesis 3.

H1: Social media advertising is influential to persuade festival goers to purchase the ticket.

H0: Social media advertising is not influential to persuade festival goers to purchase the ticket.
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3. Methods
3.1. Research Strategy

A quantitative research method was chosen as the methodology for this research. A
quantitative method is particularly applicable for the purposes of this research, where the
numeric statistics of the impact of social media advertising on music festival are presented
(where the connection between several different variables had to be established through
interpretation). A self-administered offline questionnaire was applied as the research
instrument and it was delivered by hand to the respondents. Saunders et al. [54] state
that questionnaire is highly popular as it allows “the collection of a large among of data
from a sizeable population in a highly economical way”. Moreover, survey strategy is
comparatively simple to understand and explain, and it allows to collect quantitative data
using descriptive and inferential statistics which “suggest possible reasons for particular
relationships between variables and to produce models of these relationships” [54] (p. 144).

This offline questionnaire was built and composed of 14 questions, including only
close-ended questions. The main type of question includes multiple choices and a Likert
scale. Close-ended questions can be used for specific information or to confirm a fact or
opinion [54]. The multiple choices are focused on general perception and experience on mu-
sic festival advertising on social media. The Likert scale is used to investigate respondents’
persuasive feeling towards music festival advertising on social media. In terms of the
layout of questionnaire, is it designed with respondents’ demographic information, general
perception of music festival advertising on social media, and the degree of persuasion by
social media advertising.

3.2. Data Collection

This research aims to investigate the degree of persuasion by social media advertising
of a music festival and there is no limitation of specific groups of participants. Therefore, a
method of random sampling was applied to this research, which provides an estimated
value of the population characters and a measure of the reliability of the estimates made [56].
Before the main survey, a pilot study was conducted by the authors of the current study
and two research assistants to ensure there is no ambiguity, confusion or uncertainty in the
questionnaire. It was carried out from July to September 2018 with 26 people who were
associates of the researchers of the current study in different demographic backgrounds
in London, United Kingdom. After modifying the uncertain and confusing expressions
in the questionnaire based on the findings of the pilot study, the main questionnaires
were composed, distributed and collected from December 2018 to February 2019 using the
snowballing sample method. For the sake of objectivity, the participants were approached
and chosen using random selection of basic demographic figures such as gender, age
groups and nationalities.

In order to help in answering research questions, a set of method and analysis tools
were used to find information. In this study, numerical data are in the main analysis. To
analyze the collected quantified data, the statistical software SPSS is used to investigate
different frequencies of variables and the relationships between different variables. SPSS is
a common software tool to analyze quantitative data. The majority of the questions were
analyzed by frequencies analysis. Descriptive analysis was used to investigate Likert scale
questions and other demographic information. To identify relationship between variables,
Cross Tabulation analysis was applied. Cross Tabulation analysis was selected specifically
to analyze the possibilities of persuasion with a mix of two different conditions applied.

4. Results
4.1. Demographic Profile of Respondents

In total, there were 125 respondents that participated in this offline survey; 68 were
males (54.4%) and 57 were females (45.6%). Age groups were classified from “under
18 years” up to “over 55 years”. The age group of “18–24 years old” resulted the largest
portion (52.0%). The majority of respondents have participated music festival “0–2 times”
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(71.2%) and a few have participated “3–5 times” (23.2%) in the past five to seven years. “So-
cial media” (46%) was the most efficient way for respondents to hear the music festival by
using frequency analysis. Referring to the social media channel where most music festival
advertisements are found, 42% respondents insisted the choice of “Facebook”, and other
results include “Instagram” (32%) and “YouTube” (7%). There are 77.62% respondents that
watch music festival advertising if these pop up on their social media. Moreover, generally,
there are 37.6% respondents claiming that “Artists Line-up” information mostly attracts in
the social media advertisement, others being 28% “Festival Atmosphere” and 16% “Artist
Line-up pictures”. “Video advertising” (57.6%) was found as the most appealing adver-
tising format of respondents by using frequency analysis. The following most appealing
advertising format of social media is “Image advertising” (28.0%).

4.2. Perception towards Music Festival Advertising on Social Media

The general perception towards music festival advertising on social media has been
tested. Firstly, for the perception of “music festival advertising on social media is easy to
notice”, 55.2% of respondents chose “Agree” and 32% of respondents “Strongly agree”.
Only 4.8% of respondents selected “Disagree”. The highest responses for “music festival
on social media are trust worthy” resulted in “Neutral” with 43.2 % and following highest
as “Agree” with 38.4%. A percentage of 56.8% of respondents “Agree” that the advertising
is “engaging and entertaining” while less than 10% “Disagree” or “Strongly disagree”.

Furthermore, 16.41% of respondents answered “Strongly agree” to the perception of
“enjoy receiving promotional information” while 41.6% of them selected “Agree”. Respon-
dents who claimed they would look for social media advertisement if they decide to go to
music festival were 27.2% of “Strongly agree” and 44% of “Agree”, respectively. A total of
44.8% of the respondents agreed and 17.6% of the respondents strongly agreed (not includ-
ing the percentage of “Neutral”) to the perception of “I think social media advertisements
encourage me to look into music festival details. Only 9.6% of the respondents disagreed
and 1.6% strongly disagreed.

It is recognized that the general perceptions of respondents toward music festival
advertising on social media are positive. The sum of “Strongly agree” and “Agree” percent-
age is more likely higher than either the percentage of “Neutral” or the sum of “Strongly
disagree” and “Disagree” in all six statements above. Therefore, it can be seen that music
festival advertising on social media is easy to notice, trustworthy and engaging and enter-
taining. Moreoever, it can be seen that respondents positively perceived engaging as to
“enjoy receiving promotional information”, “look for social media advertisement if decide
to go so music festival” and “social media advertisements encourage to look into festival
details” to social media advertisement.

4.3. Persuasion

According to the survey data of persuasion by music festival advertising on social
media, those who answered “Agree” to the statement of “I may be persuaded to purchase
the music festival ticket if the ad is with high quality” total 55.2% compared to the 4.8%
who answered “Disagree”. There are 53.6% respondents who agreed that they may be
persuaded to purchase the music festival ticket if the ad is “engaging and entertaining”,
while 4.8% of respondents disagreed. Among the respondents, 52.8% of them agreed and
21.6% strongly agreed that they may be persuaded to purchase the music festival ticket if the
advertisement is focused on “Artist Line-up”. On the other hand, 5.6% of the respondents
disagreed to the above statement. Furthermore, 39.2% of the respondents agreed and 22.4%
of the respondents strongly agreed that they may be persuaded to purchase the ticket if the
ad is focused on “festival atmosphere”, while 7.2% of the respondents disagreed.

Noticeably, the percentage of “Agree” options of each statement was higher that
“Neutral” and “Disagree” options. Therefore, it can be seen that more respondents may be
persuaded to purchase the music festival ticket if the music festival ads on social media are
“with high quality”, “engaging and entertaining”, “focused on artist line-up” or “focused



Sustainability 2021, 13, 9710 9 of 16

on music festival atmosphere”. Within the sum of the percentage of “Agree” and “Strongly
agree” from each statement, the respondents are more likely to be persuaded if the ad is
when the ad is focused on “Artist Line-up” (74.4%). Males and females have different
results for the most influential element to buy a music festival ticket. Males consider
“Friend or Family” as the most influential (40%), whilst female answered, “Artist Line-up”
(35%). The second highest for males was the “Artist Line-up” with 37%, and for females
was “Friends or Family” with 25%. “Festival atmosphere” is the third highest for both
males and females with 13% and 21%, respectively. Males and females both consider
“Festival Advertisement” and “Reputation of Festival” to be less significant than the other
three aspects.

4.4. Importance of Artists Line-Up

Eighty-three respondents answered that they found music festival advertising on
social media. Among them, 72% of the respondents always check festival artists line-up
and 28% of them do not. Moreover, “Artist Line-up” (31.37%) was identified as the most
influential element that would potentially make them to purchase the ticket among users
of social media. “Friends or Family (25.30%)” resulted as the second most effective element.
Therefore, based on the cross-tabulation analysis with “social media”, respondents tend
to consider “Artist Line-up” as the most influential element or content for music festival
advertising.

The largest age group of the respondents is the “18–24 years old” bracket (52%) and
regarding the most influential element to potentially make them buy the music festival
ticket, 34% of the respondents selected “Artist Line-up”, followed by 29% with “Friends
and Family”. The second largest age group is “25–34 years old” (32%) and “Friends or
Family” (43%) resulted as the most influential element and “Artist Line-up” (38%) as second.
Overall, based on the cross-tabulation analysis, more than two-thirds of the respondents
always check the artist line-up for music festival. Moreover, it can be considered that
artist line-up seems to be the most influential element of the music festival advertising
to respondents who often find the ad on social media and age group between 18 and
24 years old.

“Facebook” resulted as the social media channel where most respondents see music
festival advertisement, and it was identified that 30.58% of the respondents generally
watch the ad if it pops up on Facebook. Regarding “Instagram” as the platform with the
second most seen music festival advertisements, it resulted that 27.67% of the respondents
generally watch the ad if it pops up on Instagram. As for the cross tabulation between
social media channel and ad formats, “Facebook” with “Video advertising” (38.73%) notes
the most appealing format on social media. Additionally, “Image advertising” (10.19%)
was the next appealing. With “Instagram”, “Video advertising” (19.47%) was also regarded
as the most appealing format, followed by “Image advertising” (13.33%).

4.5. Music Festival Advertisement as “Engaging and Entertaining”

The respondents who agreed (28.74%) and strongly agreed (10.26%) that music festival
advertising on social media is trustworthy have purchased music festival tickets “1–3 times”
after seeing the social media advertisements. Meanwhile, the respondents who purchased
music festival tickets “4–6 times” after seeing the social media advertisements agreed
(7.70%) and strongly agreed (3.30%) that the advertising is trustworthy (Table 1).

The respondents who believe music festival advertising on social media is “engaging
and entertaining” agreed (44.66%) and strongly agreed (12.18%) that they may be persuaded
to purchase the festival ticket if the ad is “engaging and entertaining” (Table 2).

Moreover, the respondents who agreed (45.68%) and strongly agreed (14.21%) that
music festival advertising on social media is “engaging and entertaining” have purchased
music festival tickets “1–3 times”. The respondents agreed (41.60%) and strongly agreed
(16.23%) that they would purchase the festival ticket if the ad is high quality. The respon-
dents agreed (35.53%) and strongly agreed (13.20%) that they would purchase the festival
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ticket if the ad is focused on “Artist Line-up” and agreed (32.65%) and strongly agreed
(11.23%) to purchase a ticket if the ad is focused on “festival atmosphere”.

According to the data analyzed above, respondents who think the music festival
advertising on social media is “engaging and entertaining” have experienced purchasing
a music festival ticket “1–3 times”. Among the focuses of the advertisements, for the
respondents who answered music festival advertising on social media is engaging and
entertaining, there are more possibilities to be persuaded to purchase the ticket if the ad is
focused “Artist Line-up” (Table 3).

Table 1. Credibility of social media and purchasing ticket.

Have You Ever Purchased Music Festival Ticket after Seeing the Social Media Advertisements?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think
music festival

advertising on social
media is trustworthy

Strongly agree 0 0 3 10 0 13

Agree 1 1 7 28 11 48

Neutral 1 1 3 27 22 54

Disagree 0 0 2 1 5 8

Strongly disagree 0 0 0 0 2 2

Total 2 2 15 66 40 125

Table 2. Engaging and entertaining advertisement and decision making.

I may be Persuaded to Purchase the Music Festival Ticket If the Ad Is Engaging and Entertaining

Strongly Agree Agree Neutral Disagree Total

I think overall, music festival
advertising on social media is

engaging and entertaining

Strongly agree 11 12 2 0 25

Agree 6 44 19 2 71

Neutral 0 9 8 3 20

Disagree 0 2 6 1 9

Total 17 67 35 6 125

Table 3. “Engaging and entertaining” advertisement and purchase of ticket.

Have You Ever Purchased Music Festival Ticket after Seeing the Social Media Advertisements?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think overall,
music festival advertising

on social media is engaging
and entertaining

Strongly agree 0 2 5 14 4 25

Agree 2 0 9 45 15 71

Neutral 0 0 1 7 12 20

Disagree 0 0 0 0 9 9

Total 2 2 15 66 40 125

4.6. Music Festival Promotional Information

It is also noticeable that among those respondents who agreed that they enjoy receiving
music festival promotional information from social media, 26.43% of the respondents have
followed or liked “1–3 times” the music festival social media page or channel because they
learned about it through social media. A total of 15.62% of the respondents have followed
or liked “4–6 times” (see Table 4). In terms of the experience of purchasing music festival
tickets after seeing the social media advertisements, 32.48% of respondents have purchased
“1–3 times” and 9.60% of the respondents have bought “4–6 times” (see Table 5).
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Table 4. Receiving promotional information and following social media channel.

Have You Ever Followed or Liked Music Festival Social Media Page or Channel because You Learned about It through
Social Media?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think I enjoy
receiving music festival

promotional information
from social media

Strongly agree 3 2 5 10 0 20

Agree 4 2 15 26 5 52

Neutral 0 1 4 17 9 31

Disagree 0 0 0 7 12 19

Strongly disagree 0 0 0 0 3 3

Total 7 5 24 60 29 125

Table 5. Receiving promotional information and purchasing the ticket.

Have You Ever Purchased Music Festival Ticket after Seeing the Social Media Advertisements?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think I enjoy
receiving music festival

promotional information
from social media

Strongly agree 0 1 4 13 2 20

Agree 1 1 9 32 9 52

Neutral 1 0 2 17 11 31

Disagree 0 0 0 4 15 19

Strongly disagree 0 0 0 0 3 3

Total 2 2 15 66 40 125

Furthermore, the respondents claimed that they may be persuaded to purchase the
music festival ticket if the ad is focused on: the “Festival atmosphere” (22.45%), “Artist line-
up” (19.29%), being “Engaging and entertaining” (31.46%) and “High quality” (38.55%). It
is distinguished that there are higher numbers of respondents who selected “Agree” with
all four options than “Disagree”.

Overall, based on the cross-tabulation analysis, it is interesting to find that the percent-
age of “Agree” was the highest among the scales for the following statements: “Have you
ever followed or liked music festival social media page or channel because you learned
about it through social media?” and “Have you ever purchased music festival ticket after
seeing the social media advertisements?” Thus, it can be said that respondents who agreed
to receive promotional information are more likely to follow and like the music festival
social media page or channel compared to the respondents who disagreed. Furthermore,
as mentioned above that there were more respondents who agreed than disagreed to all the
statement of being persuaded to purchase the ticket if the ad is focused on four elements,
“High quality” was the element that gained the highest response. Based on this data, it
can be considered that respondents who follow or like the music festival page on social
media channel are more likely to purchase the ticket if the advertisement is created with
high quality.

4.7. Social Media Advertising

As Table 6 indicates, it is proven that the respondents who agree or strongly agree that
they will look for social media advertisement if they decide to go to music festival, have
followed or liked the music festival social media page or channel. It was identified that
27.45% of respondent have followed or liked “1–3 times” while 14.58% of the respondents
did so “4–6 times”. In addition, 34.65% of the respondents have purchased the ticket
“1–3 times” and 7.47% have purchased “4–6 times” (see Tables 6 and 7).
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Table 6. Cross tabulation of social media advertising with following social media page.

Have You Ever Followed or Liked Music Festival Social Media Page or Channel because You Learned about It through
Social Media?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think I will look for
social media advertisement

if I decide to go to
music festival

Strongly agree 2 3 7 19 3 34

Agree 2 0 14 27 12 55

Neutral 3 2 3 8 4 20

Disagree 0 0 0 6 6 12

Strongly disagree 0 0 0 0 4 4

Total 7 5 24 60 29 125

Table 7. Cross tabulation of social media advertising and purchasing ticket.

Have You Ever Purchased Music Festival Ticket after Seeing the Social Media Advertisements?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think I will look for
social media advertisement

if I decide to go to
music festival

Strongly agree 1 0 7 21 5 34

Agree 1 1 5 34 14 55

Neutral 0 1 3 6 10 20

Disagree 0 0 0 5 7 12

Strongly disagree 0 0 0 0 4 4

Total 2 2 15 66 40 125

Respondents who agree that they think social media advertisements encourage them
to look into music festival details have followed or liked the social media page or channel.
A total of 29.48% of the respondents have followed or liked “1–3 times” and 16.67% of
the respondents have followed or liked “4–6 times” (see Table 8). It can be viewed that
those respondents who agreed that they would look for social media advertisement if they
decide to go to music festival are more likely to follow or like social media channel or page
and purchase music festival ticket.

Table 8. Cross tabulation of social media encouragement and purchasing ticket.

Have You Ever Followed or Liked Music Festival Social Media Page or Channel because You Learned about It through
Social Media?

10 Times+ 7–9 Times 4–6 Times 1–3 Times Never Total

I think social media
advertisements encourage

me to look into music
festival details

Strongly agree 1 3 5 13 0 22

Agree 3 0 16 29 8 56

Neutral 1 2 3 16 11 33

Disagree 2 0 0 2 8 12

Strongly disagree 0 0 0 0 2 2

Total 7 5 24 60 29 125

4.8. Purchasing Music Festival Ticket

The response “1–3 times” (66.53%) is the highest frequency that respondents have
purchased a music festival ticket. Among these specific respondents, there are 27.73% of
them who agreed that they are easily persuaded by social media advertisement in general
and 25.67% of them are “Neutral” to the statement (see Table 9). This result can be seen
as respondents who are easily persuaded by social media advertisement in general have
higher possibilities of purchasing music festival ticket.
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Table 9. Purchase ticket persuasion by social media advertisement.

I Am Easily Persuaded by Social Media Advertisement in General

Strongly Agree Agree Neutral Disagree Strongly Disagree Total

Have you ever
purchased music

festival ticket after
seeing the social

media advertisements?

10 times+ 0 1 1 0 0 2

7–9 times 2 0 0 0 0 2

4–6 times 2 2 8 2 1 15

1–3 times 4 27 25 10 0 66

Never 3 7 11 6 13 40

Total 11 37 45 18 14 125

Furthermore, respondents who have purchased “1–3 times” claimed that they may be
persuaded to purchase the music festival ticket if the ad is focused on “Festival atmosphere”
(30.61%), “Artist line-up” (35.53%), being “Engaging and entertaining” (39.58%) and “High
quality” (40.58%). It is identified that there are many respondents who may be persuaded
to purchase the ticket if the ad is engaging and entertaining.

5. Discussion and Conclusions
5.1. Discussion

Social media not only keeps gaining popularity in the event industry marketing and
operation, but also it is a strategic and valuable tool to promote a festival event in a more
sustainable way. The purpose of this study is to examine how social media advertising can
persuade customers to buy music festival tickets. The objectives included to investigate the
relationship between the use of social media advertising and the purchase of music festival
tickets; to examine the impact of social media advertising contents to persuade customers to
purchase music festival tickets; and to draw conclusions on how significantly social media
advertisements persuade customers to purchase music festival tickets. Most of the existing
literature regarding social media marketing on events and festivals is on advertising,
consumer behavior, reputation enhancing and cost saving on marketing activities. The
current study adds value by filling the gap in discussing the types of the music festival
marketing currently investigated, social media marketing platforms, consumer behaviors,
motivation with push–pull theories that aim to give insights into consumer behavior and
their motivations especially in terms of decision making on festival attendance.

5.2. Theoretical Contribution

The current study presents an innovative theoretical contribution investigating the
main theories in the marketing field, and specifically the contemporary festival market-
ing field associated with social media, which has been rapidly growing in recent years
worldwide. The study proposed hypotheses to measure the degree of persuasion by music
festival advertising on social media as a case in the United Kingdom. From examination of
the rigorous theoretical discussion and measuring hypotheses, the following key findings
were identified: (a) Music festival advertising with a focused element on social media
content can persuade consumers to purchase music festival ticket; (b) There are relation-
ships between following or liking a certain music festival page and being persuaded to
purchase the ticket; and (c) Social media is influential to persuade festival goers to purchase
the ticket.

Through the current study, the perception of music festival advertising on social media
and the content of social media advertising were analyzed to find the degree of persuasion
by social media advertising at different assumptions examined in this study towards
music festival advertising on social media. As a result, general perception concluded
with mostly positive views toward music festival advertising on social media. According
to the findings, artist line-up was considered to be the most appealing source for the
social media advertising. Facebook was perceived as the platform with the most music
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festival advertisement seen, and video advertising was considered the most appealing
and attractive ad format on social media. The persuasion by music festival advertising on
social media has resulted in mostly positive attitudes, whereas most of the respondents
agreed to be persuaded to purchase the festival ticket at different conditions. The study
deepened our intuitive understanding of the role of social media on its impact to the actual
decision-making activities of festival attendees by measuring a series of hypotheses.

5.3. Managerial Implications

In the current study which investigated persuasion with specific assumptions applied,
a set of two different variables were investigated using a cross-tabulation tool. It was found
that, regarding the element of advertisement in social media content, perceptions toward
the social media advertising, the condition of advertising and the element focused on social
media content have impacts on persuasion of purchasing the festival ticket. The global
festival industry needs to maximize the benefits and advantages of social media marketing
tools in developing and advertising festivals more in a long-term, sustainable way. This
can be done not only by private entrepreneurs but also by public government agencies,
quasi-government associations and voluntary local community residents.

It is evident that social media has an influence on festival attendees’ motivation to
attend festivals. Based on the results of the current study, several recommendations are
suggested as follows. The social media should be trustworthy, objective, entertaining, and
informative in detail to successfully lead to ticket purchase. Social media can also play a
critical role in maintaining the relationship between the festival organizers and attendees
not only during the festival period but also before and after the festival by continuous
communications that link the two parties. Furthermore, the main stakeholders in the
festival industry should share common interests and resources for sustainable collaboration
to gain mutual benefits by maximizing the efficient function of social media.

5.4. Limitations and Further Research

There were a few limitations to this study, and these are within the data collection.
Although this survey was distributed randomly, most of the respondents are crowded in
the younger groups. This may affect the validity of data and relevant findings. It could
be better to have both online and offline surveys to have more variety in respondents’
demographics. Regarding the sample size, due to the limitation of accessing respondents
in the specific type of festival to collect data, the number of respondents can be increased
to increase the reliability of the questionnaire survey.

Moreover, it can be suggested that the continuation of research in the specific event
area can lead to the development of social media advertising. Research topics with specific
events had limited existing literature to support the idea. More specific event areas are to be
identified and investigated such as persuasion by themed event, music festival advertising
effect, influential advertising strategies for music festivals, and more investigation on
the global music festival market. Further research questions can be approached, such
as why music festival advertising on a particular social media channel is more efficient
than others, what are the efficient advertising strategies if people are not interested in
artist line-up, and what is the relationship between music festival advertising and different
consumer behavior. Finally, the statistical techniques could also go further, namely, through
a correlation analysis of the variables, statistical inference and even the use of multiple
linear regressions for a more robust validation of the defined research hypotheses.
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