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Abstract: A music festival serves as a dynamic activity in tourism as it draws a large number
of visitors to festival venues, creating greater tourism related businesses. According to Lea
(2006) tourist studies have predominantly considered music festivals in terms of motivations
of attendees or revenue generation. Stebbins (1979; 1996; 1997a;1997b) has also stated that
festivals often attract targeted tourists, actively attending the event as an art form or
socialisation. Considering that tourism, arts and music festivals are linked, it is generally
accepted that performing arts and the music festivals are now a worldwide tourism
phenomenon. This research focuses on the most positive, as well as least positive aspects
and the attributes which should be improved regarding the music festival at Pattaya through
a study of  respondents at the Pattaya Music festival 2012. Particularly, it examines respondents’
satisfaction with regard to Logistics and Direction, Artistic Direction, Marketing and
Communication and Participation in Tourism. The information was collected through
administering a questionnaire to 100 respondents to understand the relationship between
attributes and satisfaction.  Study results indicate that  respondents who attended the event
were satisfied with regard to the given attributes. The results would be useful for the public
and private tourism organisations, as well as event organisers of music festivals to ensure an
an effective, enjoyable event.
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Introduction

This research aimed to identify the most positive as well as the least positive aspects
of   tourism management of  the Pattaya Music Festival 2012. It is hoped that identifying
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these aspects particularly the latter  could lead to better management of the Pattaya
Music Festival in  the following years.

The questions in the questionnaire covered aspects related to appropriate scheduling
of  the festival (date and time), attractiveness and level of  satisfaction of  tourists.   An
assessment was also made of the teamwork exhibited by organisers and hospitality
and tourism business and if the music festival made an interesting contribution to
Pattaya city, Chonburi province, Thailand.

This research focused only on tourists who visited the Pattaya Music Festival
2012 and their level of  satisfaction with the Pattaya Music Festival 2012 with regard
to some attributes of the event. Although the research investigates the perception of
tourists in terms of  satisfaction with the Pattaya Music Festival 2012, the findings
could be useful for hotels and other accommodation/ restaurants/ tourism agencies/
the organisers and especially the Tourism Authority of  Thailand in drawing up effective
programmes for the next Pattaya Music Festival 2013.

A music festival draws a great number of  visitors or tourists. Events such as
concerts, recitals, talent shows, or workshops constitute the major elements of the
music festival. In a way, music festivals help create demand for tourism. The history
of year-long booking with dynamic promotion of the music festival leads to greater
expectations from music lovers and visitors alike. The organisation of the Pattaya
Music Festival in Thailand has, in the past decade, evolved and developed  to a great
extent.  There has been a growing number of not only visitors, but also sponsors,
music makers, related organisers, and  stakeholders whose major aim is to make the
Music Festival both efficient and sustainable.

The sustainability of  the  music festival means an assurance of tourist growth
and constructive development of  the related tourism sites.  Growth of  festivals depends
largely on the Thai people’s perception of  the music festival; their culture of  going to
a concert or attending a pop music show seems to be different from that of  westerners.
Coupled with songs – Thai and foreign ones – in the country’s popular culture, the
nature of  an open-air concert such as a  music festival is regarded as a novelty, with
the danger being a brief shelf-life. Nevertheless, tourism development in Thailand
needs to pace itself, with a clear structure and direction, given the competitive
environment regionally and globally. The music festival of  Thailand needs a model.

A model that is conceived for the music festival should not only support and
maintain  the music related activities but also those related to  tourists. This model of
the music festival  could serve as a prototype for other tourist programmes as well as
contribute towards the sustainable growth of  the country’s tourism amidst the fierce
competition in ASEAN.

Therefore, in order to construct a model for music festivals, we need to identify
the perception of  tourists who participate in mega events such as music festivals.
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In Thailand, the music festival is considered to be a mega event generating a great
number of  tourists every year. Besides enjoying Thailands’s  famous innumerable
beaches and islands, Thais and foreigners love to rejoice and celebrate the various
musical festivals held here. One such important festival is the Pattaya Music festival,
which also boasts of  being Thailand’s biggest festival that takes place in the lively city
of Pattaya. The festival is a must for all music lovers who also take the opportunity to
visit Thailand. The Pattaya Music Festival showcases free concerts at three stages
which start at 6pm and end at midnight. The visitors enjoy live performances of
different genres of  music such as pop, dance, hip-hop, jazz and other types. Opera
singers also perform at this event.  Along with the performance, cassettes and CDs
are sold on the beach.

The study by Matheson(2005) used empirical data from a questionnaire survey
and in-depth interviews with festival producers and consumers of  a Celtic music
festival in Scotland and suggested dimensions of  the backstage region of  festival
social space: first, through participating in ‘real’ culture in an intimate environment;
second, by playing an instrument or singing; third, through the strengthening of social
networks.

The second study of relevance is that of Saleh & Ryan(1993)where “Quality of
programme emerged as the most important factor for tourists, but contextual elements
including accessibility and programme arrangements were also important.”

Meanwhile Kay (2006) states that the media in its many forms has been instrumental
in popularising tourist venues and can have the impact of introducing tourism to
these places or boosting tourism numbers. His paper emphasises that the area which
has not been explored in sufficient detail is the marketing of tourist attractions/
venues in music  so as to be heard by substantial listeners globally.

These studies indicate that it is necessary to identify the attributes  that are important
in the organisation of music festivals and play a role in tourist satisfaction in these
events. This paper therefore aims to study the attributes and satisfaction levels  of
tourists with respect to one music festival in Thailand.

Literature Review

Arts, Entertainment and Tourism

Hudson (1992) states that there is no particular form of  arts or entertainment that is
specific to tourism and it is difficult to identify what will and what will not have an
appeal to tourists. The seaside variety show is, however, often thought of  as being a
typical holiday tourist form of  entertainment. This includes a range of  different acts
such as dancers, magicians, “comics, singers, sand-dancers, conjurors and men who
balanced girls in swimsuits on their noses” and is “light” and undemanding. Originating
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from the music-halls of the late nineteenth and early twentieth century cities, this
entertainment moved on to the seaside. Much has been said on the decline of this
form of  seaside entertainment but it is still a common feature of  many seaside holiday
towns. Nonetheless any artistic performance in any location may have tourists in the
audience.

Any play, show, concert, festival etc. that has the potential to attract audiences
from a geographical area that is not local is an element of the arts-related tourism
product such as music festivals that include a number of  events and performers over
a short period of time and may be particularly successful in attracting such audiences
like open air summer concerts and plays in Central Park, New York. They may not be
decisive factors in drawing visitors to the city but there will nonetheless be a sizable
proportion of visitors in the audience. Concerts and productions in holiday areas
such as the summer programme at Saratoga Springs (New York State) which, in
1999, included the New York City Ballet and the Philadelphia Orchestra may be
more likely than others to attract non-local audiences but all have the potential to do
so (Hughes, 2000).

Tourism and Music Festivals

In one of  the more recent transformations of  tourism, music in different genres and
guises has rapidly become a new rationale for travel, and therefore a draw for attracting
tourists in a rapidly expanding industry. As tourist numbers increase, and tourism
becomes a regular phenomenon, the quest for new sites, sights and experiences has
grown more complex, with  travelers  seeking specific forms of  tourism that meet
their personal needs. This is in part a response to, and rejection of, the mass tourism
that had transformed areas like the western Mediterranean coast. Niche tourism has
become increasingly significant with, one such niche being ‘music tourism’, where
people travel, at least in some part, because of music and the significance of this for
culture, economics and identity (Gibson & Connell, 2005).

The rise of music tourism took music from being simply an expected, or
occasionally quite unexpected, adjunct of a holiday to a central role. As tourism
became organised around different music genres, the diversity of relationships between
place and music has become evident. From an initial focus almost entirely on places
of  performance, as in 19th-century Bayreuth and Vienna, tourism has extended to
include cemeteries and birthplaces, places of music creation and production, such as
the extraordinary Opera House in Manaus (Brazil) or La Scala (Milan), and places
identified in lyrics, such as the restaurant in Rio de Janeiro from which “The Girl
from Ipanema” emerged. Most recently, it has involved museums (Rossi, 1995).

Gibson & Connell (2003) clarified that in a number of places, the rise of music
tourism reveals ways in which localities have attempted to confront structural economic
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changes, as old industrial hearths decline and service economies take their place, or
are engineered to take their place. Music tourism may constitute one component of
strategies within local economies to generate new kinds of economic growth.
Moreover, music tourism generates questions about how music can actively shape
places, both in a discursive sense, by representations and stereotypes of places, and
materially, through altering the built infrastructure of  cities and towns. The role of
music in social constructions of  place varies substantially, from sites that have deep
histories of musical expression and production, where tourism strategies build on an
existing spatial and cultural discourse (for example, in New Orleans), to others where
musical connections are to a certain extent “invented” for example at Tamworth,
Australia or Branson, Missouri as part of wider strategies to reinvigorate local
economies or foster local cultural distinctiveness.

Sellars & Wilson-Youlden (1996) state that music tourism has become a distinct
component of the new cultural tourism and has been generally seen as an area of
substantial future expansion. The cultural industries – music, literature, film, art –
relate to tourism in various ways, appropriating myths of  place, transforming localities
materially and discursively, thus supporting tourist development (Quinn 1996) .

Music tourism, like other elements of cultural tourism, might be thought of as
simply linking nostalgia with some concern for heritage and authenticity. Cultural
tourism, of which music is a part, has been perceived as “the pursuit of a social taste-
forming minority elite” undertaken by “cosmopolitans” who adopt “an intellectual
and aesthetic stance of openness towards divergent experiences from different national
cultures” (Urry, 1994). Music tourism cannot exist apart from other elements of
tourism; most tourists seek experiences of landscape, food and drinks, choose particular
modes of transport and accommodation, and shape their experiences and itineraries
according to factors – such as financial status and time available,  distinct  from the
music.

Event Administration of Music Festivals

Music festivals are considered to be a part of  fairs and festivals in events. Goldblatt
(2002) discussed that just as in ancient times, people assembled in the marketplace to
conduct business, commercial as well as religious influence have factored into the
development of  today’s festivals, fairs, and public events. Whether a religious festival
in India or a music festival in the United States, each is a public community event
symbolised by a kaleidoscope of experiences that finds meaning through the lives of
the participants. The music festivals have shown tremendous growth as small and
large towns seek tourism dollars through such short-term events. Some communities
use the music festivals to boost tourism during the slow or off-season, and others
focus primarily on weekends to appeal to leisure travelers. Therefore, event
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administration is considered to be an important part as it assures the success of
music festivals. The discussion that follows  will describe aspects that need to be
addressed for effective management of  events and music festivals.

Planning and Logistics for Music Festivals

With the event plan in place, the problem of logistics needs to be addressed, including
logistics of  site management, security, communication, traffic and protocol. However,
event planning tools help to ensure that the schedule is on track. Therefore, in order
to avoid problems of logistics emerging, a feasibility study needs to be done before
staging the music festival. McCartney (2010) suggested that the feasibility study should
include the following:

Event Description – A clear understanding is initially required of the type and
characteristics of the event that is proposed. This involves a description of  the
theme, activities, programme, geographical location, physical set-up and dates.

Feasibility of  Making a Bid – The bid preparation itself  will involve costs. Assessment
should be made on whether it is worthwhile to bid and forecast the chances of
winning. The consequences of  losing should be considered beyond economics, such
as the impact of a lost bid on local pride.

Budgeting and Financing – This should be based upon accurate research and
projections. As the event is in the future, calculated assumptions will be required as
well as factoring in contingencies for unexpected costs. Sources of  event revenue
such as ticketing and sponsorship should be offset with a list of fixed and variable
costs.

Fit with Overall Tourism Strategy – Events are a major part of  tourism development.
They also involve huge resource commitments. The event should be considered in
terms of  the overall development aims and objectives of  the destination as well as
short, medium, and long term benefits. This may require a balance of  year round
events addressing visitor seasonality. The event should also have some degree of
synergy with existing attractions and destination image.

Impact Audit – This is a projection of possible impacts likely to emerge as a
consequence of  the event. The event will impact the community and local community.
Events can be highly political, with governments and other event stakeholders involved
due to resource commitments and the potential exposure that the event can attract.
Event management must not only look to the event’s operational success but be
aware of and manage any resultant impact.

Opportunity Cost – Resources may be taken from elsewhere such as for construction,
education, health and welfare. The effect this has on other industry sectors should be
understood.
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Stakeholder Support – The degree of support and consensus among potential
event stakeholders will impact the event outcome. Involving related stakeholders can
help with the various skill and knowledge sets as well as volunteers that will be needed.
Politics and internal jostling for power can be stressful and time-consuming and it is
best to get an understanding of stakeholder needs and objectives as soon as possible.

Sponsorship – A sponsor can be a major event stakeholder and financier.
Sponsorships can be sought from governments, associations and corporations, each
with varying objectives for their involvement. There will be some degree of creating
recognition and awareness. Sponsorship packages and amounts can vary but will be
an important calculation on the economic viability of the event.

Support Services – Even with stakeholder collaboration within the destination,
external help may be needed for providing the venue, transportation, staffing, media
reporting and other suppliers for the event. Contract costs and legal obligations should
be considered.

Event Delivery – An assessment must be made as to whether the event can be
delivered on time and within the budget, and satisfy the event objectives. Factoring in
available resources and preparing a calculation on critical paths and time frames from
planning to staging can give an indication of the capacity to deliver an event.

Competitive Audit – Depending on event type, participant profile and situational
factors, some destinations may be more appealing for the event. A destination lacking
the financial resources to fund an event could focus on attraction attributes such as its
cultural diversity and national environment. Making greater use of available resources
could make an event bid successful.

Infrastructure and Capacity – Assessing physical visitor capacities at destination entrance
and exit points, local transportation, accommodation, road networks, venues, restaurants,
bars and attractions should reflect the ability to effectively handle large numbers of
event participants. Temporary measures can be implemented (such as marquees for
venues, restaurants, additional airplanes, trains, coaches and temporary immigration
points). Exceeding capacity levels, though, can result in negative impacts on the
destination.

Marketing and Promotion – Factors such as positioning statement, target audience,
creating an event brand and how to make the event attractive will be core in bringing
people to the event. More than raising awareness of its logo or slogan, the event
should create an actual intent to visit and participate.

Creating an Event Legacy – Hosting an event for the first time can take greater
effort and commitment of  resources than maintaining it year after year. An assessment
should be done on the possibility of creating a recurring event. Careful planning is
needed on the use of venues, facilities and infrastructure created for the event after it
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is finished. Legacy strategy needs to be in place and implemented before the event is
concluded.

Human Resource Management for Music Festivals

Goldblatt (2002) pointed out that the event management industry is primarily a service
industry, and therefore its vital part consists of  intangible things such as customer
service. We cannot touch it or smell it, but it exists, and moreover, it can make our
events a disaster or a complete success. Event managers are  being paid for creating
memorable positive experiences, and  staff are the critical resource that makes a
guest’s experience memorable. Issues such as human resource organisation, training,
and employee retention are vital in order to remain competitive. For example, most
event management organisations offer similar services, but it is their people that make
the difference.

Goldblatt (2005) mentioned further that it is not only human resource management
(HRM), but human resource development (HRD) or training that is considered a vital
function in managing staff. Training may take the form of  a social gathering, such as
an orientation, or it can be formalised instruction in the field at the actual event site. It
does not matter how  this training is delivered as every group of staff will require a
different method in order to help them learn. However, what is important is that they
are tested for mastery to make certain that they are learning and applying the skills
that are imparted. Testing for mastery can be done through a written exam, observation,
or a combination of both. Moreover, the on-site management of staff entails
coordinating their job performance to ensure the goals of  the events are accomplished.
Depending on the skills level of  the staff, team leaders or supervisors must be assigned
in sufficient numbers to oversee their performance. Remember that the coordination
of  staff  involves coaching and mentoring. It is vital to make certain  that team leaders
or supervisors are skilled in these areas.

The final key factor in human resource management is rewarding excellent, high-
quality performance. Do not wait until the end of  the event to say “thank you”.
Some organisations publish staff newsletters; others host music festivals to thank the
staff  for their help during the annual music festival. Giving staff  early, frequent, and
constant recognition is a critical component in developing a strong and loyal staff
team. It may help to create an annual contest for “staff of the year” or some such
recognition to encourage good-natured competition among team members. Astute
management of  staff  is necessary  to effectively recognise and reward their service to
the event (Goldblatt, 2005).
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Risk Management for Music Festivals

Risk management is considered to be a crucial component of   music festivals. For
example, with global warming,  the weather  appears unpredictable especially in
Thailand. Therefore, for music festivals, risk management should be contingency
planning on ways to deal with risks that may occur.  McCartney (2010) briefly describes
prevalence of  risks at various levels  which require suitable response measures.

Financial – Careful attention and strict control needs to be given to the balance
sheet and to monitor event expenses and revenues. Depending on its objectives, an
event is generally designed to create profits either directly or as a consequence of the
event occurring.

Weather – Asian destinations, especially in Thailand, are constantly affected by
adverse weather conditions such as flooding, typhoons and drought.

Security –Political unrest and terrorism can cause security concerns for participants,
performers and VIPs. Concerns of  potential local criminal activity at events involving
distraction related crimes such as pickpockets, ATM and credit card scams or having
personal belongings stolen can also deter visitors.

Destination Image – Music festivals can draw international attention. The degree of
success or failure of the music festival can impact perceptions of the destination.
There is also a risk to the community in the extent of civic pride and sentiment to the
organisers or their government as a result.

Food Safety – Food poisoning or food tampering can affect anyone from guests at
a cocktail reception to the participants.

Failure of  Public Utilities– Electricity blackouts or brown-outs can occur, as well as
disruptions to water supply. Contingency measures need to be planned

Corruption – Elements of  corruption may be discovered in the building of  facilities
for events or event planning which may cause bad press coverage

 Venue Failure – Temporary or permanent structures may collapse. There may be
problems with the venue with regard to participant capacity and crowd control.

Crowd Management for Music Festivals

Tarlow (2002) mentioned that when people riot, they cause a great deal of  destruction
to both property and life. They also create negative impressions of the event
destination, which can contribute to that area’s negative collective memory. Parades,
demonstrations, and sports events are not the only crowd management challenges
facing event risk managers. Event risks managers are keenly aware that almost any
event can quickly change from leisurely fun to chaos and even death. In fact, in the
1990s over 150 people have died at rock concerts. All events – sports events, concerts,
young people’s “happenings”, political rallies, to name a few – may degenerate from
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orderly gatherings into disorder, chaos, and riots. These disorders can destroy a
destination’s reputation and its economy, and, at times, they can even define a city
within the nation’s vocabulary. The “Woodstock Music Festivals” have become part
of American “Cultural History”. All event risk managers must understand how an
orderly crowd can be transformed into an angry mob. They should also know how
mobs work and what precautions need to be taken in relation to security professionals
and law enforcement officials,to ensure that an orderly event does not disintegrate
into a destructive mob. To manage crowds, the risk manager must first have an
understanding of  the sociology of  the crowd. Therefore, we should first look at the
sociology of  a crowd and investigate how crowds become mobs. Then we can
examine some of the techniques used in controlling crowds and some of the resources
for orderly crowd control such as fire prevention.

The classical work of  Canetti (1973) suggests how crowds develop, gain power,
and have the potential to move from an orderly assembly of human beings into an
uncontrollable mob. His arguments are premised on the following principles of  the
crowd:

- Humans have a desire and a fear of being touched by the unknown.
- To deal with fear of  being touched, humans set boundaries.
- In crowds, there is a loss of  fear of  being touched; crowds create equality,

there are no distinctions in crowd; crowds have tendencies to grow, open
crowds have no boundaries.

In other words, when we find ourselves within a crowd, we both enjoy the
contact, at the same time, fear it. However, Tarlow (2002) offers suggestions for
event crowd control in order to facilitate the organisers on how to manage the events
properly as follows:

Type of  incidents Contributing factors

Festivals (Music festivals) Drugs, alcohol, sudden noises, fighting, gunfire
Political Speeches, planned violence, drugs, gunfire
Street events Alcohol, drugs, boredom, fighting, sexual acts
Sport events Alcohol, drugs, boredom, fighting, sexual acts
Student events/ parties Alcohol, drugs, sexual promiscuity, tolerance by authorities

To find out the satisfaction of  tourists at the Pattaya Music Festival 2012 with regard
to Logistics/Services, Artistic Direction, Marketing and Communications’ and
Participation in Tourism activities, a detailed questionnaire was prepared. This

Methodology
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questionnaire considered several attributes with respect to the management of the
event such as arrangements, access to the location, questions pertaining to the event
itself  and on-stage activities. The questionnaire also focused on media arrangements,
use of social networking with regard to the event and public relations efforts for the
event. The last part of the questionnaire dealt with attractions for tourists, sustainable
tourism and whether the event could be a brand image for the place. The questionnaire
was administered to a total of 100 tourists at the venue of the festival from 27 to
29April, 2012 at Pattaya. The relationship between tourist attributes and satisfaction
was measured on a scale of five to one, with five as “strongly agree” four as “agree”,
three as “neutral”, two as “disagree” and one as “strongly disagree”.

Findings

Based on Table 1 on Logistics/Services, evaluation reveals that organisers had provided
adequate stage facilities with a good location. There were sufficient toilets with sanitation
facilities. Sufficient food stalls and shops had been provided. The study also revealed
that sufficient signages and adequate directions were provided. The level of satisfaction
by respondents for access to the location with facilities was above average. Thus,
overall, the respondents were satisfied with the Logistics/Services provided by the
organisers of the festival.

For Artistic Direction of  the festival, Table 2 reveals that the respondents were
satisfied with the professional musicians and bands, the selection of artists, the backstage
arrangements and control; professional quality of  stage props and advanced technology
of  musical instruments. The respondents were highly satisfied with the selection of
professional artists. Thus, overall the Artistic Direction of  the music festival was more
than satisfactory for the respondents.

For, Marketing and Communications of  the festival,  Table 3 reveals  that the
respondents were satisfied with public relations activities, outdoor advertising, use of
TV channels and Radio channels and social networking sites like Facebook to provide
detailed information on the music festival.

Logistics/ Services Score

1. Adequacy of  stage and location 4.05
2. Sufficient toilets with sanitation 4.00
3. Sufficient shops and food stalls 4.33
4. Sufficient signages and directions 4.19
5. Overall access to location and adequacy of facilities 4.14

Table 1. Above average rating for Logistics/ Services of  the Pattaya Music Festival
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For  Participation in Tourism, Table 4  reveals that the respondents felt that this
event resulted in an enormous number of  tourists and  contributed to sustainable
tourism and environmental concerns.  They also felt that the  crowd was well managed,.
The respondents considered the event as successful destination management and that
it functioned as a brand image for Pattaya.

Discussion

The questionnaire contained 20 questions on the attributes which were considered
important to measure tourists’ perception of  satisfaction level of the Pattaya Music
Festival 2012 at Pattaya Beach, Chonburi, Thailand. The attributes included in the
questionnaire dealt with the management aspects of this music festival as these are key

Artistic Direction Score

1. Selection of professional musicians/ bands 4.23
2. Selection of  professional artists 4.47
3. Professional backstage arrangements/ control 3.87
4. Professional stage props 4.10
5. Level of technology of musical instruments 3.75

Table 2. Above  average  rating for Artistic Direction of  the Pattaya Music Festival

Marketing and Communications Score

1. Sufficient  public relations/ news releases 4.51
2. Adequate outdoor advertisements, e.g. Billboard 4.22
3. Sufficient festival  details given through TV channels 3.79
4. Sufficient festival details given through Radio channels 3.77
5. Sufficient festival details given through social network sites, e.g. Facebook 4.65

Table 3. Average rating for Marketing and Communication of  the Pattaya Music Festival.

Participation in Tourism Score

1. Event created an enormous number of tourists 4.75
2. Event contributed to sustainable tourism (Environmental concerns) 3.55
3. Crowd management was well- organised 4.15
4. Successful destination management 4.35
5. Event served as brand  image of  Pattaya 4.52

Table 4. Above average rating for Participation in Tourism
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attributes  for the successful management of  an event. Logistics/Services regarding
good location, toilets and sanitation, food stalls and shops, signage and direction and
easy access to location of  Pattaya Music Festival were also assessed in the  questionnaire
and were found to be satisfactory.  Similarly, respondents expressed satisfaction with
attributes regarding Marketing and Communications, Artistic Direction and
Participation in Tourism. On all counts, the respondents had a more than satisfactory
rating  of  the  Pattaya  Music Festival.

This study found that tourists who visited the Pattaya Music Festival 2012, which
was organised by the private/ public organisers in cooperation with Tourism Authority
of  Thailand, Ministry of  Tourism and Sports, were satisfied with the festival and its
arrangement and management aspects.  As Saleh & Ryan (1993) indicate, the quality
of the event emerged as the most important factor for tourists but contextual elements
including accessibility and even the arrangements were also important. Thus, these
attributes should receive importance when organising a music festival. The present
study therefore included factors related to the quality of the event.  Respondents
were asked about the professional selection of  musicians/bands. Their views were
sought on  the selection of  artists who performed at the festival. Backstage
arrangements and control are important for  the successful management of a music
festival; hence respondents’ perception toward these arrangements was also sought.
Advanced technology of  musical instruments used at the festival is important and
respondents were asked about this as well.  The majority of respondents expressed
satisfaction with all aspects  of  the staging of  the Pattaya Music Festival.

The other aspects of organising a music festival  which are equally important are
Marketing and Communications. Respondents were asked about public relations efforts
of  the organisers and if  sufficient information was given about the festival. They
were queried regarding sufficiency of  outdoor advertising like billboards. Further,
TV channels are an important media conduit and respondents were asked whether
these channels provided enough details regarding the music festival. Radio channels
equally complement other media outlets and respondents were asked whether this
channel was utilised to give   further details about the music festival. As the Facebook
is an important tool of communication and marketing, this attribute was also included
in the questionnaire. All aspects of marketing and communications were reported as
satisfactory by the respondents. Saleh & Ryan (1993) have concluded in their paper
that “There is some evidence to assess what might be termed ‘accessibility and context’
factors of the festival. Such  items include not only the ease of physical access in
terms of  road access, but also access to information such as its inclusion in guides,
and the provision of  supplementary services such as an 800 telephone number.

Thus, respondent’s reaction to the festival was positive and affirmative. They
appreciated and positively evaluated the event.
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Conclusion & Recommendations

As indicated in several studies, Festivals and Music Festivals are evaluated through
systematic approaches to  identifying strengths and weaknesses of the events, which
should lead to further improvement in festivals and music festivals for the benefit of
tourists, travelers (or) excursionists, etc. As indicated by earlier studies,  this study also
reiterates that the quality of the programme is as  important as accessibility and
programme arrangements. Other important attributes include advertising and publicity,
participation in tourism and artistic direction.

The findings on perception of  the tourists in relation to  the Pattaya Music Festival
2012, Pattaya Beach, Chonburi, Thailand indicate that, in general, the tourists are
satisfied with the appropriate logistics and services, artistic direction, marketing and
communications of the event.  They also expressed satisfaction with  tourist
participation  in the event

This study is of importance and value to practitioners, policymakers, and industry
and festival organisers as it indicates the attributes of value to visitors at the festival.
To make future events more popular and better organised, organisers need to be
cognizant of the important aspects of the festival discussed in this study and take
them into account while making arrangements. These basic factors build a successful
music festival

Future research on this topic can help support the findings in this research to
create a successful music festival experience in Thailand. In order to promote Thailand
as a hub for mega music festivals, further studies should be concerned with attracting
other new music festivals, varieties of target groups, and equally important, the concepts
of  perception and satisfaction of  tourists at music festivals. Moreover, the study on
the relationship between carrying capacity and music festivals should also be considered.
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