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Abstract

Research in the field of tourism is constantly conducted to understand the
dynamics and factors influencing consumer decisions in choosing tourist destinations.
When investigating the role of ambiance in the process of consumers’ decisions
regarding a return visit to a tourist destination, the methodology of analysis of
variance (ANOVA) was applied, using the example of the EXIT festival as the most
popular international music festival in Serbia. Main and secondary objectives were set
based on the Likert scale. The main objective of the research is to examine the impact
of ambiance on the tourists’ decision-making process regarding a return visit to a
particular destination. The focus is on identifying the specific ambiance elements that
most influence tourists’ decisions to revisit. The additional objectives of the research
were addressed through the analysis of the relationship between ambience quality and
tourist satisfaction. This is significant because tourist satisfaction plays a crucial role
in shaping their future travels and decisions to revisit destinations. Sub-objectives
were set based on the main objective, relating to the identification of ambiance
management strategies that could enhance tourist experiences and encourage return
visits to destinations.

Key words: ambience factors, revisiting destination, music festival “EXIT”,
Petrovaradin fortress, Serbia.
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AMBUJEHTAJIHU ®AKTOPHU KOJU YTUUY
HA HAMEPY TYPUCTA JA ITIOHOBO ITIOCETE
MY3UYKHU ®PECTUBAJI ,EXIT”

Arncrpakr

VcrpaxuBama y 0071aCTH TypH3Ma ce HEIPECTaHO CIIPOBOJIE 1a O ce pa3yMeIny IMHa-
MHKa ¥ (haKTOpH KOjH yTHUY Ha OMTyKe MOTpOIIada y H300py TYPHCTHUKUX AECTHHAL]A.
IIpn ucrpaxknBamy yore aMOHjeHTa y IPOIeCy JIOHOIICHa OTyKa MOTpoIIada O HOHOB-
HOj TIOCETH TYPUCTHYKO] IECTHHAIMjU MPHMEheHa je MEeTOOJIOTHja aHan3e BapHjaHce
ANOVA na npumepy ¢ecrusana ,,EXIT” kao HajnomyapHujer My3udKor (ecTiuBaia Me-
hynapoxHor panra y Cpouju. Ha ocHoBy JIukepToBe ckalie IOCTaB/bEHH Cy TJIABHH U CTIO-
peaHu IibeBH. [ TaBHM [IIJb HCTPaKMBamba je MCTIMTUBAKE YTUIIAja aMOMjeHTa Ha MPOLeC
OJUTy4HBamba TypHcTa 0 HoHOBHOM nocehuBamy onpeheHe necrunanuje. @okyc ce crapiba
Ha HICHTU(UKAIH]Y cHeUHIHIX eleMeHaTa aMOtjeHTa KOji HajBHIIIC yTHYY Ha OLTyKY
TYpHCTa O IOHOBHOj NOCEeTH. J[0aTHH IIMIbEBN UCTPAKHUBAHA CarjIelaHy Cy KPO3 aHAIN3Y
Be3e M3Mel)y KBanuTeTa aMOWjeHTa W 3aJI0BOJbCTBa TypucTa. To je 3HauajHO jep 3aj10-
BOJBCTBO TYPHCTa Urpa KIbYUHY yJIOTy y (JOpMHpamy HBUXOBUX Oyayhux myToBama U o1-
JIyKa O TIOHOBHO] TTOCETH AecTHHALMjH. Ha OCHOBY TJTaBHOT ITMJba NOCTABJEEHHU CY MOLIH-
JbEBU KOJH C€ OIHOCE Ha MICHTU(HKALM]y CTpaTerHja yrpasjbama aMOHjeHTOM Koje Ou
no0oJpIIaIe HCKYCTBA TYPHCTA U MOICTaKIIe IOHOBHY MOCETY JECTUHALM]HU.

Kibyune peun:  (akropu aMOHjeHTa, MOHOBHO MocehnBame AeCTHHAIM]E, MY3HUKH
¢ectusan “EXIT ”, [TerpoBapanuncka TBphasa, Cpouja.

INTRODUCTION

Ambience as a part of a physical area, or as a phenomenon that
arises through the influence of external factors has become a very im-
portant preoccupation for all who are creating tourist and hospitality
products. There are different ways of observing the meaning of the term,
whereby it can be said with certainty that it has multiple meanings.

According to Stankovi¢ (2008), ambient values, as part of artistic
values, refer to the evaluation of aesthetic qualities that are of cultural-
historical significance. The ambience contributes to complementing the
basic artistic value, assessing the type of geographical space, diversity,
and preservation of nature. It is used to evaluate landmarks and attrac-
tiveness for tourists, as well as the level of tourist visitation.

In scientific literature, ambience is most frequently mentioned in
the context of its influence on consumer behaviour (Bitner, 1992) in gen-
eral, where it is shown that ambiance represents the essential variable for
explaining customer satisfaction among hotel guests, regardless of the
geographical area, the nationality of guests and the type of hotel (Troye &
Heide, 1987).

In that vein, through different aspects of areas, the term ambience
is discussed mostly in texts concerning planning and design in hotel man-
agement (Lawson, 1976; Lawson 1987; Didi, Nizam & Hamza, 2016;
Heide, Laerdan & Gronhaug, 2007). In a similar context, ambience is
mentioned when considering the quality of travel agency services, in
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which case ambient conditions are considered as part of the physical envi-
ronment of a travel agency and as a fundamental determinant of consumer
behaviour (Caro & Garcia, 2008). The influence of some of the ambient
factors on consumer behaviour was also studied. Some of the papers
highlight the influence of ambient fragrance as one of the factors of con-
sumption in big shopping malls (Chebat & Michon, 2003) or restaurants
(Gueguen & Petr, 2006), the influence of the general atmosphere as one
of the marketing tools used (Kotler, 1973), the quality of ambient installa-
tions (panels, lightening, space) in museum institutions during cultural
heritage exhibitions (Rojas & Camarero, 2008), and even the influence of
colours (Babin, Hardestry & Suter, 2003) and music (Yalch & Spangen-
berg, 2000) on consumer behaviour during purchases. Ambient is also
considered through the element of the physical area, which applies to de-
sign and décor, identified as key elements of ambient. A limited number
of studies explores their significance for general management (Kotler,
1973), and especially for users and workers of hospitality services and
companies (Bitner, 1992).

Ambience only counts as a tourism/hospitality variable if it gener-
ates a reaction within or among individual visitors/guests, so a guest’s
choice of hospitality products is based on both rational and emotional
considerations (Kwortnik, 2003). It is clear that the perception of ambient
can result in certain emotions, beliefs and psychological feelings that ret-
roactively influence behaviour (Darley & Gilbert, 1985; Berry, Seiders &
Grewal, 2002; Gueguern & Pert, 2006; Caro & Garcia, 2008; Heide,
Laerdal & Gronhaug, 2007; Didi, Nizam & Hamza, 2016).

In his paper, Newton points to the well-known fact of the existence
of factors that attract tourists other than ambient, but Petrick (2004) gives
a review of the so called loyal visitors and cites the reasons of their re-
turn. The point, according to Petrick, is not merely a good offer, but also
the atmosphere in the city and the feeling of familiarity. Loyal visitors
are, according to him, great for spreading ‘word of mouth’ marketing and
for recruiting new visitors (Petrick, 2004).

As many festivals are held regularly, organisers strive to create a
satisfying experience for visitors, so that they will want to return in the
future (Tanford, Montgomery, & Hertzman, 2012). Repeat visitation has
broader implications for destination marketing and tourism, as visitors
may choose to return to a previously visited destination for a festival
(Getz, 2008). Some studies typically measure specific antecedents and
outcomes to achieve specific research purposes. On the other hand, some
other studies measure only motivation, while others measure factors that
influence satisfaction or loyalty, and some may include both. Festival
loyalty models explore the process by which festival attributes influence
loyalty intentions through the festival experience (Tanford, Jung, 2017;
Grappi & Montanari, 2011; Mason & Paggiaro, 2012).
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This research was conceived on the basis of the research of the au-
thors Tanford S. and Jung S. (2017), and it deals with the following prob-
lems:

1. Visitors’ quality perception of festival attributes;

2. Determining the importance visitors assign to festival attributes;

and

3. The influence of the quality of festival attributes on the return of

visitors.

Key Attributes of Ambience and Theoretical Assumptions

Ambience is a term which is used often in everyday life and in the
business context. However, the concept is double barrelled. It is frequent-
ly used mechanically and has multiple meanings. With regards to ambient
importance and its connection with tourism and hospitality, we searched
for the adequate definition of this term (Heide, Laerdal & Gronhaug,
2007).

Before we begin to clarify the term, it should be said that even if
we talk about the physical or psychological part of the environment, it
implies various input factors. Dissidence among scientists exists here, be-
cause it is hard to determine the ambient solo as a physical part of the en-
vironment that people create, or just as a spiritual/psychological creation
that arises in the interaction among the people within a physical environ-
ment.

Kotler uses the term ‘atmosphere’ to describe the quality of the
surrounding environment (Kotler, 1973). This means that this term con-
siders atmosphere, or better yet — ambient, to include elements of cultural
heritage. Ambient is seen as a creation that arises in the interaction be-
tween individuals and their surroundings. On the other hand, Britner be-
lieves that is it important to distinguish atmosphere/ambient from the sur-
roundings wherein service begins (servicescape) (Bitner, 1992; Rosen-
baum, 2005; Rosenbaum & Ipkin, 2007). In that sense, servicescape de-
notes the physical surroundings in which a service is transferred, and am-
bience is a result of the interaction between people (those that offer and
those that receive the service) and their physical surroundings (services-
cape). On the other hand, Heide and others (Heide et al, 2007) try to con-
ciliate the two viewpoints of the term ambient. In their work, titled “The
design and management of ambience-Implication for hotel architecture
and service” (2007), they distinguish three groups of the external ambient
factors that are important for the creation of the desired ambient. Those
are: (1) atmospheric factors; (2) social factors; and (3) design factors
(Heide, Laerdal & Gronhaug, 2007).

(1) Atmospheric factors represent the base in one area. They could
be the light, colours, sound, fragrance or temperature of some location
(Arcana, Wiratnaya & Budiani, 2018; Lee, 2014; Lee, Lee, and Choi,
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2011; Ha & Jang, 2010; Wilson, 2003; Babin, Hardesty & Suter, 2003;
Brengman & Geuens, 2003; Chebat, Chebat & Vaillant, 2001; Chebat &
Michon, 2003; Mattila & Wirtz, 2001; Yalch & Spangenberg, 2000;
Spangenberg, Crowley & Henderson, 1996; Baker, Levy & Grewal,
1992).

(2) Social factors represent the human component of surroundings.
This group of factors has a big influence on ambient experience and in-
cludes: socialising, local community attitude, and security (Inoue, 2016;
Kim, 2015; Jafari & Alinaghi Pour, 2014; Bopp, Behrens, Velecina,
2014; Hyun, 2010; Norzalita, Ghazali & Ainin, 2010; Marks, 1988; Mar-
tin, 1986; Fisher & Byrne, 1975).

(3) Design factors form the third category, which includes func-
tional and aesthetic elements such as architecture, style and location. The
significance of these factors is in the fact that they can be managed. They
have a big influence in ambient forming (Yia, Zhaob & Joungc, 2018;
Ryu & Han, 2010; Jafari & Alinaghi Pour, 2014; Besermenji, Pivac &
Wallrabenstein, 2009; Mamalis, Ness & Bourlakis, 2005; Baker et al.,
1992; Baraban & Durocher, 2001; Ward, Bitner & Banes, 1992).

It still seems that something is missing here. As stated above, Ko-
tler defines the term ‘atmosphere’ as a quality of the surroundings that
understands the elements of the environment. Even Britner agrees, speak-
ing about ambient as a result of the interaction among people and their
physical surrounding, that (servicescape) is the physical surroundings of
the ambient. Elements of the surroundings are surely part of the services-
cape, or everything that enables the making and the delivery/consumption
of the service. It can be said that the basic part of the ambient at the tour-
ist level are the infrastructure and suprastructure that enable the visit, ac-
ceptance and stay of tourists at the location. That means that ambient gets
a new dimension and factor that concerns the tourist regulation of space,
and it can be identified as a tourism factor that is added to the paper as a
new, fourth factor.

(4) Tourism factors are seen as a tourist regulation of space for the
purposes of tourism and tourists, and represent planned activities that
have the goal of choosing the optimal objects and accessories in the se-
lected location based on the conducted valorisation. In this context, by
valorisation we mean the volume of the demand, the potential of the offer
and the socio-economic goals of the society (Jovi¢i¢ & Ivanovi¢, 2006;
Kicosev, 1998; Piha, 1982). Tourism factors emphasise the positive and
minimise the negative effects in the space, which increases its attractive-
ness. Area transformation is a consequence of the fact that tourists want
full comfort during their stay on the location (Comi¢, 2005). This way,
tourist regulation and arrangement of the location enables the optimal
conditions for tourism processes, better exploitation of resources (Comi¢
& Pjevac, 1997), improved aesthetic appearance of the location and its
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functionality, and direct and indirect influences to the general community
(Karanfilovski, 1977). Depending on the function, tourism factors can be
grouped in several categories: accommodation and food structures, sport
and recreational equipment, communal infrastructure, organisation, tour-
ist info, markets, souvenirs, and collateral services (Garaca, et al. 2019;
Troisi, et al. 2019; Mason & Paggiaro, 2012; Garaca, et al. 2012; Yoon et
al. 2010; Jovi¢ & Popovi¢, 2006, Jovici¢, 2002; Tomka, 1998; Laws,
1995; Koen, 1984; Kripendorf, 1982; WTO, 1980; Baud-Bovy M. 1967).

RESEARCH SETTINGS
The Petrovaradin Fortress —the Venue of the “EXIT” Festival

The Petrovaradin Fortress is located on the territory of Novi Sad,
the capital of the northern Serbian province of Vojvodina. The Petrova-
radin Fortress is situated in the area where the tourist zones of the river
Danube and the mountain FruSka gora interlap. The Danubian basin is a
tourist zone with an international rank and there are plans to turn Novi
Sad, together with Fruska Gora, into a national tourist centre. According-
ly, there are educational, cultural, tourist and recreational events planned
on the fortress, along the tourist objects and terrains (Generalni Urban-
isti¢ki Plan, 2001). That is how the Petrovaradin Fortress is defined as the
primary centre of tourist development in the Novi Sad area (Raki¢, 2004).
The status of the Petrovaradin Fortress is regulated by the Cultural Herit-
age Legislation that was adopted in 1994 by the National Assembly of the
Republic of Serbia, and it is defined as an immobile estate and a cultural
heritage site of great importance (,,Sluzbeni list R. Srbije* no.71/94).

The Petrovaradin Fortress also represents a complex type of mili-
tary, defensive system, which consists of six mostly connected units.
Those are: the Upper Town that used to be the heart and the best defend-
ed part of the fortress; the Middle Town, or the most widespread and the
most conspicuous part of the fortress; the Lower Town, or the firmly
compacted town structure surrounded with a system of walls; the Water
Town, or the main defensive barrier facing the Danube, where water was
present as a physical hurdle; the so-called Mostobran (Bridge barrier), or
a separate little fortress on the left bank of the Danube that restricted ac-
cess to the bridge and the crossing; and the little fortress on the War Is-
land, which is a completely separate object. The Petrovaradin Fortress
spreads over a surface of 80 hectares, and was built during the 18th centu-
ry (Garaga, Cur¢ié, Vukosav & Curakovié, 2012).

“EXIT” — the music festival

The music festival “EXIT” is one of the largest international mani-
festations in Serbia, and it attracts over 150,000 visitors every year, half
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of which come from abroad. The festival is held on the Petrovaradin For-
tress, which becomes the centre of youth, culture and art during the festi-
val. The “EXIT” festival came into being as a movement of student rebel-
lion which fought for the democratisation of Serbia at the end of the 20th
century, and now acts through a consortium of non-government organisa-
tions and companies. For the first time, this festival was organised in
2000 at the local level, and since 2001, it has grown into one of the big-
gest music and cultural festivals in south-eastern Europe. During the
“EXIT” festival, the Fortress becomes the centre of cultural tourism in
Serbia, and the point at which friendships are made and contact is estab-
lished between different cultures and nationalities. “EXIT” is designed on
the basis of modern European festivals and represents a unique mixture of
big music, theatre and cinema events, lectures, tribunes and performances.
In particular, “EXIT” shows a clear vision of Serbia as an economically
stable, modern and democratic European country, turned towards the world
and its values, and a country whose system of government institutions
serves its citizens, in which all minorities have their rights, and in which it
is worthwhile to work, learn and explore. The time period of the festival —
the first half of July, is one that suits the public — pupils and students, and
the city that hosts the festival (Pivac, Garata & Kovacevi¢, 2007).

The first festival was realised in 2000 as a multimedia event close
to the Faculty of Philosophy. During a 100 days, concerts, public talks,
performances, and movies were shown. Next year, the “EXIT” festival
gained a more entertaining character, with the compulsory presence of
educational content, and became the symbol of positive spirit that, along-
side an attractive music repertoire, attracted young people from all over
the world. In 2001, the “EXIT” festival was moved onto the most signifi-
cant cultural and historical monument in Novi Sad, the Petrovaradin For-
tress, which over time became one of the synonyms of the festival. This
location proved to be ideal, because it can accommodate a big number of
stages and scenes with various themes. Thanks to the large number of
performances and visitors, the “EXIT” festival gained an international
character and attracted over 250,000 visitors. In 2002, the number of visi-
tors who attended the nine-day festival grew to 350,000. The following
year, the duration of the festival was reduced to four days, which had an
impact on the number of visitors (around 140,000). Most of the visitors
were from the former Yugoslav republics (Slovenia, Macedonia, Croatia,
Bosnia & Herzegovina, and Montenegro), but there was also a significant
number of visitors from Great Britain. The quality of the organisation and
the performers was high, and resulted in the presence of the big media or-
ganisation MTV. The “EXIT” festivals in 2004, 2005, and 2006 attracted
more than 150,000 visitors (Zaki¢, 2006), and the number of visitors con-
tinually increased in the period between 2007 and 2019, when the festival
attracted more than 190,000 visitors yearly.
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METHODOLOGY

Several methods were used during the research, which consisted of
preparation, data acquisition, data processing and presentation. Two
methodological processes and phases were distinguished: the method of
study, and the method of survey.

The method of study concerns the collection and reading of all ac-
cessible literature in the field, which covers the past research on the same
or similar subject. The selected literature and written papers pass through
the analytic-synthetic method, wherein past experiences are extracted,
then combined and adjusted to the specific research and needs. In this
stage of research, four factors that ambient is consisted of were distin-
guished: (1) Atmosphere factors, (2) Social factors, (3) Design factors,
and (4) Tourist factors. Each of the factors comprises one or more of the
ambient attributes that were also distinguished on the basis of the collect-
ed literature. The attributes identified are: (1) Music, (2) Socialising,
(3) Security, (4) Local community attitude, (5) Architecture, style and
location (6) Organisation, and (7) Food and accommodation, which are
sorted in the factor group to which they belong.

The listed attributes are classified according to origin and affilia-
tion, so that they represent some of the listed ambient factors:

1. Atmosphere factors: Music (1);

2. Social factors: Socialising (2), Security (3), Local community

attitude (4);

3. Design factors: Architecture, style and location (5); and

4. Tourist factors: Organisation (6), Food and accommaodation (7).

On the same occasion and in the same way, a survey was made to
be used in the next phase of the research.

After reviewing the literature and based on the specified attributes,
the following hypotheses were defined:

H1 — Visitors’ attitudes about Music attributes differ significantly
in relation to the number of visits to the festival;

H2 — Visitors’ attitudes about Socialising attributes do not differ
significantly in relation to the number of visits to the festival;

H3 — Visitors’ attitudes about Security attributes do not differ sig-
nificantly in relation to the number of visits to the festival;

H4 — Visitors” attitudes about Local Community Attitude attributes
differ significantly in relation to the number of visits to the festival,

H5 — Visitors’ attitudes about Architecture, Style and Location at-
tributes do not differ significantly in relation to the number of visits to the
festival;

H6 — Visitors’ attitudes about Organisation attributes do not differ
significantly in relation to the number of visits to the festival; and

H7 — Visitors’ attitudes about Food and Accommodation attributes do
not differ significantly in relation to the number of visits to the festival.
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Data Collection and the Characteristics of the Respondents

In the second phase of the research, the survey was used and was
based on a convenience sample. The research was conducted through the
four days of the festival in the first week of July, 2019 on three locations:
(1) the Upper town of the Petrovaradin Fortress, where info desks, exhibi-
tions, and stages for minor performances were placed, and which repre-
sents the centre point of the music festival “EXIT;” (2) the Camp, where
foreign visitors were accommodated (Strand beach); and (3) the Campus
of the University of Novi Sad, where visitors would rest, shop and social-
ise. Four hundred visitors completed the questionnaire, of which 344
were valid and 56 were incomplete. Of the visitors included in the final
evaluation, 42.2% of them are visitors from Serbia, 30.2% are from for-
mer Yugoslav republics, and 27.3% of them are from the other parts of
the world, mainly from Great Britain.

Table 1. Socio-demographic characteristic of the respondents (%)

1 Sex Male Female
' 63.7 36.3
<20 21-30 >31
2. Age 16.3 80.5 3.2
Primary High University  Postgraduadet
3. Education school school degree degree
0.0 73 21.2 5.8
4. Employment Student Employed Unemployed
Status 62.5 27.6 9.9

Source: Personal research

As shown in Table 1, where the sex of the visitors is concerned,
63.7% are male and 36.3% female. According to age, 16.3% are visitors
younger than 20, and 80.5% are those between the ages of 21 and 30. On-
ly 3.2% of visitors are older than 31. The majority of the visitors had fin-
ished high school — 73%, while 21.2% are those with a university degree
and 5.8% are visitors with a postgraduate degree. According to their pro-
fessional status, 62.5% are students, 27.6% are employed (workers) and
9.9% are unemployed. As for motives, 10.2% of those that came to the
festival came for rest and recreation, 36.9% because of the music, 19.2%
for socialising, 31.7% for fun, and 2% for other reasons. One thing that is
important for this paper is that the number of visits to the music festival
and research show that 58.1% are visitors who came to the festival for the
first time, 16.0% are those who came for the second time, and 25.9% are
those who had already been to the festival three or more times.

The part of the survey that concerned ambience, its factors, and the
separate attributes of ambience deals with the quality and significance of
the individual attributes for examinees. The 5 level Likert scale was used
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to determine significance, and the same 5 level scale was used to evaluate
the quality of individual ambient attributes. The following may be con-
cluded: Mark 1 was the lowest quality or significance of the attribute that
describes the area of the festival, and mark 5 was excellent — the best
quality or significance of the observed attributes. In that sense, the same
marks could be used several times (Rohas and Kamarero, 2007).

During data processing, which is the last phase in the research, we
used the statistical methods of description and analysis of variance
ANOVA — measuring the differences on variables with more modalities
and testing statistically important differences on the level of significance
of 0.01 or 0.005.

FINDINGS

The part of the survey and research that was about the significance
and quality of individual ambient attributes of the “EXIT” music festival
and the analysis of the collected data represents the central part of the pa-
per. As mentioned above, we used a Likert scale with 5 levels for the
evaluation of importance, and a 5 level scale for the evaluation of the
seven observed attributes. The Importance mark considered ambient at-
tributes ranking from the most to the least important. We wanted to detect
which of the attributes has the biggest influence on the decision to visit
the festival and, eventually, return to visit the same destination.

On the other hand, the evaluation of the quality of the mentioned
attributes was expected to show the quality of the region and the area of
the festival, and how the visitors react to changes in the quality of the at-
tributes as they return to the destination. By comparison and parallel
analysis of the results on these two scales, a significant conclusions can
be made and the most significant attributes that influence the return of the
visitors can be identified.

Table 2 shows the evaluation of the significance of attributes by
344 examinees, and their most important attribute is Music (4.84), which
is logical because the festival is mostly about music performers. In sec-
ond place is Socialising (4.24), which is also expected, because young
people are the most numerous visitors of the festival and they see it as a
social event. Following these two attributes is Architecture, Style and Lo-
cation (3.60), which represents the surroundings of the festival and a very
important attribute, according to the examinees. This festival location is
of enormous historical and cultural significance, therefore it is not sur-
prising that it leaves a strong impression. The attribute Organisation
(3.39) seems less important as everything functions well, and Local
Community Attitude (1.89) is almost unimportant for the examinees, as
they are young people often travelling in groups and they spend little time
outside those groups communicating with local people. In the last place
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of importance is Food and Accommodation (1.15), because the popula-
tion that visits the festival did not come for rest and recreation, which is
when the quality of accommodation is very important. In addition, the
youth, who makes almost 97% of the surveyed population at the “EXIT”
festival, eat at easily accessible and informal places, or the so-called fast
food places, so this investigated attribute was not of great importance to
them either.

Table 2. Evaluation of the significance of the ambient attributes

Attributes Assay Min Max Average St. deviation
1. Music 344 1 5 48445 157069
2. Socialising 344 1 5 42471  1.66162
3. Security 344 1 5 2.2820  1.83584
4. Local Community Attitude 344 1 5 1.8924  1.60901
5. Architecture, Style and Location 344 1 5 3.6076  1.57943
6. Organisation 344 1 5 3.3924  1.47676
7. Food and Accommodation 344 1 5 1.1599  1.69698

Source: Personal research

When considering the quality of the seven attributes that comprise
the ambient of the “EXIT” festival (Table 3), it should be emphasised that
the situation is different. The best marked attribute is Socialising (4.36),
and festival organiser cannot influence that attribute. Architecture, Style
and Location is marked with a high grade (4.20), and that justifies the
Petrovaradin Fortress as a festival location. Music is in third place (4.11),
which is a high mark, but Socialising and Architecture, Style and Location
are in front of Music, which could be a concerning signal, because “EXIT”
is a music festival. The following attributes, which are in the group of
social or tourist factors, are also marked with lower grades (3.5-3.8).

Table 3. Evaluation of the quality of the ambient attributes

Attributes Assay Min Max Average St. deviation
1. Music 344 1 5 41105 0.96559
2. Socializing 344 1 5 4.3605 0.85596
3. Security 344 1 5 3.6163 1.22813
4. Local community attitude 344 1 5 3.8547 1.15647
5. Architecture, style and location 344 1 5 4.2006 1.00894
6. Organization 344 1 5 3.5640 1.11522
7. Food and accommaodation 344 1 5 3.5087 1.20007

Source: Personal research

If the attributes are grouped according to their type, four groups
(factors) of ambient attributes can be identified, and we can determine
which kind of attributes has the biggest significance for the visitation and
re-visitation of the destination. Atmosphere factors are in first place, De-
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signer factors are in second place, the group of Social factors is a whole
mark behind them, and Tourist factors are at the end (Table 4).

Table 4. Evaluation of the significance of the ambient factors

Ambient factors Assay Min Max Average
1. Atmosphere factors 344 1 5 4.8445
2. Designer factors 344 1 5 3.6076
3. Social factors 344 1 5 2.8072
4. Tourist factors 344 1 5 2.2762

Source: Personal research

Where the quality of ambience factors are concerned (Table 5), the
best marked are Design factors, where the attribute Architecture, Style
and Location has great significance (4.2), followed by Atmosphere fac-
tors with the attribute Music (4.1), and, finally, Social (3.9) and Tourist
(3.5) factors.

Table 5. Evaluation of the quality of ambient factors

Ambient factors Assay Min Max Average
1. Designer factors 344 1 5 4.2006
2. Atmosphere factors 344 1 5 4.1105
3. Social factors 344 1 5 3.9438
4. Tourist factors 344 1 5 3.5364

Source: Personal research

By using the one-way analysis of variance (ANOVA) with a high
level of certainty, the only significant and statistically important differ-
ence found is between the qualities of music related to the number of vis-
its to the music festival. LSD post-hoc was used to test the differences in
answers between respondents. It was shown that there are significant dif-
ferences between those who came to the festival twice and more times,
and those who came to the festival once. That means that those visitors
who came to the festival a second and third time gave lower marks to the
guality of music than those who visited the festival for the first time,
which means both that the quality of music is decreasing and that visitors
keep on coming. Although “EXIT” is a music festival, Music as an attrib-
ute which falls under the Atmosphere factors is not vital for the decision
to re-visit the destination (in this case the music festival). However, other
factors (Designer and Social) are of great importance. It is similar with
the evaluation of the quality of local community, where it was noted that
the quality of relations is drastically lower among those who visited the
festival more than one time than among those who visited the festival for
the first time (Table No. 6).
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Table 6. ANOVA test according to the number of visits

Attribute No. visits N  Mean F LSD
post-hoc
Once 200 4.273
Music Twice 55 4.200 6.156 .005" 3<2.1
More times 89 3.809
. Once 200 4.195
;rg*;gggttforﬁ' style Twice 55 4073 807 447 ;
More times 89 4.292
Once 200 4.350
Socializing Twice 55 4.418 148  .863 -
More times 89 4.348
. Once 200 4.146
';t‘t’ﬁuggmm”"'ty Twice 55 3.850 2732 .067 -
More times 89 3.685
Once 200 3.620
Organisation Twice 55 3.382 991 372 -
More times 89 3.551
Once 200 3.575
Security Twice 55 3.564 628 534 -
More times 89 3.742
Once 200 3.555
Food and Twice 55 3400 415 661 -

mm ion .
accommodatio More times 89 3.472

Source: Personal research
*p<0.005

DISCUSION

Analysing the obtained research results, it can be said that the Mu-
sic attribute is the only element where a significant difference can be seen
in the evaluation of returning visitors. Tanford S. and Jung S. (2017) be-
lieve that festival activities, such as the music program and entertainment,
have the greatest relationship with festival satisfaction. Therefore, these
research results indicate that the visitors of the “EXIT” festival are less
and less satisfied with the music program and entertainment, that is, they
get the impression that they are somewhat saturated with the music pro-
gram offered at the festival, which indicates that the organisers of the fes-
tival should to pay more attention when selecting performers at the festi-
val, that they should represent performers from several different musical
genres at the festival, and that they should not repeat performers. Consid-
ering that the research was carried out in 2019, the organisers increased
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attention to the music program can be observed, as well as the fact that
the continuation of the “EXIT” festival on the Jaz beach in Montenegro
was introduced. With this, the dissatisfaction expressed by repeat visitors
to the “EXIT” festival could be eliminated, which could be the subject of
further research.

Socialisation represents the social aspects of attending a festival
with others (Inoue, 2016). In this regard, social identification was meas-
ured through the attachment, closeness and identification with other par-
ticipants, and a sense of belonging (Grappi & Montanari, 2011). In the
available literature, the relationships between socialisation and satisfac-
tion vary from slightly negative to significantly positive. On the other
hand, a more consistent pattern of positive relationships exists between
socialisation and loyalty (Tanford & Jung, 2017), which is confirmed by
the results of this research. Therefore, the results of the research on the at-
titudes of visitors regarding the attributes Socialising and Security show
that there is no significant difference in the evaluation of these attributes
in relation to repeat visits, which is expected and leads to the conclusion
that visitors of the “EXIT” festival have successfully adapted to ‘herd’
psychology, and that socialising is one of the most important attributes,
which does not change significantly depending on the number of visits.
The impression of safety also remained unchanged, which is good, be-
cause by returning to the festival, visitors confirm that they feel safe in
our country and at the festival itself.

This research has shown that there is no significant difference in
the attitudes of visitors of the “EXIT” festival towards the local commu-
nity in relation to return visits, which is somewhat unexpected, because
some studies that have dealt with this issue have identified the more nega-
tive impacts that festivals have on the local population, which resulted in
resistance and lack of support for holding such events in their midst. In
that sense:

Arcodia and Whitford (2007), Dwyer et al., (2000), and Reid,
(2007) noticed that festivals have a number of negative im-
pacts: changes in community values and patterns, environmen-
tal damage and litter, higher prices of basic services, resident
exodus, interruption of normal business, noise and crowds, un-
safe sexual behaviours, the use of alcohol and drugs, conflicts
with festivalgoers, xenophobia, commaodification and exploita-
tion of culture and traditional ways of life, etc. Deery and Jago
(2010) highlight that anti-social behaviour is very common at
events such as music festivals due to alcohol and drugs abuse
resulting in drunken, rowdy and delinquent behaviour. These
negatives aspects can potentially threaten the local positive atti-
tude of the impact of hosting an event. More importantly, this
negative attitude can seriously damage the image of an event
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and reduce community support. Yet, on the whole, Arcodia and
Whitford (2007) assert that festivals are primarily social phe-
nomena with the potential of providing a number of predomi-
nantly positive social impacts.

(Pavlukovi¢ et al., 2017)

On the other hand, the depreciation of negative attitudes of the lo-
cal community towards music festivals such as “EXIT,” as well as to-
wards their visitors, was observed and explained by Desnica and Sarac
(2013), who examine, in detail, how culture orientation at the individual
level moderates the local perception toward the social impacts of the
“EXIT” (Serbia) and Sziget (Hungary) music festivals.

When it comes to the Architecture, Style and Location attribute,
the research showed that there is no significant difference in the evalua-
tion of this attribute in terms of the number of arrivals of festival visitors.
Also, such a result was to be expected, taking into account previous re-
search on the attitudes of visitors of the “EXIT” festival (Besermenji, Pi-
vac & Wallrabenstein, 2009), which show that the quality of the envi-
ronment, which includes Architecture, Style and Location, is the best rat-
ed attribute, in addition to music, price/ quality and companionship, with
a score of 4.70. The aforementioned paper clearly highlights the positive
attitudes of festival visitors towards the fortress as a venue for this musi-
cal manifestation, as well as that the possible relocation of the festival to
another location in the city or the surrounding area would significantly
impair the attractiveness of the event.

Regarding the attribute Food and Accommodation, no significant
difference was found between service quality and repeat visits. In hospi-
tality and other service industries, service quality is considered a key an-
tecedent of loyalty, although its effects are most often mediated through
satisfaction (Caruana, 2002, Kandampulli et al., 2015, Tanford, 2016). On
the other hand, service quality does not occupy a significant place in
models of destination loyalty (Gursoi et al., 2014). Contemporary re-
search supports an indirect relationship, but the overall effect on loyalty is
small. By definition, customer experience in service industries is created
through service encounters. Experiencing the product itself (for example,
staying in a hotel) is usually not the end goal of the user. The hotel provides
accommodation for the primary purpose of travel, be it business or leisure.
On the other hand, experiencing a festival is the ultimate goal for festival
participants, just as visiting a destination is the goal for tourists. The program,
activities and festival atmosphere cause satisfaction and ultimately loyalty,
and service is in the background of the festival experience.

Organisation as an attribute of this study was not observed as a
significantly differently perceived attribute in relation to the number of
arrivals of visitors of the EXIT festival. We need to state that this attrib-
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ute referred to the organisation of the festival itself, its functioning
throughout the duration of the festival, and the allocation of resources.
Analysing the available literature, we did not find a similar attribute that
would support our findings. We are of the opinion that the organisation of
the festival is a very important attribute, which significantly contributes to
the satisfaction of festival visitors and contributes to its quality. This was
shown in the quality assessment of this attribute. When ranking it accord-
ing to importance in relation to other attributes, it is in the middle, behind
Music, Socialising, and Architecture, and ahead of Local Community,
Safety, and Food and Accommodation. In this research, no significant dif-
ference was shown in relation to the number of visits, possibly because
the organisation of the festival functioned well from the very beginning
and is constantly improving, so visitors have no major complaints. If it
were different, in the context of poor organisation of stage distribution,
ticket sales, festival entrances, and lighting or sound systems, it is as-
sumed that the results of the research would also be different.

Based on the presented findings and discussion, it can be said that
six of the seven hypotheses were confirmed. Hypothesis H4, which posits
that visitors attitudes about Local Community Attitude attributes differ
significantly in relation to the number of visits to the festival was not con-
firmed, but a clear explanation and scientific background for this finding
was given.

CONCLUSION AND RESEARCH IMPLICATIONS

Tourists come to the “EXIT” festival even though the quality of
music, the factor that used to be most important, is decreasing. The ques-
tions that should be asked are what is happening to the festival, and what
is attracting people to visit the destination again, despite the fact that their
primary motive is weaker. Parties on the Danube beaches became a
movement that gathers young people, and the location is one of the most
beautiful in the country and beyond. In this case as well, visitors have the
opportunity to choose from a pool of various events. In addition, most of
the authors who write about the “EXIT” festival indicate that visitors can
spend their time in quality entertainment not only with music, but with all
the cultural and historical heritage in the city (Blesic, Wallrabenstein &
Devic, 2008).

In the paper about the Fortress ambient and its influence on the at-
tractiveness of the “EXIT” festival, the cooperation of the “EXIT” festi-
val and the cultural institutions on the Fortress has to be mentioned, most
importantly The Art Academy and City Museum with which the festival
management works closely, with the aim of improving the attractiveness
of the music event (Besermeniji, Pivac & Wallrabenstein, 2009).
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As local residents have direct contact with tourists, which can af-
fect the tourists’ experience of a destination, it is necessary to inform and
educate the local community on the opportunities and benefits (Pavlu-
kovi¢ et al., 2020). In that sense, the local community could have a bigger
or crucial role in satisfying tourists.

The return of the visitors to the festival, despite the decrease in the
music quality and the primary motive that attracted visitors to the destina-
tion, is the finding that has arisen from the research. The high percentage
of visitors — 41.9%, visits the festival more than once, and still we ob-
tained a result which shows that even though the number of visits is high-
er, the quality of music is decreasing. It is clear that there are some other
motives that attract the visitors to revisit the destination and the “EXIT”
festival. After a detailed revision of the numbers, one important factor for
revisiting arose although the primary motive was lower, and that is social-
ising and the quality of communication with other visitors. We showed
earlier that the management of the festival has no influence on the quality
of socialising, but by evaluating other festivals, their programs and the
available data, we found that some showed that organisation can still do
something to improve the quality of socialising. It is necessary to offer a
greater variety of events on the festival’s location. The reason for this is
that the quality of performers varies and no one can guarantee the highest
quality of performances.

To prevent the disappointment of the visitors, it is necessary to of-
fer them multidimensional events. The “EXIT” festival, with the cultural
offer of the city combined with its performances and exhibitions, does it
well. When considering relocation, most of the examinees were against it,
which shows that the Fortress was a good idea, with an attractive location
and lots of choices for entertainment for visitors. As a result, visitors that
might have been disappointed with the festival music during previous
years have also had other events that offered them enough entertainment
and socialising possibilities.

Based on the current literature and the attributes examined at other
festivals, the possibility and need for some further research was observed,
where the focus of the research would be on the attribute Escape (Bairak,
2011; Lee at al. 2011; Tanford et al., 2012; Grappi & Montanari, 2011) in
relation to return, as well as on the link of the Prices/Value attribute (Par-
ka, Lija & Parka; 2011) and satisfaction and loyalty, i.e. return to the fes-
tival. According to the available literature, the relationship between es-
capism and satisfaction and loyalty varies greatly, ranging from
low/insignificant to very high and significant (Tanford & Jung, 2017), so
this attribute should be examined on the example of the “EXIT” festival
in the future.
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AMBUJEHTAJIHA ®AKTOPHU KOJHU YTUYIY HA
HAMEPY TYPUCTA JA IOHOBO NOCETE MY3UYKH
®ECTHUBAJ ,EXIT”

Anhennna Mapuh Cranxosuh', Byk I'apaua?, Ceeriiana Bykocas?,
Kemko Anheaxosuh’, Joana Musbkosuh?, JIparana Boxuh®
'Vuusepsurer y Hunry, [IpupoaHo-MaTeMaTuuKyu (GaKyJiTer,
JlenaptMman 3a reorpadujy u Typusam, Humi, Cpbuja
2Vuugepsuter y Hosom Cany, [IpupoaHo-MaTeMaTHuky (GakyJITer,
JHenaprtman 3a reorpadujy, Typuzam u xotenujepctBo, Hosu Cazg, Cpouja
3Typuctuuka opranusanuja Huma, Hum, Cpouja

Pe3ume

OBO UCTpaKUBAKE aHAIU3UPA PA3THYUTE (HAKTOPE KOJH YTUIY Ha 33JI0BOJFCTBO H
MoBpaTak nocetuiama mysmakor ¢ectuBana ,,EXIT”, u cnposeneHo je kpo3 aBe ¢asze:
CTYJIMjy NUTEpaType 1 aHKeTHUpame rnocerrona decruBana. AHATUTHYKO-CHHTETHYKA
MeTosia KopumifieHa je 3a mperie]] A0CTyITHE JIUTepaType Kako O ce MAeHTH()UKOBA-
JM KJbYYHHU (akTopu amOujeHTa decTuBaia: aTMochepcKy, IPpyIITBEHH, TH3ajHEPCKU
M TYPUCTHYKH, ca celaM crenuuYHuX aTtpulyTa, YyKibydyjyhu My3uKy, IpyXeme,
0e30e1HOCT, CTaB JIOKAIIHE 3aje/IHULIE, ADXUTEKTYPY, CTHII U JIOKAIU]y, OpPraHu3alHjy,
XpaHy U CMeIITaj. AHKETHpame, CIIPOBeIeHo TOKOM (ectrBana y jyiy 2019. roause,
obyxBatmio je 344 BanugHa WCMUTAHHUKA, IIPH YEMy jeé CTATHCTHUYKA aHAIM3a I10Ja-
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Taka ykJjbyduBana kopuinheme JInkepToBe ckaje 3a MpOIEHY 3Hauaja M KBaJIUTETa
OBHX aTpuOyTa.

Pesynratn ucTpaxkuBama HOKazalmud Cy Ja jeé My3WKa HajBaXHHUjH aTpuOyT 3a
MOCETHOLIE, AOK je NpyKeme HajO0oJbe OLeHeHN aTpUOyT 1Mo KBanuTeTy. [loBpaTHUIM
(ecTuBana cy any HIDKe OLlCHE KBAJIMTETYy My3HKe y nopehemy ca mocermonnma Ko-
ju cy decTHBaN MOCETHIN MPBY ITyT, IITO CyTEpUILE ONaJame 3aJ0BOJFCTBA MY3HU-
kuM nporpamoM. OcTane XHIoTe3e HHUCY IOKa3ajle 3HauajHe pa3HKe y CTaBOBHMa
HOCeTHIala y 3aBUCHOCTH of Opoja moceta. AHOBA anamisa noTBpania je 3Ha4ajHy
pa3NuKy y OLIEHH KBaJHTETa My3HKe U3Mel)y OHUX KOjH Cy MOCETHIN (ecTHUBa BHUILIE
MyTa U OHHUX KOjU Cy Ha (ecTUBay OMIM NPBU MyT. YIIPKOC ONajamy KBaIUTETa My-
3UKe, MOCETHONHX U JlaJbe J0Ja3e, ITO Cyrepuile fa (pakTopu Kao MITO Cy APYKEHe U
aMOUjeHT JIOKaluje Majy Behin yTHUIlaj Ha MOHOBHE TOCeTe. 3aKJbYUCHO je J1a TIOCTOjH
notpeba 3a AMBEpCH(HKAIIMjOM MY3HYKOT IIporpama M yBOhemeM HOBHX H3BOhaua
Kako Ou ce mosehano 3aJ0BOJECTBO IOCETHIJIAIA, TE Aa JH33ajHEPCKU U NPYIITBEHU
(axTopy MMajy KJbYy4YHY YJIOTY y HpHBJIAademhy MOCETUIANA U BHXOBOM MOBPATKy Ha
(ectuBai. laspa ucTpaxkuBama Tpeda na ce GoKycupajy Ha yJory arpulyTa Kao IITO
cy ,,0eKCTBO U ,,lIeHa/BPEIHOCT y 3aI0BOJBCTBY U JIOjaTHOCTU MOCETHIIALA Kako Ou
ce yHampeano KBAIUTET (ecTHBAJICKOT MCKYyCTBa M IMpUBYyKao Behu Opoj mocermnama
y OynyhHocTH.



