
Understanding what really motivates attendance 

 

1 

Understanding what really motivates attendance: A music festival 

segmentation study 

 
 

ABSTRACT 

Religious music festivals represent a growing tourism market providing significant benefits 

to both visitors and stakeholders. However, little research has been conducted to identify the 

characteristics of visitors to these religious themed events and whether the dual factor theory 

is appropriate for segmentation. To address these research gaps 1702 questionnaires were 

collected at an Australian Christian music festival and were analyzed using TwoStep cluster 

analysis. Four clusters were revealed that differed based on several visitor characteristics. 

Religion was identified as a hygiene factor in addition to gender. This study has provided 

several theoretical and practical contributions while future research opportunities are also 

outlined.   
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INTRODUCTION 
 

Christian music festivals are designed to promote Christianity through leading Christian 

music acts and performances (Baker, 1985; Howard & Streck, 1999). These religious themed 

festivals are positioned to attract attendance from Christians with an interest in music and 

social activities. Christian music festivals represent an increasingly attractive niche market 

for several countries. For example, the number of highly attended Christian music festivals 

held in the summer months in the United States of America (USA) has risen from five in 

2000 (Sandler, 2007) to over two dozen by 2010 (Christian Music Festivals, 2011). Similarly, 

Easterfest, held in regional Queensland, Australia, has grown from a localized regional 

festival to become Australia’s largest Christian musical festival attracting tens of thousands 

of tourists each year (Queensland Holidays, 2011). Whilst festivals with a religious theme 

have traditionally been designed for local communities for the celebration of culture and 

identity (Blackwell, 2007; Raj & Morpeth, 2007) they are increasingly being marketed as 

tourism attractions based on the benefits such as expenditure and image enhancement that 

they can provide to a town, city or region (e.g. Kim, et al., 2010; Quinn, 2006).  

 

Despite the growing interest in research relating to visitors attending religious themed events 

in the travel and tourism literature (e.g. Blackwell, 2007; Raj & Morpeth, 2007; Stausberg, 

2011) and a plethora of studies segmenting visitors to secular music festivals (e.g. Bowen & 

Daniels, 2005; Gelder & Robinson, 2009; Saleh & Ryan, 1993) there is limited empirical 

examination of visitors to religious music festivals. Therefore, whilst it may be concluded 

that visitors to these festivals may share a common interest in religion and Christian 

performers, it is unknown if visitors to these types of events share similar characteristics such 

as motivations, accommodation preferences and/or income levels. Due to the greater diversity 

of customer needs within the same market (e.g. Christian music festivals) and the increased 
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sophistication of marketing strategies and tactics, the feasibility of employing a mass 

marketing approach may limit event growth (Wedel & Kamakura, 2000).  

 

Based on firstly the growth of the potentially substantial, accessible and sustainable market of 

visitors to Christian music festivals and secondly lack of segmentation research within this 

field, the aim of this research is to profile visitors to a major Christian music festival. A final 

aim of the current study is to determine if religion is a hygiene factor (Herzberg, Mausner, & 

Snyderman, 1959) for visitor attendance at religious music festivals. These results can then 

be utilized to inform theory and practice for music events and travel and tourism marketing. 
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LITERATURE REVIEW 

Christian music festivals 

Traveling to fulfil religious motives (Rinschede, 1992; Vukonic, 1996) has existed for many 

centuries through the promotion of traditional religious sites such as cathedral and churches 

(Stausberg, 2011; Urry, 2002). A more recent extension is attendance at religious music 

festivals. Whilst a Christian music festival shares many similarities with secular music 

festivals such as the main attraction of musical acts and performances and a variety of 

supplementary services that includes food and beverages and entertainment, it is 

differentiated based on its positioning focus of Christianity and the usual stance of the 

prohibition of alcohol (e.g. Howard & Streck, 1999). Furthermore, performers at Christian 

music festivals are required to have a religious belief (Howard & Streck, 1999; Kennedy, 

1993) whereas a person’s religious beliefs are irrelevant when performing at a secular music 

festival.  

 

Christian music festivals are largely designed for youth that are actively interested in 

Christianity, Christian music and a social experience (e.g. Banjo & Williams, 2011; 

Livengood & Book, 2004). They are also largely diversified to contain all genres including 

pop, rock, praise and worship, hip hop, country and jazz. Based on the popularity of a host of 

renowned Christian artists that frequently headline major Christian music festivals combined 

with the opportunity to socialize in a safe and secure environment with people with similar 

beliefs (e.g. Kennedy, 1993; Sandler, 2007; Stafford, 1993), tourists and residents are highly 

motivated to attend these festivals (Sandler, 2007).  
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Music tourism and market segmentation 

The popularity and marketability of Christian music festivals has significantly increased since 

the inception of Christian music festivals such as the Ichthus Music Festival and Expo ’72 in 

the early 1970s. These religious themed events have grown in size and visitor attendance in 

many countries including (but not limited to) the USA, the United Kingdom and Australia.  

These events may be considered as music tourism, where “people travel, at some part, 

because of music and the significance of this for culture, economics and identity” (Gibson & 

Connell, 2005, p. 12). It is argued that music tourism provides a rationale for travel and can 

be the primary motivation for traveling to a destination to experience a festival offering 

(Connell & Gibson, 2003; Gibson & Connell, 2005).  

 

Festival organizers that recognize the importance of attendance from both tourists and 

residents require strategies that are market driven if they are to attract and retain visitors (Lee, 

Lee, & Wicks, 2004; Mihalik & Ferguson, 1995). Despite music festivals attracting visitors 

that are similarly motivated to hear their favorite artists perform and to enjoy social 

interaction (e.g. Bowen & Daniels, 2005; Gelder & Robinson, 2009; Tomljenovic, Larsson, 

& Faulkner, 2001) they will often have different profiling characteristics such as expenditure 

patterns and accommodation preferences. Gibson and Connell (2005) argue that there is no 

singular way to define music tourists because of the variety of music and experiences 

available to visitors to the offering. It is argued that additional characteristics of tourists (e.g. 

demographics) are required to define tourists to a music festival (Connell & Gibson, 2003). 

Consequently, market segmentation is recommended to classify visitors into specific groups 

based on the relevant characteristics (e.g. Moscardo, Pearce, & Morrison, 2001; Pegg & 

Patterson, 2010) such as religion or gender. The festival segments that are substantial, 
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sustainable and accessible can then be targeted by the festival organizers in the development 

of promotional and marketing campaigns.   

 

There is substantial research within the literature segmenting visitors to events such as 

festivals (e.g. Lee, Lee, & Yoon, 2009; Li, Huang, & Cai, 2009; Park, Reisinger, & Kang, 

2008) with varied profiles suggested for groups attending events. Tkaczynski and Rundle-

Thiele (2011) recently reviewed 120 event segmentation studies published between 1993 

until 2010. This review concluded that a multiple segmentation base approach (e.g. a 

combination of demographic, psychographics and behavioral patterns) was most frequently 

utilized within academia to segment visitors to events. As visitors with similar demographics 

may have very different psychographic profiles (e.g. Moscardo, et al., 2001; Poria, Biran, & 

Reichel, 2007) and/or behavioral patterns (e.g. Frochot & Morrison, 2000; Hsu & Lee, 2002) 

the authors argued that a multiple segmentation base approach is warranted to provide a more 

representative view of a diverse and heterogeneous group of potential visitors (Tkaczynski & 

Rundle-Thiele, 2011). This recommendation is in line with Bowen and Daniels (2005) who 

argued that festival organizers need to utilize different marketing tactics to broaden a music 

festivals appeal as it is perilous to rely on only music to drive visitation. Other aspects such as 

socialization and non-music related activities should also be considered when aiming to 

motivate visitors to attend music festivals (Bowen & Daniels, 2005; Mackellar, 2009; Pegg & 

Patterson, 2010). 

 

Within the travel and tourism marketing literature there is a growing level of interest in 

segmenting visitors to religiously themed sites or attractions (e.g. Mattila, et al., 2001; Poria, 

et al., 2007; Poria, Biran, & Reichel, 2009). For example, Cohen (2003) determined that 

American Jewish students with a high level of interest in Judaism were more likely to be 
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motivated to travel for religious purposes whereas students without this same level of interest 

were driven to learn about different countries and/or its residents. Poria et al. (2007) 

segmented visitors to different religious sites in Jerusalem, Israel, and developed two 

segments based on their level of motivation. After profiling visitors based on descriptive 

statistics such as age and travel party composition, it was acknowledged that identity builder 

tourists were interested in hearing about their own heritage whereas inquisitive tourists were 

motivated to learn about the city and its attractions.  

 

Herzberg’s Dual Factor Theory 

Research developed by Herzberg et al. (1959) in an employment satisfaction context argued 

that there are two categories of motivational forces that are mutually exclusive or individually 

independent which can influence satisfaction. This model has been utilized in festival studies 

previously (e.g. Baker & Crompton, 2000; Crompton, 2003). This paper contends the dual 

factor theory may apply to the segmentation of a Christian music festival. Dual factor theory 

is briefly summarized along with a rationale for applying the theory to music tourism. The 

first category, motivator/s, are the generic features and specific entertainment domains (e.g. 

music performance) that satisfy, excite and motivate visitors to attend a festival (Baker & 

Crompton, 2000). The second category, hygiene/s are the generic elements (e.g. religious 

theme, information sources) on which a meaningful event is developed. It is argued that while 

hygiene factors may not contribute to satisfaction (Baker & Crompton, 2000; Crompton, 

2003), their absence from a festival setting could result in dissatisfaction with the event. 

Consequently, negative emotions owing to problems with or absence of hygiene attributes 

may have a detrimental effect on the perceived quality of the experience (Jensen, 2007). 

Therefore, for satisfaction to be likely at a Christian music festival, visitors would need to 

enjoy the main attraction of musical acts and performances (motivator factors) in addition to 
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the supporting services such as the food and beverage services, religious theme and the drug 

and alcohol free environment (hygiene factors).  

 

While visitors to religious site locations (e.g. Mattila, et al., 2001; Poria, et al., 2009) and 

music festivals (e.g. Bowen & Daniels, 2005; Gelder & Robinson, 2009) have been 

segmented within the travel and tourism literature, to date there has not been a study that has 

profiled visitors to religiously themed music festivals. There are two possible explanations 

for this omission. Firstly, there is the unfounded argument within the literature that people 

that possess similar beliefs such as a Christian or Jewish faith will have similar values, 

interests and motivations when attending a religious event and/or attraction (Sandler, 2007; 

Woosnam, 2011). For example, the studies that employed this variable categorized visitors 

into different segments based on their different religion such as Christianity and Judaism at 

sites that are significant for all religions such as Jerusalem (e.g. Poria, et al., 2007; Poria, et 

al., 2009; Poria, Butler, & Airey, 2004). Religion has, therefore, been used largely used for 

categorization purposes only.   

 

Secondly, segmentation based on religion (psychographic) to an event may not adequately 

distinguish people. Within the travel and tourism literature the notion of hygiene factors 

(Herzberg, et al., 1959) may be relevant to segmentation research and practice. It can be 

argued that visitors (music tourists) to a religious music festival may have the same or similar 

beliefs (religion as the hygiene factor) which is essential for attendance but may have varying 

demographics, musical preferences and accommodation preferences (Connell & Gibson, 

2003). For example, despite having a similar belief in Christianity, a middle-aged man with 

an interest in jazz music may choose a hotel as his accommodation preference. He will 
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respond to marketing material very differently when compared to a female youth motivated 

to hear pop and camp in a tent on the festival grounds despite their shared religion.  

 

PURPOSE OF STUDY 

This study aims to (1) establish whether Christian music festival visitors are heterogeneous; 

and (2) to identify if the religion of Christianity is a hygiene factor for attendance at a 

Christian music festival. The findings of these two aims will present theoretical and practical 

contributions and opportunities for future research within the fields of travel and tourism 

marketing. 

 

The selection of segmentation criterion will firstly be determined by festival stakeholders. 

This is further discussed within the methodology section. Multiple segmentation bases 

(demographic, psychographic, geographic and behavioral) based will be employed as 

recommended by Tkaczynski and Rundle-Thiele (2011). These visitors will then be profiled 

through the application of TwoStep cluster analysis and the results of this research will be 

considered in light of the literature.  

 

Two hypotheses guide the current study: 

H1: There are significant differences in visitor characteristics to an Australian Christian 

music festival. 

H2: Christianity is a hygiene factor which significantly influences attendance to an Australian 

Christian music festival.  
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THE CHRISTIAN MUSIC EVENT: EASTERFEST  

Easterfest, a highly attended Christian music festival located approximately 127 kilometres 

south-west of Brisbane, Queensland (QLD), Australia was the chosen research setting. This 

annual festival is held for three days beginning on Easter Friday morning and finishing on 

Easter Sunday night. The festival is held during this time period to coincide with two 

important dates in the Christian calendar. This four-day Australian weekend also ensures that 

attendance from students and employees will not be affected by work or school 

commitments. 

 

Easterfest is positioned as the largest drug and alcohol free festival in Australia and is largely 

promoted to Christian audiences who are interested in gospel music (Queensland Holidays, 

2011). Despite having a strong emphasis on music performers, Easterfest has diversified its 

offering to also include extreme sports presenters, Christian speakers and seminars, shopping 

and children’s activities. Each year Easterfest attracts tens of thousands of visitors from 

regions such as South East Queensland (SEQ) and North Queensland (NQ) (Easterfest, 

2011). The festival is largely promoted through school visits and leaflet distribution at 

Australian churches. Over 150 performers were advertised to perform at Easterfest 2011 and 

it was estimated that over 4000 people camped at the nearby showgrounds for the 2011 event 

(Queensland Holidays, 2011). 
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METHODOLOGY 

A questionnaire was utilized to collect data from visitors to Easterfest. The survey questions 

were based on findings from semi-structured interviews with seventeen festival stakeholders 

that were conducted in February and March 2011. These respondents (e.g. sponsors, 

organizers, and other stakeholders) were involved in Easterfest 2011 and were knowledgeable 

about the types of visitors to previous Easterfest festivals. Respondents were asked to 

describe the profiles of visitors to Easterfest. The fifteen variables identified by tourism 

stakeholders were grouped into the four segmentation bases as proposed by Kotler et al. 

(2010). These variables were age, employment, gender, group size and travel party 

composition (TPC) (demographic), origin (geographic), motivations and religion 

(psychographics), accommodation, activities, daily expenditure, length of stay, event pass 

type purchased and past experience (behavioral). Eight activities and eleven motivations 

were included with an ‘other’ category provided for both variables to not limit responses (see 

Table 3 for activities and motivations measured in the study).  

 

Based on responses from the semi-structured interview process, four of the variables 1) 

activities, 2) group size, 3) motivations and 4) past experience were treated as continuous 

variables. The activities and motivations were measured in a binary ‘yes’ or ‘no’ format. 

‘Yes’ responses were summed to calculate a number for each variable. The remaining nine 

variables (e.g. age and employment) were designed as categorical (see Table 2 for 

categories). 

 

A self-administered questionnaire was designed to limit interviewer bias and to ensure a large 

sample size could be collected in a relatively short time period (Jennings, 2010). This 

questionnaire was anonymous so that personal information such as income and expenditure 
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could be collected without the respondent being individually identified. Prior to data 

collection, the questionnaire was reviewed by the festival organizers and minor modifications 

were made. For example, activities such as Easterfest City and Church services that were 

outlined on the Easterfest website but not identified in the interviews were included in the 

questionnaire at the organizer’s request.  

 

The sample population were visitors to the festival. The respondents needed to be over twelve 

and had to have visited Easterfest 2011. Both an onsite and online self-administered 

questionnaire was utilized to maximise response. The onsite questionnaire applied 

convenience sampling with researchers stationed in various locations throughout the festival 

site approaching visitors to complete the anonymous questionnaire. Once the questionnaire 

was completed by a respondent it was handed back to the researcher. Less than three percent 

(2.8%) of respondents who were approached by a researcher chose not to complete the 

survey. An online newsletter was sent to all 9595 email subscribers to Easterfest on May 6, 

2011 by the festival organizers. This newsletter had a link to a Qualtrics online questionnaire 

which was opened by 3024 subscribers with surveys returned by 522 respondents. This 

represented an effective response rate of 17.2 per cent for the online questionnaire. To uphold 

confidentiality, the researcher did not have access to the names of respondents or their email 

addresses. The online link was available for a two week period. At a request from the 

organizers a reminder email was not sent. A question, “did you attend Easterfest 2011?” was 

proposed to ensure that only respondents to this year’s festival completed the questionnaire. 

In total, 1702 respondents completed the questionnaire, 1180 onsite (69.3%) and 522 online 

(30.7%) responses were collected. Less than ten per cent of the questionnaires (7.1% onsite 

and 7.8% online) contained missing data, which provided a very high completion rate (Hair, 

et al., 2006).  
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DATA ANALYSIS 

Data collected in the survey was analyzed using the Statistical Package for the Social 

Sciences (SPSS) Version 17.0 (SPSS, 2009). TwoStep cluster analysis using the log-

likelihood measure was used to reveal natural groupings in the data. This method was chosen 

as it can simultaneously analyze categorical and continuous variables and is most appropriate 

for large data sets (n = 1702 in this study) (Bacher, Wenzig, & Vogler, 2004; Hsu, Kang, & 

Lam, 2006).  

 

Prior to cluster analysis each of the variables was reviewed to identify if missing data was a 

major issue. The variable length of stay was problematic. A large number of respondents 

listed zero as a response which was incorrect as the minimum score should be one day. 

Additionally, a large number of respondents chose to not answer this question. As over 

fifteen per cent did not answer this variable or answered it incorrectly, this variable was 

deleted (Hertel, 1976).  
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RESULTS 

The cluster analysis initially produced two segments with a Bayesian Information Criterion 

(BIC) of 35786.037. In total, 333 cases with missing data were excluded from the analysis 

(see Table 1 for the cluster solution with BIC values). Student t-tests and chi-square tests 

confirmed that twelve variables exceeded the critical lines for both segments, and were, 

therefore, able to distinguish between segments. The variables religion and gender did not 

discriminate between the clusters. It was identified that 91 per cent of respondents identified 

themselves as Christians and gender was relatively even between the clusters. These variables 

were, therefore, removed from analysis thereby supporting hypothesis 2. Religion and gender 

are hygiene factors in segmentation.    

 

INSERT TABLE 1 HERE 

 

Cluster analysis was performed once again on the remaining twelve variables. Four clusters 

were revealed with a slightly lower BIC of 30578.912. Student t-tests and chi-square tests 

confirmed that each of these variables distinguished the segments. This is outlined in Tables 

2 and 3. Validity was confirmed (Tkaczynski & Rundle-Thiele, 2012) by splitting the model 

based on data collected from the onsite and the online questionnaire. Despite the BIC being 

significantly larger (19805.657) for the onsite solution, both these models also produced four 

segments that consisted of the twelve segmentation variables provided by the festival 

stakeholders providing validity in a four cluster solution which supports hypothesis 1. The 

model statistics are reported in Table 1. 

 

INSERT TABLE 2 HERE 

INSERT TABLE 3 HERE 
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Four clusters were observed with each cluster representing between 20 and 30 per cent of the 

total sample. Despite their similarities in size, the composition of the clusters varied 

considerably based on the segmentation variables. The key distinguishing feature of cluster 

one is their full-time employment (70.2%) and their TPC which is predominantly family 

(39.8%). This cluster was therefore labeled working family visitors. Cluster two, labeled local 

young students, is differentiated based on its high percentage of young [aged under 25] 

(93.4%) visitors that are students (58.9%) who currently live in Toowoomba (34.8%). Young 

people (aged 18 to 34- 64.7%), working fulltime (66.3%) that chose to camp (96.7%) 

characterized cluster three. This cluster also had the highest number of motivations (n = 6.2) 

and activities (n = 4.5) amongst the four segments. Consequently, this cluster was labeled 

working active campers.  Cluster four featured mostly young people (98.3% aged under 25) 

who camped (98.3%) and traveled in large groups (n = 14.4%). As it was known to the 

researchers that many church youth group leaders throughout QLD brought youth to this 

event it was thought that this large organized group represented youth groups. This cluster 

was therefore labeled youth group campers. 
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DISCUSSION AND CONCLUSION 

Religious music festivals have been identified within the literature as a growing market (e.g. 

Sandler, 2007; Stausberg, 2011) that can be targeted through appropriate marketing strategies 

by the DMO and local tourism authority(ies). Whilst it has been argued that visitors to these 

religiously themed events are largely motivated by their interest in religion, music and social 

experience with similar values and interests (e.g. Banjo & Williams, 2011; Gormly, 2003; 

Livengood & Book, 2004) little research has been conducted to identify the profiles of 

visitors to religious music festivals and/or the influence of religion on the visitor 

representation. To address these issues, this study segmented visitors to Easterfest, a 

Christian music festival. 

 

Theoretical Contributions 

The first theoretical contribution from this research is that it is the first known study to 

segment visitors to a Christian music festival. In response to Gibson and Connell’s (2007) 

argument that few studies have focused on the profile of “music tourists” and their 

demographics, this study has provided insight into the event segmentation literature (e.g. 

Bowen & Daniels, 2005; Faulkner, Fredline, Larson, & Tomljenovic, 1999; Gelder & 

Robinson, 2009) by identifying differences amongst visitors to a religiously themed event. 

Similarly to other music festival studies (Bowen & Daniels, 2005; Mackellar, 2009), four 

segments were identified. Based on these research findings, this achieves the first research 

aim of empirically establishing that visitors to Christian musical festivals are heterogeneous 

and that segmentation is therefore appropriate for music festival marketing purposes 

(Moscardo, et al., 2001). 
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Four segments were identified that were differentiated based on twelve profiling variables. 

Age, employment, group size, income, TPC (demographic), origin (geographic), motivations 

(psychographic), accommodation, activities, daily expenditure, experience and pass purchase 

(behavioral) distinguished the four clusters of working family visitors, local young students, 

working active campers and youth group campers. The twelve variables in the Easterfest 

model represented each of the four segmentation bases initially proposed by Kotler et al. 

(2010). This confirms the market segmentation literature that a multiple segmentation base 

should be utilized when attempting to profile visitors to events to obtain a holistic view of 

visitors. Key differences between the four clusters at this religious event can guide marketing 

strategies. For example, combining the demographic and geographic bases with 

psychographic and behavioral bases will provide a clear insight into marketing and 

communication strategy formation (Frochot & Morrison, 2000; Loker & Perdue, 1992).  

 

A third theoretical contribution from this research is that Herzberg’s et al. (1959) dual factor 

theory was applied in music tourism. The musical acts and performances were the highest 

rated activity and motivations amongst the four clusters which suggests that these main 

attractions represent the motivator factors. Consequently, these headline and Australian 

Artists are likely to satisfy, excite and motivate visitors to attend a festival (Crompton, 2003). 

The opportunity to socialize was also a popular motivating factor amongst the respondents 

which suggests that similarly to Bowen and Daniels (2005) music is not the only reason 

visitors will attend a music festival. The dual factor theory can be utilized to assist marketers 

to distinguish between factors. Specifically, while hygiene factors need to be present 

motivating factors are key to building satisfaction and hence repeat visitation.  In the current 

study while religion was a primary motivation for visitation to Easterfest, it is not a relevant 

segmentation variable. Religion was a hygiene factor (Herzberg, et al., 1959). The research 
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supports claims that visitors to religious events will attend to fulfil religious motives (e.g. 

Urry, 2002; Vukonic, 1996). Over 90 per cent of respondents had a Christian faith and in 

evaluating Table 3, the variable of the Christian focus is the only motivation to not be 

significantly different amongst the four clusters. Consequently, this research supports the 

literature (e.g. Belhassen, Caton, & Stewart, 2008; Mattila, et al., 2001; Woosnam, 2011) 

suggesting that religion is essential for a travel experience to a religious event such as a 

Christian music festival. Dual factor theory suggests that a Christian theme will not create 

satisfaction, however its absence may result in negative feelings (dissatisfiers) amongst 

visitors (Baker & Crompton, 2000; Crompton, 2003). This is consistent with Poria et al. 

((2007, 2009) who identified that visitors with the same religion can have differing 

characteristics, such as their demographics. Therefore, it can be argued that an in-depth 

analysis of the characteristics of visitors to religious music festivals is warranted to provide 

an accurate and richer representation of the target market/s of interest. 

 

Gender was another variable in the current study that was not able to discriminate between 

clusters. This finding is consistent with Tkaczynski, Rundle-Thiele and Beaumont (2010) 

where gender did not distinguish between clusters. Gender is frequently used in event 

segmentation studies, appearing in over 80 per cent of studies in the meta-analysis conducted 

by Tkaczynski and Rundle-Thiele (2011). Consequently, despite its frequent usage, this 

variable may not be an effective segmentation variable. The analytical method, namely 

TwoStep cluster analysis, employed in the current study seeks to reveal natural groupings in 

data. Variables that do not vary across groups such as gender, or religion in the case of a 

religious music event, where the overwhelming majority of visitors are likely to share faith, 

are unlikely to reveal group differences.    
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A final theoretical contribution is that whilst visitor expenditure is particularly important for 

the feasibility of festivals (e.g. Getz & Frisby, 1988; McKercher, Mei, & Tse, 2006) this 

research differs from the majority of music segmentation festivals studies that compare and 

contrast tourists and residents (e.g. Formica & Uysal, 1996; Grant & Paliwoda, 2001; 

Nicholson & Pearce, 2000). This research profiles visitors into seven categories which 

consisted of Toowoomba (residents) and six others (tourists). Through the utilization of 

TwoStep cluster analysis, the percentage of tourists and residents in each segment was 

identified. For example, the majority of the local young students are classed as residents 

whereas the other three segments had a very small percentage of people that live in 

Toowoomba. Consequently, this research suggests that a high percentage of tourists 

(approximately 85%) attend this Christian music festival which provides further justification 

for the attraction of these religious events as a form of religious tourism and music tourism. 

This finding would support the claim that major religious festivals are moving away from the 

focus on local communities to attendance from tourists (Allen, O'Toole, Harris, & O'Donnell, 

2010; Getz, 2008). 

 

Practical Implications 

Market segmentation provides a mean to create a competitive advantage by enabling 

marketers to effectively allocate scarce resources to the most profitable groups (Dolnicar, 

2008; Frochot & Morrison, 2000; Moscardo, et al., 2001). Understanding the differences 

between the segments will facilitate festival organizers in their target marketing strategies. 

Visitors to religious events such as a Christian music festival will travel for different reasons 

and will have differing characteristics such as their demographics and behavioral tendencies 

(e.g. Poria, et al., 2009). In utilizing the findings of this research it is recommended that 

festival organizers segment visitors based on the characteristics of the four clusters. The focus 
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on Christianity is a major drawcard to the festival amongst all four segments. This research 

finding suggests that whilst this variable was irrelevant for market segmentation, Christianity 

will remain relevant for Easterfest organizers. While the festival should maintain the focus on 

Christianity other factors such as knowledge of expenditure patterns and place of origin will 

assist to attract and retain visitors in a market that is crowded with competing alternatives 

(e.g. Black Stump) and substitute products and services (e.g. home entertainment).  

 

This study identified four clusters that varied based on four segmentation bases. 

Consequently, all four bases with the relevant variables can be used to guide media selection 

for promotional campaigns, while psychographic (e.g. motivations) and behavioral (e.g. 

accommodation and expenditure) variables can be applied to inform advertising strategy. For 

example, the motivation to see the bands should be promoted in all advertising material as it 

the main reason why all four segments are coming to Easterfest. Whilst Easterfest is a music 

festival and this motivation is likely to be dominant, additional motivations such as the 

opportunity to socialize with others and to spend time with friends were also highly popular 

and should also be promoted. In a similar manner, the activities of headline artists and 

feature artists were both essential but other activities such as shopping and JC Epidemic were 

also relevant. Most respondents purchased the three day pass with or without camping which 

implies that the visitors are choosing to come to this festival for the whole experience rather 

than seeing only one performer on a particular day. Through applying the descriptors (e.g. the 

age and origin of respondents) once the motivations and activity attractions have been 

determined, potential visitors can be targeted more efficiently.  
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LIMITATIONS AND OPPORTUNITIES FOR FUTURE RESEARCH 

The first major limitation of this research is that despite profiling visitors to a Christian music 

festival it that it has not aimed to compare the research findings to previous studies of 

religiosity. Thus, it cannot be identified whether the characteristics of visitors to a Christian 

music festival are similar to the types of people that would attend a cathedral a traditional 

church service. An opportunity for future research is to compare and contrast religious 

tourists to several types of Christian orientated events. Another limitation is that despite 

motivator and hygiene factors being identified in the data analysis, these motivations were 

not treated as independent or mutually exclusive as recommended by Herzberg et al. (1959). 

Whilst this study utilized interview responses to determine the motivations to attend a 

Christian music festival, an approach similar to Baker and Crompton (2000) and Crompton 

(2003) could be utilized where the characteristics of the two dual factors could be identified 

in further detail.  

 

A major limitation of this research relates to the data collection approach. Respondents in the 

youth group campers segment were larger for the onsite data collection approach procedure. 

This result may be due to the camping ground being in proximity to the main festival 

proceedings. Through the usage of the convenience sampling approach, this area was targeted 

due to the ease of collecting a large response rate. As the researcher was unable to collect 

questionnaires in the Easterfest City (town centre) or throughout all the accommodation 

locations of Toowoomba due to public liability concerns, the results from the onsite approach 

may be biased and skewed towards the campers. However, a high percentage of past visitors 

that were predominantly youth have chosen to camp suggesting this is a minor concern.  

Future research could be undertaken to consider a more diverse sampling approach to 

improve data validity. This would include stationing survey administrators throughout 
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Toowoomba. Popular locations such as the restaurants and cafes in Easterfest City and key 

shopping centres could be targeted. This would ensure that all locations in addition to popular 

location such as the camping grounds and the eatery sections of the festival would become 

more prevalent and better representative of all visitors to Easterfest.   

 

This research was conducted using a cross-sectional research design for Easterfest 2011. An 

opportunity for future research is to replicate the study for future Easterfest events to compare 

and contrast findings amongst the festivals over time. Future research should be conducted to 

see if the segments described by the proposed approach are able to accurately predict the type 

of visitors traveling to Easterfest. Finally, research needs to be conducted at other religious 

events.   
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TABLE 1. Cluster solution with BIC values 

 
Model Number 

of 

segments 

Schwarz’s 

Bayesian 

Criterion 

(BIC) 

BIC change 

a 

Ratio of 

BIC 

changes 

b 

Ratio of 

distance 

measures 

c 

Initial solution  2 35786.037 -3446.276 1.000 2.061 

Final solution 4 30578.912 -1190.116 .321 2.322 

Onsite solution 4 19805.667 -663.435 .288 2.524 

Online solution 4 11686.738 -289.213 .314 2.086 

Note: BIC = Bayesian information criterion. 

a. Changes are from the previous numbers of clusters in the table. 

b. Ratios of changes are relative to the change for each of the three-cluster solutions. 

c. Ratios of distance measures are based on the current number of clusters against the previous number of 

clusters. 
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TABLE 2. Final solution 

 

 Total Working 

family visitors 

Local young 

students 

Working 

active 

campers 

Youth group 

campers 

Segment size N = 1381 N = 399 N = 273 N = 300 N = 409 

Segment % 100.0 28.9 19.8 21.7 29.6 

Categorical 

Variables 

N % n % n % n % n % 

Accommodation 

Own Home 225 16.3 110 27.6 115 42.1 0  0  

Hotel 57 4.1 41 10.3 14 5.1 0  2 0.5 

Motel 138 10.0 105 26.3 31 11.4 2 0.7 0  

Camping Ground 695 50.3 3 0.8 0  290 96.7 402 98.3 

VFR 175 12.7 93 23.3 74 27.1 6 2.0 2 0.5 

Caravan Park 26 1.9 19 4.8 6 2.2 1 0.3 0  

Other 65 4.7 28 7.0 33 12.1 1 0.3 3 0.7 

Age 

< 18 302 21.9 0  125 45.8 1 0.3 176 43.0 

18-24 533 38.6 58 14.5 130 47.6 119 39.7 226 55.2 

25-34 213 15.4 123 30.8 12 4.4 75 25.0 3 0.7 

35-44 121 8.8 74 18.5 1 0.4 45 15.0 1 0.2 

45-54 163 12.3 104 26.1 5 1.8 54 18.0 0  

55-64 44 3.2 35 8.8 0  6 2.0 3 0.7 

65+ 5 0.4 5 1.3 0  0  0  

Employment 

Full-time 512 37.1 280 70.2 14 5.1 199 66.3 19 4.6 

Part-time 317 22.9 83 20.8 60 21.9 71 23.7 103 25.2 

Student 408 29.5 5 1.3 161 58.9 8 2.7 234 57.2 

Casual 35 2.5 3 0.8 7 2.6 6 2.0 19 4.6 

Retired 9 0.7 8 2.0 1 0.4 0  0  

Other 33 2.4 14 3.5 2 0.7 16 5.3 1 0.2 

Unemployed 67 4.9 6 1.5 28 10.3 0  33 8.1 

Daily Expenditure 

< $50 444 32.1 72 18.0 105 38.5 61 20.3 206 50.4 

$50- $99 452 32.7 105 26.3 98 35.9 111 37.0 138 33.7 

$100- $149 182 13.2 73 18.3 39 14.3 46 15.3 24 5.9 

$150- $199 91 6.6 34 8.5 15 5.5 26 8.7 16 3.9 

$200- $249 82 5.9 44 11.0 4 1.5 27 9.0 7 1.7 

$250+ 130 9.4 71 17.8 12 4.4 29 9.7 18 4.4 

Income 

< $20,000 752 54.5 39 9.8 268 98.2 44 14.7 401 98.0 

$20,000- $39,999 250 18.1 117 29.3 4 1.5 125 41.7 4 1.0 

$40,000- $59,999 185 13.4 117 29.3 1 0.4 66 22.0 1 0.2 

$60,000- $79,999 109 7.9 61 15.3 0  47 15.7 1 0.2 

$80,000- $99,999 51 3.7 38 9.5 0  11 3.7 2 0.5 

$100,000+ 34 2.5 27 6.8 0  7 2.3 0  

Origin 

Brisbane 256 18.5 79 19.8 45 16.5 55 18.3 77 18.8 

Toowoomba 209 15.1 93 6.7 95 34.8 9 3.0 12 2.9 

New South Wales 186 13.5 42 3.0 31 11.4 55 18.3 58 14.2 

SEQ 474 34.3 102 25.6 56 20.5 127 42.3 189 46.2 

Central/North Q 101 7.3 35 8.8 10 3.7 27 9.0 29 7.1 

Other Q 109 7.9 33 8.3 24 8.8 17 5.7 35 8.6 

Other States 46 3.3 15 3.8 12 4.4 10 3.3 9 2.2 
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TABLE 2. Final solution (continued) 

 

 Total Working 

family visitors 

Local young 

students 

Working 

active 

campers 

Youth group 

campers 

Segment size N = 1381 N = 399 N = 273 N = 300 N = 409 

Segment % 100.0 28.9 19.8 21.7 29.6 

Categorical 

Variables 

N % n % n % n % n % 

Event Pass Type purchased 

3 day pass 482 34.9 294 73.7 176 64.5 3 1.0 9 2.2 

3 day pass with 

camping 

685 49.6 3 0.8 5 1.8 287 95.7 390 95.4 

Easter Praise 2 0.1 1 0.3 1 0.4 0  0  

Friday pass 34 2.5 18 4.5 16 5.9 0  0  

Saturday pass 106 7.7 46 11.5 60 21.9 0  0  

Sunday pass 3 0.2 2 0.5 1 0.4 0  0  

Crew 56 4.1 28 7.0 14 5.1 7 2.3 7 1.7 

Guest pass 13 0.9 7 1.8 0  3 1.0 3 0.7 

TPC 

Myself 93 6.7 37 9.3 26 9.5 24 8.0 6 1.5 

Spouse/boyfriend/ 

girlfriend 

167 12.1 92 23.1 26 9.5 31 10.3 18 4.4 

Family 445 32.2 159 39.8 110 40.3 113 37.7 63 15.4 

Organized Group 293 21.2 20 5.0 40 14.7 69 23.0 164 40.1 

Other 383 27.7 91 22.8 71 26.0 63 21.0 158 38.6 

Continuous 

Variables 

Mean SD Mean SD Mean SD Mean SD Mean SD 

Activities 4.0 1.6 4.0 1.8 3.5 1.5 4.5 1.6 4.1 1.5 

Motivations 5.7 2.6 5.4 2.8 5.3 2.7 6.2 2.7 6.0 2.4 

Past experience 2.7 2.8 3.3 3.3 2.5 2.7 3.2 2.8 1.7 2.1 

Group size 8.7 12.7 3.5 3.6 4.6 5.7 11.4 16.0 14.4 15.9 

Note: SD = Standard Deviation 
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TABLE 3. Activities and Motivations 

 

Activities  Total 

% 

Working 

family 

visitors 

Local 

young 

students 

Working 

active 

campers 

Youth 

group 

campers 

Sig. 

Headline Artists 89.0 85.7 86.1 94.0 90.5 0.002** 

Australian Artists 68.9 69.4 59.0 76.0 69.9 0.000** 

Easterfest City 52.9 54.1 42.9 58.7 54.3 0.001* 

Shopping 50.9 44.9 44.7 55.3 57.7 0.000** 

JC Epidemic 45.5 34.8 45.4 48.3 54.0 0.000** 

Church Services/s 41.9 41.6 26.7 52.7 44.5 0.000** 

Speakers 26.0 29.1 20.9 31.0 22.7 0.008NS 

Easterfest Kids 9.3 13.3 5.1 15.7 3.7 0.000** 

Other 17.7 22.8 15.4 19.3 13.0 0.002* 

 

Motivations Total 

% 

Working 

family 

visitors 

Local 

young 

students 

Working 

active 

campers 

Youth 

group 

campers 

Sig. 

To see the bands 84.2 76.7 82.8 86.0 91.2 0.000** 

To socialise with others 71.0 60.2 68.5 73.3 81.4 0.000** 

Christian focus 62.8 62.9 58.2 67.7 62.1 0.135NS 

To spend time with friends 62.4 51.4 59.0 62.7 75.3 0.000** 

To rest and relax 55.5 54.4 45.8 65.0 56.0 0.000** 

Love to hear music 52.4 44.9 56.4 53.0 56.7 0.003* 

To spend time with my family 41.4 41.6 44.0 46.7 35.7 0.022* 

To participate in activities 37.9 31.8 35.9 45.0 39.9 0.003* 

Drug and alcohol free environment 33.9 38.8 27.1 39.3 29.6 0.001* 

Community feel 30.0 26.1 22.7 34.7 35.2 0.000** 

Safety 23.4 22.6 18.7 33.7 25.1 0.000** 

Other 16.1 24.3 9.8 15.0 13.2 0.000** 

Note: NS = not significant. 

**p < .001. *p < .05. 

 
 


