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Abstract

:

Festivals and events are important activities related to enhancing the image of the destination. Modern festivals are spread all over the world, not only changing the rhythm of daily life but also bringing more development possibilities for the places where these festivals are held. In order to learn more about tourists’ experiences in emerging events, a detailed study of famous hot air balloon festivals was conducted in Taitung City, Taiwan. Based on the stimulus-organism-response (S-O-R) model, the purpose of this study is to explore the relationship among these three constructs, namely stimulus: perception of marketing strategies and motivation, organism: positive emotions and satisfaction and response: revisit intention. Face-to-face surveys were conducted on-site in 2014 and 2018, a total of 896 valid questionnaires were collected from tourists who visited the Taiwan International Balloon Festival. SPSS Macros PROCESS was used to examine the measurement model. This study confirms the application of the S-O-R model in predicting tourists’ revisit intentions in the context of emerging events in the tourism industry. The survey results show that whether in 2014 or 2018, tourists’ satisfaction and tourists’ positive emotions can mediate the relationship between tourists’ perception of marketing strategies (or tourist’s motivation) and tourists’ revisit intention. Moreover, only in 2018, tourists’ visiting frequency can moderate the relationship between satisfaction and revisit intention.
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1. Introduction


Festivals and events are important activities related to enhancing the image of destinations. Especially in the rural areas, the benefits of festivals are more clearly reflected, especially in local revenue, employment opportunities and promotion of local products [1]. Recently, modern festivals have appeared in Taiwan and have both changed the rhythms of daily life and reshaped the places hosting them. Taiwan International Balloon Festival (TIBF) is such an emerging festival held on Luye Terrace in Taitung, Taiwan. It was started from scratch by the county government in 2011. Like other hot air balloon festivals around the world, the TIBF is a popular tourist activity that attracts many tourists and makes considerable profits. The most famous locations in the world for holding hot air balloon festivals are Cappadocia in Turkey, Bristol in the UK, Albuquerque in the US and Saga in Japan. The Albuquerque Hot Air Balloon Carnival, for instance, has been held for nearly 50 years and is the largest hot air balloon event in the world. The annual economic impact on local companies exceeds 150 million USD.



Figure 1 shows the number of tourists visiting Chulu Ranch and Luye Terrace from June to August from 2008 to 2019. Chulu Ranch and Luye Terrace are two famous attractions in the more rural parts of Taitung County. Since 2011, after holding the TIBF, the number of tourists who visited Luye Terrace has increased significantly compared with 2010. During the TIBF period, the number of tourists visiting Luye terraces far exceeded the number of tourists visiting Chulu Ranch, which showed that the TIBF has indeed brought crowds. The number of tourists reached their peaks in 2012, 2014 and 2018, with the fastest growth in 2018. A previous study demonstrated that the TIBF has brought positive effects of increased tourism revenues and enhanced its host area’s visibility within a growing number of tourists [2].



How could an emerging event be sustainable in the tourism industry? Consumers’ satisfaction and continuous return visit are critical factors in the sustainable development of the festival activity [3]. Those charged with the governance and management of all destinations try to find out how tourists’ demands might be met, why tourists visit their locality and most importantly whether tourists could be enticed to make return visits. The promotion of local festivals may lead to the rapid growth of tourism activities which has resulted in imitation and lack of innovation in all counties and cities. Tourist loyalty is widely considered key to the survival and success of local businesses, especially when the cost of finding a new customer greatly exceeds the cost of retaining an existing customer [4].



This two-year study reinforces the S-O-R model in the field of tourism research and explores the mediation effect of tourists’ satisfaction and positive emotions. Additionally, the stimulus of the S-O-R model came from not only the external environment as viewed through tourists’ perception of marketing strategies but also from the internal stimulus of tourists’ motivation. Regarding the organism, we also tried to discuss both the cognitive (satisfaction) and affective (positive emotions) status of tourists. From the multiple constructs, one can more fully understand the S-O-R model. For tourists, their satisfaction is a critical factor that influences their revisit intention. After their visiting and subsequent satisfaction, their loyalty or revisit intention will be built. Conversely, if the events are held for many years without innovation or for other reasons, tourists may gradually lose their interest and not decide to return. Therefore, following the S-O-R model, all mediation effects are more meaningful.



The TIBF has been held for the 10th year in 2020. In the present study, we analyze tourist feedback on their motivations, perception of marketing strategies, positive emotions, satisfaction and revisit intention for the TIBF. Unlike previous event studies that usually focus on one year and researchers cannot compare results from different years. This study was conducted in 2014 and 2018, which were both peak periods for tourists. Through a two-year study, more can be examined about the experience of tourists and a more comprehensive understanding of sustainable development in this emerging event can be gained. The rest of the paper is organized as follows. First, this study outlines related research and research models including hypotheses. Below the research methods are our research results and discussion sections. Last is the conclusion of this study, theoretical and practical implications are discussed.




2. Literature Review


2.1. Taiwan International Balloon Festival


The Taiwan International Balloon Festival (TIBF) is a non-traditional and emerging festival held on Luye Terrace in Taitung County, Taiwan. It was started from scratch by the county government of Taitung in 2011 and is now one of the most famous tourism events in Taiwan. During this period, annually, every morning at around 5:30 and every dusk at 4:30, when the weather is stable, there will be a hot air balloon flying show. Usually, the airflow in the morning is more stable than the airflow in the afternoon. Watching balloon activities are indeed greatly affected by the weather. Generally speaking, hot air balloon flights will be held when the weather is clear. That is, when the wind or rain is a little heavy, even on a sunny day, if the airflow is unstable and tourists may not be able to watch the hot air balloon flying. In the TIBF, in addition to the regular activity of hot air balloons for tourists, such as tethered or free flight, there are also special activities such as light sculpture concerts held on certain dates complimenting the beautiful summer night sky at various attractions in Taitung. The Taitung County Government has organized various activities to promote the development of the TIBF and make it more interesting and attractive. Sometimes there are other activities, for instance, an ecological environment tour, music party with picnic, street artist performance, etc.



After the first holding of the TIBF in 2011, the number of tourists in Luye Terrace had indeed increased. In the third year of 2013, other county governments in Taiwan also followed up with similar events and the number of tourists visiting Luye Terrace during the TIBF had dropped sharply, and then rebounded in 2014 [2] (see Figure 1). Table 1 shows the numbers of tourists who had visited Luye Terrace from June to August in 2008 to 2020 and the duration of the TIBF. Generally, the TIBF takes place in summer vacations and usually covers the entire July, therefore, the number of visitors in June are the lowest while July has the highest number of visitors. The duration of the TIBF was from 39 to 72 days in the 10 years. From Figure 2, we can more easily find a detailed comparison of the number of visitors in these three months. After the TIBF, the number of tourists visiting Luye Terrace was more than before. In other words, the TIBF has brought positive effects of increased tourism revenues and enhanced its host area’s visibility within a growing number of tourists [2]. However, by 2020, the number of tourists has decreased in June and July due to COVID-19.




2.2. Stimulus-Organism-Response (S-O-R) Model


The Stimulus-Organism-Response (S-O-R) model originates in the field of environmental psychology and states that various aspects of the environments serve as stimulus (S) that ultimately drive the behavioral responses (R) of individuals by intervening in their internal states (O) [5]. The S-O-R model has been in use for a few decades, it has been widely applied to previous studies [6,7,8,9]. However, due to the different aspects of stimuli and organism that researchers are concerned about, there are various application results under the theoretical framework of S-O-R theory. For example, Chang explored the formation of consumer loyalty as influenced by the perception of stimuli from a restaurant, through indirect effects on consumers’ emotions [6]. In addition, Kamboj et al., found that the motivations of customers positively influenced their participation, which in turn significantly affected both brand trust and brand loyalty [10]. In the past, the S-O-R model has been applied to certain research, especially those related to smartphones, online shopping or online communities, but only a few studies in the event or festival context. Chen, King and Suntikul applied the S-O-R approach to convey key festival messages and values from the attendee perspective [11]. They pointed out that this framework can describe the festival experience as a continuous and multi-stage process.



In this paper, we apply the S-O-R model to the domain of consumer behavior in the emerging tourism events, try to define the relationships between environmental stimulus (perception of marketing strategies and motivation), tourists’ internal states as an organism (satisfaction and positive emotions) and the behavioral response (revisit intention) to the event.




2.3. Perception of Marketing Strategies and Motivation


Most studies of tourism events found a positive relationship between the environment and both revisit intention and satisfaction. In the S-O-R model, the environment is as a stimulus. Many factors have been examined regarding consumer behavior in previous S-O-R studies of stimulus, such as the perception of marketing strategies, features of online businesses, customer experiences, service quality and motivations. The stimulus could originate from not only the external environment but also from internal forces within the consumer, both can impact responses. Jacoby explained stimulus as all factors the individual encounters in his/her environment [12]. Peng and Kim used value relative to cost as an internal stimulus and added further stimulus from the environment [13]. Su, Swanson and Chen indicated that stimulus would include a perception of marketing strategies or psychological stimulation from society [14].



The marketing mix was considered one of the external stimuli for an individual in the S-O-R model [15]. The marketing mix usually represents four Ps (product, price, place and promotion) marketing strategies. If the marketing mix can meet more needs of customers in an innovative way than other competitors, it can create a competitive advantage. Wei and Wang had used four P marketing strategies in a marketing environment to test competitive marketing advantages and found a positive effect on profitability [16]. In the tourism industry, events and festivals are used to reinvent value for tourists in such a way [17]. Islam, Yang, Hu and Hsu found a significant relationship between marketing mix and customer loyalty in terms of the quality of customer service provided [18]. Therefore, in our study, the perception of marketing strategies (product, price, promotion and place) of the TIBF is an external stimulus that is vital to tourists.



Moreover, motivation is also an important component of behavioral models of tourism consumption [19]. In the research of Mathesona, Rimmerb and Tinsley, the motivations of cultural adventure and escape for attending the festival were determined [20]. Many researchers investigated the motivations of visitors to attend festivals, but fewer explore how these motivations affect outcomes [21]. Prayag mentioned that the realization of motivation often leads to high satisfaction [22]. Dean and Suhartanto found that motivation could impact visitor behavioral intention to re-experience [23]. In the present study, we adapt tourists’ perceptions of marketing strategies and tourists’ motivation as our external and internal stimuli.




2.4. Tourists’ Satisfaction and Positive Emotions


Oliver defined customer satisfaction as a pleasure fulfillment response toward a good, service, benefit or reward [24]. Previous studies have identified the positive impact of customer satisfaction on behavioral intention in the tourism industry. For example, Yoshida and James found a positive impact of satisfaction on behavioral intention in the context of baseball and football games [25]. In addition, satisfaction and dissatisfaction are significantly related to positive and negative emotions [26]. The emotional response is also a powerful predictor of satisfaction and other post-consumer behaviors [27]. Emotion is one of the internal states of consumers that comes from an evaluation of events or from inner thoughts and is affected by the environment in which an event is experienced [28,29]. Empirical studies point out that emotions play a key role in customers’ decision-making processes, and form customers’ attitudes and behaviors toward a service product [30,31]. However, Lin and Nawijn indicated that motivation does not have a significant impact on tourists’ emotions [32]. Researchers consider consumption-related emotions to be positive emotions such as happiness, pleasure, relaxation, contentment, joy and comfort [33,34]. In the current study, tourists’ satisfaction and positive emotions act in the mediating role of the S-O-R model.




2.5. Tourists’ Revisit Intention


Tourist behavioral intentions are influenced by tourism experiences and are widely considered a key point in the survival and success of businesses since acquiring a new customer costs a lot more than retaining an existing one [4]. Tourists’ revisit intention is a key factor affecting the sustainable competitiveness of the tourism industry. Destinations need new marketing strategies to retain revisit tourists and ensure a sustainable competitive advantage and outstanding development. Relative study of consumer loyalty has used willingness to revisit and positive word of mouth as the aspects used to measure loyalty [4,35]. Eusebio and Vieira measured destination loyalty from an attitudinal approach through “intentions to return to the same destination in the future” and “intentions or willingness to recommend it” [36]. In the study of Bigne et al., they implied behavioral intention and recommendation intention to measure post-purchase behavior of resort tourists [37]. Models of festival revisit intention have explored the process in which aspects of festivals influence revisit intentions through the tourists’ experiences of a festival [38,39].




2.6. Mediation Effects


The S-O-R model indicates that an organism can mediate the effects of the stimulus on response [5]. In previous S-O-R studies [40,41], the impact of environmental stimulus on users’ behaviors is mediated by their user experiences. In the field of tourism, tourists’ positive emotions and satisfaction are defined as their user experience. Figure 3 shows the research model, which was developed based on the previous discussion. The mediating role of tourist’s satisfaction and their positive emotion (O) on the relationships between the perception of marketing strategies, tourists’ motivation (S) and tourists’ revisit intention (R) are examined.



Marketing strategies (product, pricing, promotion and distribution) are positively correlated with the business performance [42]. Additionally, a crucially important measure of performance in the tourism service industry is customer satisfaction. Prior studies [43,44] have concluded that the service marketing-mix has a significant effect on customer satisfaction and increases customer loyalty [45].



Besides, Brown, Assaker and Reise also found that spectators at World Cup games were very satisfied with their experiences of the event and their motivations exerted a significant positive influence on their satisfaction [46]. In other words, the more motivated they were, the higher the level of satisfaction gained. Devesa, Laguna and Palacios have also indicated that tourist satisfaction is significantly influenced by their motivation [47]. Prayag had a similar result that the behavioral intentions of visitors were influenced by their motivations [22]. Furthermore, Kamboj et al., demonstrated that customer motivations positively influenced their participation, and this in turn significantly affected brand loyalty [10]. It remains, however, unclear whether tourists’ motivation can exert a significant and positive influence over satisfaction.



Numerous studies have examined the relationship between satisfaction and loyalty/revisit intention, found that tourists’ loyalty/revisit intention was strongly influenced by their satisfaction with the festival [22]. As visitors’ interest and involvement increased, their perception of value and satisfaction was raised and contributed to their behavioral intention [48]. Choo, Ahn and Petrick also found that tourist satisfaction is one of the most important factors influencing future purchases and intention to revisit [49]. Satisfied customers become loyal, and this means that many of them will repeat visits in the future [50]. However, Brown, Assaker and Reise found that satisfaction did not have an impact on visitation intentions [46]. Based on the theoretical and empirical backgrounds, the following hypotheses were proposed.



Hypothesis 1a (H1a): 

Tourists’ satisfaction (TS) will mediate the relationship between perception of marketing strategies (MS) and tourists’ revisit intention (TRI) in 2014.





Hypothesis 1b (H1b): 

Tourists’ satisfaction (TS) will mediate the relationship between perceptions of marketing strategies (MS) and tourists’ revisit intention (TRI) in 2018.





Hypothesis 2a (H2a): 

Tourists’ satisfaction (TS) will mediate the relationship between tourists’ motivation (TM) and tourists’ revisit intention (TRI) in 2014.





Hypothesis 2b (H2b): 

Tourists’ satisfaction (TS) will mediate the relationship between tourists’ motivation (TM) and tourists’ revisit intention (TRI) in 2018.





Moreover, it is proposed that emotions experienced by consumers play a key role in determining their future behavior [28,51]. Lin and Liang pointed out that consumers’ behavior intentions were significantly positively affected by their positive emotions [52]. One of the general behavior intentions of consumers is their loyalty to products or to tourism events. It is also found that positive emotional states have significant impacts on the motivation of tourists and are significantly related to future travel intention [53]. In the research done by Chang, the formation of consumer loyalty was influenced by perceptions of stimulus from a restaurant, through the indirect effects of consumer’s emotional responses [6]. Based on the theoretical and empirical backgrounds, the following hypotheses were proposed.



Hypothesis 3a (H3a): 

Tourists’ positive emotions (TPE) will mediate the relationship between perception of marketing strategies (MS) and tourists’ revisit intention (TRI) in 2014.





Hypothesis 3b (H3b): 

Tourists’ positive emotions (TPE) will mediate the relationship between perceptions of marketing strategies (MS) and tourists’ revisit intention (TRI) in 2018.





Hypothesis 4a (H4a): 

Tourists’ positive emotions (TPE) will mediate the relationship between tourists’ motivation (TM) and tourists’ revisit intention (TRI) in 2014.





Hypothesis 4b (H4b): 

Tourists’ positive emotions (TPE) will mediate the relationship between tourists’ motivation (TM) and tourists’ revisit intention (TRI) in 2018.






2.7. Moderation Effect of Visiting Frequency of Tourist


Scott identified a curiosity factor, regarding which he found statistically significant differences between first-time and repeat visitors [54]. Previous research [55] found that tourists’ former experiences are a major moderator of destination value formation. It is important to understand the differences between first-time and revisit tourists when developing destination marketing strategies [56]. The differences in perceptions and behaviors of first-time and repeat festival visitors remain not widely discussed [22]. Chi mentioned that repeat visitors could report higher destination loyalty than first-time visitors [57]. Tourist behavioral intentions were influenced by tourism experiences and are widely considered a key point in the survival and success of businesses since acquiring a new customer costs a lot more than retaining an existing one [4]. Moreover, first-time visitors reported lower destination loyalty than revisit tourists, in addition, their loyalty was influenced more by satisfaction compared to repeat visitors [57]. On the other hand, some previous studies indicated that there were no significant differences between first-time and repeat visitors for demographic characteristics, satisfaction and intention of recommendation [58,59]. Thus, the following hypotheses are put forward:



Hypothesis 5a (H5a): 

Visiting frequency of tourists (VFT) moderate the effect of tourists’ satisfaction (TS) on tourists’ revisit intention (TRI) in 2014.





Hypothesis 5b (H5b): 

Visiting frequency of tourists (VFT) moderate the effect of tourists’ satisfaction (TS) on tourists’ revisit intention (TRI) in 2018.





Hypothesis 6a (H6a): 

Visiting frequency of tourists (VFT) moderate the effect of tourists’ positive emotions (TPE) on tourists’ revisit intention (TRI) in 2014.





Hypothesis 6b (H6b): 

Visiting frequency of tourists (VFT) moderate the effect of tourists’ positive emotions (TPE) on tourists’ revisit intention (TRI) in 2018.







3. Materials and Methods


3.1. Questionnaire Design


The questionnaire is mainly composed of six parts, they are tourists’ motivation, tourists’ perception of marketing strategies, tourists’ satisfaction, tourists’ positive emotions, tourists’ revisit intention and demographic data. This investigation explored the variability of the tourist experience in 2014 and 2018. All measurement items were adapted or modified from previous studies and measured through a seven-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). Tourists’ motivation was measured by two aspects: “escape and cultural adventure” with seven items, which was proposed by Mathesona, Rimmerb and Tinsley [20]. Tourists’ perception of marketing strategies was measured using four items: “product, price, place and promotion”, which was modified from Wei and Wang [16]. Tourists’ satisfaction was measured using three items: “overall satisfaction”, “rate experience with the destination” and “one of the best destinations” by Hosany and Prayag [27]. Tourists’ positive emotions were measured by two items: “interesting and joyful”, which was proposed by Oliver’s [26]. Tourists’ revisit intention was measured using two items: “intentions to return to the same destination in the future” and “intentions or willingness to recommend it”, which was based on Eusebio and Vieira [36].




3.2. Data Collection and Analysis


We conducted field investigations at Luye Terrace in Taitung, Taiwan from 10 July to 15 July 2014, from 30 June to 2 July 2018 and from 5 July to 7 July 2018. In our study, we expected that all respondents would have experienced and watched the hot air balloon flight. Therefore, we confirmed in advance whether the weather was suitable for the event. Normally, the weather was good when we collected the data. Every morning at 5:30, six pre-trained investigators conducted surveys with paperwork for 1 to 1.5 h in their own responsible area of the TIBF area. They chose the interviewees themselves and provided the questionnaire face to face. On average, there were about 90 responses per day in 2014 and 64 responses per day in 2018.



We started the first study of the TIBF in 2014 to obtain a more comprehensive understanding of this emerging event in Taitung, Taiwan. As Figure 1 shows, the number of visitors to the TIBF dropped slightly in 2015 and 2016, probably related to the typhoons in these two years. In 2018, the Taitung government announced that they had invitedas many as 39 special hot air balloons from all over the world to participate in this event., which was the most balloons since TIBF was held. In addition, the TIBF was rated as one of the 12 most amazing hot air balloon festivals in the world by the US Travel Channel in 2018. Therefore, in 2018, we decided to conduct a second study, expected to compare the results of these two-year studies. A quantitative methodology was employed, consisting of a self-administered questionnaire involving a total of 931 tourists who visited the TIBF (Taiwan International Balloon Festival) in 2014 and in 2018. After removing invalid responses, the final sample was 896, composed of 527 tourists in 2014 and 369 tourists in 2018. Since data is collected face-to-face, researchers can provide clear feedback to respondents immediately, so the response rate is high.



After data collection and descriptive statistics analysis, a series of serial mediation analyses were conducted using the SPSS Macros PROCESS [60]. Model 4 and Model 1 were chosen to perform mediation analysis and moderation analysis. Bootstrapping by a multiple of 5000 was implemented to obtain a 95% bias-corrected confidence interval for making statistical inferences about specific and total indirect effects [61].





4. Results


4.1. Demographic Profile of Sample


Table 2 presents a profile of the respondents. In 2014, a large portion of participants (41.7%) were aged between 21 and 30 and between 31 and 40 (27.3%). In addition, first-time visitors accounted for 69.6% of the sample in 2014, of which 30.4% were returning visitors. Repeat visitors participated in the TIBF 3.02 times on average. Regarding the experience of riding a hot-air balloon, most respondents (87.7%) had no actual riding experience, few had the experience of tethered flight (10.4%), while fewer had the experience of free flight (0.9%). Many respondents participated in the TIBF with three to five companions (42.3%). In 2014, 60.5% of respondents drove to Luye, where the TIBF is held. Meanwhile, 73.8% of respondents planned to stay for more than two days.



In 2018, the highest percentage was aged 31 to 40 (34.6%) and 21 to 40 (34.3%). Moreover, 60.9% of respondents were first-time visitors while 39.1% of respondents were returning visitors. The average frequency of return visits in 2018 was 3.70. Regarding the experience of riding a hot-air balloon, most respondents (82.8%) had no actual riding experience. Few had the experience of tethered flight (11.4%), while fewer had the experience of free flight (5.8%). Many participants took part in the TIBF with three to five companions (47.1%). In 2018, 75.3% of respondents drove to Luye. Meanwhile, 80.3% of respondents planned to stay for more than two days (Table 2).




4.2. Correlation, Reliability and Validity


Table 3 shows descriptive statistics and correlations of constructs in 2014 and 2018. In 2014: In terms of means, the tourists’ positive emotions (TPE) had the largest average score of 6.2, whereas the tourists’ motivation (TM) had the smallest of 5.1. TPE had the smallest standard deviation of 0.77 whereas TM had the highest standard deviation of 0.99. All correlations were highly significant. The significant correlation between tourists’ satisfaction (TS) and tourists’ revisit intention (TRI) was the largest (r = 0.657 **), while the correlation between TM and tourists’ perception of marketing strategies (MS) was the smallest (r = 0.351 *). In 2018: In terms of means, TPE had the largest average score of 6.3, whereas TM had the smallest at 5.34. TPE had the smallest standard deviation of 0.71 whereas TM had the highest standard deviation of 0.91. All correlations were highly significant. The significant correlation between TS and TL was the largest (r = 0.507 **), while the correlation between TM and TPE was the smallest (r = 0.198 *).



The reliability of all scales was first examined using Cronbach’s alpha coefficient to examine the internal consistency of items [62]. The results in Table 3 reveal that most scales in 2014 and 2018 are reliable as their alpha values are very close or greater than 0.7, the minimum acceptable limit. This indicates good internal consistency reliability. The average variance extracted (AVE) values were calculated for each latent construct (see Table 3). All AVE values were from 0.53 to 0.90 (>0.50) [63], indicating that most of the variance in each construct was explained by a common underlying factor. Discriminant validity was assessed by comparing AVE scores with the squared correlation between the constructs. Also shown in Table 3, all the square root AVE scores were larger than the correlation between the constructs, indicating desirable discriminant validity [64,65]. The values of standard deviation for all five variables were less than one, representing that the properties of all variables were normally distributed among the visitors.



Correlation analysis provided initial support for the proposed hypotheses. The results of this analysis revealed that tourists’ perception of marketing strategies and tourists’ motivations were both positively correlated with tourists’ satisfaction and their positive emotions at the 0.01 level. Moreover, both tourists’ satisfaction and tourists’ positive emotions had a significant positive relationship at the 0.01 level with tourists’ revisit intentions as per our expectations under H1a to H4b.




4.3. Hypotheses Testing of Mediation Effects


Table 4 summarizes the results of regression models for testing hypotheses such that the effects of tourists’ perception of marketing strategies (MS) and tourists’ motivation (TM) on tourists’ revisit intention (TRI) are through tourists’ satisfaction (TS) and tourists’ positive emotions (TPE), respectively. In 2014: First, the effects of MS on TS (a = 0.720 ***), MS on TPE (a = 0.440 ***), TM on TS (a = 0.328 ***) and TM on TPE (a = 0.216 ***) are all significant. Second, the effect of MS on TRI (b = 0.664 ***), TM on TRI (b = 0.349 ***) are both significant. Third, in H1a and H3a, the effects of TS on TRI (c = 0.566 ***) and TPE on TRI (c = 0.501 ***) are significant; in H2a and H4a, TS on TRI (c = 0.642 **) and TPE on TRI (c = 0.618 ***) are also significant. In 2018: First, the effects of MS on TS (a = 0.530 ***), MS on TPE (a = 0.237 ***), TM on TS (a = 0.305 ***) and TM on TPE (a = 0.155 ***) are all significant. Second, the effect of MS on TRI (b = 0.369 ***), TM on TRI (b = 0.220 ***) are significant. Third, in H1b and H3b the effects of TS on TRI (c = 0.415 ***), TPE on TRI (c = 0.330 ***) are also significant; in H2b and H4b, TS on TRI (c = 0.443 **) and TPE on TRI (c = 0.363 ***) are both significant.



Moreover, interesting response patterns of the S-O-R model are presented in Table 5, indicating mediation effects on tourists who joined the TIBF by Hayes’s [60] PROCESS macro for SPSS with Model 4. In 2014: There are positive indirect effects of MS on TRI through TS (Effect = 0.407; CI [0.307, 0.520]) and through TPE (Effect = 0.220, CI [0.164, 0.285]). This indicates that both TS and TPE mediate the relationship between MS and TRI. Additionally, there are also indirect effects of TM on TRI through TS (Effect = 0.211; CI [0.152, 0.279]) and through TPE (Effect = 0.134, CI [0.070, 0.200]). This indicates that both TS and TPE mediate the relationship between TM and TRI. In 2018: There are positive indirect effects of MS on TRI through TS (Effect = 0.220; CI [0.151, 0.303]) and through TPE (Effect = 0.078, CI [0.041, 0.128]). Moreover, there are also indirect effects of TM on TRI through TS (Effect = 0.136; CI [.083, 0.196]) and TPE (Effect = 0.056, CI [0.018, 0.108]). This indicates that both TS and TPE mediate the relationship between TM and TRI. Therefore, we could conclude that from H1a to H4b, all eight hypotheses of mediation were supported.




4.4. Moderation Effects of Visiting Frequency of Tourist


Following Hayes’ guidance [60], the moderation analysis was implemented based on the specifications of model 1 (designed for estimating, testing and probing interactions) of PROCESS as a simple moderation model to test H5a to H6b. The analytical results are reported in Table 6. First, in 2014, the overall moderation model had no significant effects. The interaction of TS and visiting frequency on TRI (t = −0.469, p > 0.05, CI = 0.83, 0.51) and the interaction of TPE and visiting frequency on TRI (t = 0.653, p > 0.05, CI = −0.055, 0.110), were not significantly related, H5a, H6a were not supported. In 2018, the interaction of TPE and visiting frequency on TRI (t = 0.653, p > 0.05, CI = −0.055, 0.110) was not significantly related, H5b was not supported. Meanwhile, the interaction of TS and visiting frequency on TRI (t = −0.268, p > 0.05, CI = −0.094, −0.015) was significant (zero is not in 95% CI), thus supporting H6b. In 2018, the result of the conditional effect of TS on TRI at values of visitors with lower visiting frequency was 0.495 (CI = 0.409, 0.580) compared to that of visitors with higher visiting frequency, which was 0.286 (CI = 0.135, 0.436). This illustrates that TS is critical to tourists when attending the tourism event, especially for visitors with lower visiting frequency. Figure 4 shows a typical diagram of the interaction effect. Compared with tourists with higher visiting frequency, the revisit intention of tourists with lower visiting frequency is more susceptible to satisfaction.




4.5. Comparison Between 2014 and 2018


To sum up, regardless of the year studied, female respondents were more than male ones. The average age of tourists in 2018 was larger than in 2014. Meanwhile, in these two years, more than 80% of tourists were not residents. This result is very different from previous studies in Taiwan. In the past, many studies have shown that most participants in tourism activities come from the local county where the event is held. This is one of the critical findings of our study.



While comparing to the visiting frequency of tourists in 2014, the number of first-time visitors decreased, and the number of revisit tourists increased by 9% in 2018. In 2014, repeat tourists participated in the TIBF for 3.02 times on average, and the average frequency of return visits in 2018 was 3.70. In other words, from 2014 to 2018, more and more tourists became returning visitors. In addition, in both 2014 and 2018, there were few respondents who had the experience of tethered flight, while fewer had the experience of free flight. More than 80% of tourists had no actual riding experience of a hot air balloon. However, compared with 2014, the number of visitors to the TIBF with actual cycling experience increased by 5% in 2018. This is to say that even though the TIBF has been held for eight years in 2018, there are still few tourists who have experienced hot air balloon rides. It is interesting that tourists may attend and visit the TIBF not for hot air balloon rides but for other unique purposes. Besides, the number of tourists driving to Luye Terrace increased by 15% in 2018 and the number of respondents planning to stay in Taitung County for more than two days also increased by 7%.



Under the S-O-R model of tourists in the TIBF, tourists’ perception of marketing strategies and motivation can both influence tourists’ revisit intention through tourists’ satisfaction and positive emotion. The eight hypotheses from H1a to H4b representing the mediating role of tourist satisfaction and tourist positive emotions are supported. All the mediation effects were partial mediation. Regarding the moderation effect, only the interaction between visiting frequency and tourist satisfaction exists in 2018 (H5a). That is, the higher and lower visiting frequency of tourists brings about different trends in the relationship between tourists’ satisfaction and revisit intention in 2018. Table 7 shows the validation of all hypotheses.




4.6. Comparison with Previous Research


According to the analytical results, H1a and H1b agree with Tanford and Jung [21], which proves a positive relationship between the festival environment (stimulus) and tourists’ satisfaction (organism) and supports a positive relationship between the festival environment and tourists’ revisit intention (response). In other words, in our study of the S-O-R model, tourists’ perception of marketing strategies of the festival was as the outside stimulus, which could improve tourist’s satisfaction and enhance their revisit intention to the TIBF. Besides, tourists’ revisit intention is influenced by tourists’ motivation, which is consistent with Prayag [22]. Tourists’ satisfaction in this study also has a mediation effect between tourists’ motivation and their revisit intention in both 2014 and 2018 (H2a, H2b). This result corresponds to the study of Kamboj et al. [10] that the motivation of customers positively influences their participation and significantly affects revisit intention.



Regarding the mediation effect of tourists’ positive emotions, it was found that there was still a partial mediation between tourists’ perception of marketing strategies, and their revisit intention through tourists’ positive emotions in both 2014 and 2018 (H3a, H3b). This finding extends the previous research of Islam et al. [18] that marketing strategies have a significant relationship with customer loyalty/revisit intention. Moreover, in 2014 and 2018, there was a partial mediation effect of tourists’ positive emotions between tourists’ motivation and their revisit intention (H4a, H4b). The results are consistent with a former study that positive emotion has significant impacts on tourists’ motivation and is related to future travel intention [28].



In addition, Hypothesis 5b indicated that visiting frequency will moderate the effect of tourists’ satisfaction on tourists’ revisit intention in 2018. Compared with tourists with higher visiting frequency, the revisit intention of tourists with lower visiting frequency is more susceptible to satisfaction. Our finding is like the result mentioned by Chi [57], that is, the loyalty of first-time (lower frequency) visitors will be more affected by satisfaction than repeat (higher frequency) visitors. However, H5a, H6a and H6b are also supported and like previous studies [58,59] that there were no significant differences between first-time (lower frequency) and repeat visitors (higher frequency) for tourists’ satisfaction and intention of recommendation. In 2014, the TIBF was just an emerging event in Taiwan. Some of the tourists possibly visited the TIBF in search of a novelty experience. However, in the first few years of the TIBF, there may not be much difference in the frequency of visits by tourists, which will not lead to a moderate effect. Relatively, in the eighth year of the TIBF in 2018, there were already quite a lot of tourists who had visited the TIBF, many of them had even experienced it more than one time. Hence, the moderation effect of visiting frequency exists.





5. Discussion and Conclusions


Drawing data from visitors who came to the Taiwan International Balloon Festival in 2014 and 2018, the relationships of tourists’ perception of marketing strategies, tourists’ motivation, tourists’ satisfaction, positive emotions and tourist revisit intention was revealed, especially regarding the mediating role of tourists’ positive emotions and tourists’ satisfaction in the S-O-R model. In summary, through the two-year study, tourists’ satisfaction can not only mediate the relationship between tourists’ perception of marketing strategies and tourists’ revisit intention but also can mediate the relationship between tourists’ motivation and tourists’ revisit intention. Meanwhile, the mediation effect of tourists’ positive emotions exists not only between the perception of marketing strategies and tourists’ revisit intention but also between tourists’ motivation and tourists’ revisit intention. Besides, the moderation effect of visiting frequency was also examined in this study. In 2018, the higher and the lower visiting frequency of tourists brings about different trends in the relationship between tourists’ satisfaction and revisit intention. The period of two years was conducted in this research in order to compare the results from the front and rear year.



How could an emerging event be sustainable in the tourism industry? How do emerging events impact tourists, residents and the environment? According to the definition of sustainable tourism by UNWTO [66]: “Tourism that takes full account of its current and future economic, social and environmental impacts, addressing the needs of visitors, the industry, the environment and host communities.” According to the information on the official website, in 2018, the number of tourists reached 910,000, and an output value of 67 million USD was created. On the other hand, in response to the needs of the people, the Taitung government extended the entire event period from 38 days to 45 days. The probability of economics in the tourism industry and the needs of the visitors are both critical parts of sustainable tourism. However, since the Taiwan International Hot Air Balloon Festival is an emerging event over the past decade, it is not so easy a task to achieve these goals. Regarding environmental issues, parking fees are collected by the government to balance the cost of garbage disposal. There was a parking discount for the residents of Taitung. Moreover, there was also a shuttle bus service from the downtown area of Taitung to the venue of the TIBF to relieve the traffic.



In addition, the needs of visitors are still one of the most critical parts of sustainable tourism. According to our two-year research findings, the moderation effect of visiting frequency only existed in 2018 (H5a). That is, the higher and the lower visiting frequency of tourists brings about different trends in the relationship between tourists’ satisfaction and revisit intention in 2018. In the tourism event, we can divide tourists into three categories: potential tourists, low visiting frequency or first-time tourists and high visiting frequency or repeat tourists. Each group may have its own unique needs. With the development of the tourist area life cycle [67], potential tourists have the chance to become lower visiting frequency (first-time) tourists, and lower visiting frequency (first-time) tourists may become higher visiting frequency (repeat) tourists. Even more, some repeat tourists or first-time tourists may also transform into potential tourists, which can be explained as they may decide not to participate in the event. In our two-year study, at the beginning of the TIBF in 2014, the moderation effect was not significant, indicating that tourists with lower or higher frequency had no differences in satisfaction and revisit intention. However, from our study in 2018, there was some difference between lower or higher frequency tourists. It is a critical issue for tourism managers and the local government to figure out the different motivations and the needs of these three groups of tourists rather than just pursuing an increase in the number of tourists. For example, high-frequency visitors may still participate in the TIBF but also want to learn about the natural environment or experience the local lifestyle in Taitung. Their intention to revisit is not only affected by the satisfaction from the TIBF. Perhaps they are expecting to attend the TIBF and have deeper and cultural travel experiences at the same time.



5.1. Theoretical Contributions and Managerial Implications


This two-year study reinforces the S-O-R model in the field of tourism research and explores the mediation effect of tourists’ satisfaction and positive emotions. First is the mediation effect of tourists’ satisfaction on the relationship of the perception of marketing strategies and tourists’ revisit intention; another is the influence of tourists’ satisfaction on tourists’ motivation and tourists’ revisit intention. The others are that tourists’ positive emotions mediate not only the relationship between tourists’ perception of marketing strategies and tourists’ revisit intention but also the relationship between tourists’ motivation and their revisit intention.



Additionally, the stimulus of the S-O-R model came from not only the external environment as viewed through tourists’ perception of marketing strategies but also from the internal stimulus of tourists’ motivation. Regarding the organism, we also tried to discuss both the cognitive (satisfaction) and affective (positive emotions) status of tourists. From the multiple constructs, one can more fully understand the S-O-R model.



Finally, the most important contribution of this research is using multi-year data. Most previous research in the field of tourism only collected data for a certain year. However, a successful festival of loyalty can motivate tourists to revisit a destination. This study compares results from different years and provides a more sustainable direction of tourism events. Due to this, the moderation effect of the visiting frequency can be found out. On the other hand, expecting to provide important implications for tourism scholars, industry practitioners and local governments.




5.2. Future Research and Limitations


The findings of this analysis provide a foundation for future research on ways to enhance tourists’ satisfaction and revisit intention. In the present study, we found tourists’ perception of marketing strategies is a latent factor in tourism events. Tanford and Jung [21] have suggested that festival planners must focus on providing an enjoyable program at a reasonable price in a comfortable environment. In fact, one of the reasons that only fewer tourists have experienced hot air balloon rides is probably the high price. A more detailed discussion of marketing strategies could be conducted in future research. Moreover, an individual study cannot measure all the variables that contribute to the process. In a future study, consecutive years of research could be done to find more detailed information about visitors. Besides, the research method of meta-analysis could be applied to provide broader generalities, which could be evaluated further with SEM or other statistic methods.
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Figure 1. Number of tourists visiting Chulu Ranch and Luye Terrace. 
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Figure 2. Number of tourists visiting Luye Terrace during June, July and August in 2008–2020. 
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Figure 3. The S-O-R model of tourists in the TIBF. 
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Figure 4. The interaction effect of visiting frequency between TS and TRI in 2018. 
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Table 1. Numbers of tourists visiting Luye Terrace and the duration of the TIBF.
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	Year
	June
	July
	August
	Duration
	Days





	2008
	32,640
	77,014
	55,862
	
	



	2009
	33,447
	80,751
	19,196
	
	



	2010
	27,689
	48,159
	22,140
	
	



	2011
	19,881
	183,513
	172,789
	7/8–8/31
	39



	2012
	23,118
	407,483
	477,100
	6/29–9/2
	66



	2013
	79,711
	117,795
	86,074
	6/1–8/11
	72



	2014
	221,130
	339,150
	223,832
	5/30–8/10
	72



	2015
	90,399
	384,908
	140,297
	6/27–8/9
	44



	2016
	33,839
	126,446
	126,446
	7/1–8/7
	38



	2017
	45,905
	336,170
	200,902
	6/30–8/6
	38



	2018
	117,386
	643,531
	490,003
	6/30–8/13
	45



	2019
	168,867
	719,987
	380,604
	6/29–8/12
	45



	2020
	52,198
	580,650
	
	7/11–8/30
	51
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Table 2. Demographic profile of the sample in 2014 and 2018.
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	Variable
	
	2014
	2018
	Variable
	
	2014
	2018





	
	
	n = 527

(100%)
	n = 369

(100%)
	
	
	n = 527

(100%)
	n = 369

(100%)



	Gender
	Male
	40.4
	44
	Riding Experience
	None
	87.7
	82.8



	
	Female
	59.6
	55.4
	
	Tethered
	10.4
	11.4



	Age
	Under 20
	15.4
	11.7
	
	Free
	0.9
	5.8



	
	21–30
	41.7
	34.3
	Companion
	Alone
	3
	4.2



	
	31–40
	27.3
	34.6
	
	1 to 2
	34.7
	31.9



	
	41–50
	13.3
	16.1
	
	3 to 5
	42.3
	47.1



	
	Over 51
	2.3
	3.3
	
	Over 6
	19.9
	16.9



	Education
	High school
	16.3
	15.4
	length of stay
	Half day
	8.3
	5.5



	
	Associate
	14.4
	15.2
	
	1 day
	18.8
	15



	
	Bachelor
	54.5
	53.7
	
	2 days
	34.9
	39.3



	
	Master
	14.8
	15.5
	
	3 days
	38
	40.2



	Place of residence
	North
	32.1
	28
	Transport
	Bike
	0.9
	0.8



	
	Central
	14.8
	21.3
	
	Motor
	19.2
	11.4



	
	South
	26.2
	23.3
	
	Automobile
	60.5
	75.3



	
	Taitung
	14.4
	17.7
	
	Bus
	9.1
	8.6



	
	another east
	7.4
	7.2
	
	Shuttle
	8
	1.4



	
	Other
	5
	2.5
	
	other
	2.3
	2.5



	Frequency
	First-time
	69.6
	60.9
	
	
	
	



	
	Revisit
	30.4
	39.1
	
	
	
	



	
	Repeat-Mean
	3.02
	3.70
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Table 3. Descriptive statistics and correlations of constructs in 2014 & 2018.
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	Variables
	α
	Mean
	SD
	AVE
	1
	2
	3
	4
	5





	2014
	
	
	
	
	
	
	
	
	



	1. MS
	0.72
	5.67
	0.77
	0.57
	(0.755)
	
	
	
	



	2. TM
	0.84
	5.10
	0.99
	0.53
	0.351 **
	(0.728)
	
	
	



	3. TS
	0.83
	5.61
	0.92
	0.76
	0.606 **
	0.361 **
	(0.872)
	
	



	4. TPE
	0.77
	6.20
	0.77
	0.82
	0.441 **
	0.283 **
	0.497 **
	(0.905)
	



	5. TRI
	0.88
	5.82
	0.97
	0.90
	0.527 **
	0.361 **
	0.657 **
	0.552 **
	(0.953)



	2018
	
	
	
	
	
	
	
	
	



	1. MS
	0.68
	5.81
	0.74
	0.70
	(.837)
	
	
	
	



	2. TM
	0.89
	5.34
	0.91
	0.60
	0.245 **
	(.774)
	
	
	



	3. TS
	0.80
	5.79
	0.88
	0.65
	0.368 **
	0.255 **
	(0.806)
	
	



	4. TPE
	0.84
	6.30
	0.71
	0.81
	0.257 **
	0.106 *
	0.255 **
	(0.900)
	



	5. TRI
	0.73
	6.09
	0.82
	0.71
	0.242 **
	0.192 **
	0.403 **
	0.240 **
	(0.843)







Note: Diagonal elements are square AVE, off diagonal elements are Pearson correlations. ** p < 0.01.
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Table 4. The results of regression models for testing of mediation in 2014 and 2018.
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2014 (a)

	
2018 (b)




	

	
Model-1

	
Model-2

	
Model-3

	
Model-1

	
Model-2

	
Model-3






	
H1

	
TS(M1)

	
TRI(Y)

	
TRI(Y)

	
TS(M1)

	
TRI(Y)

	
TRI(Y)




	
MS(X)

TS(M1)

	
a = 0.720 ***

	
b = 0.664 ***

	
b’ = 0.256 ***

c = 0.566 ***

	
a = 0.530 ***

	
b = 0.369 ***

	
b’ = 0.148 ***

c = 0.415 ***




	
H2

TM(X)

TS(M1)

	
TS(M1)

a = 0.328 ***

	


b = 0.349 ***

	


b’ = 0.138 ***

c = 0.642 ***

	
TS(M1)

a = 0.305 ***

	


b = 0.220 ***

	


b’ = 0.085 **

c = 0.443 ***




	
H3

MS(X)

TPE(M2)

	
TPE(M2)

a = 0.440 ***

	


b = 0.664 ***

	


b’ = 0.443 ***

c = 0.501 ***

	
TPE(M2)

a = 0.237 ***

	


b = 0.369 ***

	


b’ = 0.291 ***

c = 0.330 ***




	
H4

TM(X)

TPE(M2)

	
TPE(M2)

a = 0.216 ***

	


b = 0.349 ***

	


b’ = 0.215 ***

c = 0.618 ***

	
TPE(M2)

a = 0.155 ***

	


b = 0.220 ***

	


b’ = 0.164 ***

c = 0.363 ***








Note: 2014 (N = 527); 2018 (N = 369). * p < 0.05. ** p < 0.01. ** p < 0.001.
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Table 5. Model 4 for the test of mediation in 2014 and 2018.
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Mediation Paths

	
Bootstrap 5000 95% Confidence Interval




	

	
2014

	
2018






	

	
Effect

	
SE

	
LLCI

	
ULCI

	
Effect

	
SE

	
LLCI

	
ULCI




	
Ind.1 MS→TS→TRI

Ind.2 TM→TS→TRI

	
0.407

0.211

	
0.053

0.033

	
0.307

0.152

	
0.520

0.279

	
0.220

0.136

	
0.039

0.029

	
0.151

0.083

	
0.303

0.196




	
Ind.3 MS→TPE→TRI

Ind.4 TM→TPE→TRI

	
0.220

0.134

	
0.031

0.033

	
0.164

0.070

	
0.285

0.200

	
0.078

0.056

	
0.022

0.023

	
0.041

0.018

	
0.128

0.108
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Table 6. Model 1 for the test of moderation effects of visiting frequency of tourists.
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Paths

	

	
Bootstrap 5000 95% Confidence Interval




	
(Visiting Frequency as Moderator)

	
2014

	
2018






	

	
Coeff.

	
t

	
LLCI

	
ULCI

	
Coeff

	
t

	
LLCI

	
ULCI




	
Path 1 TS→TRI

	
−0.016

	
−0.469

	
−0.083

	
0.051

	
−0.054 **

	
−0.268

	
−0.094

	
−0.015




	
Path 2 TPE→TRI

	
0.027

	
0.653

	
−0.055,

	
0.110

	
−0.048

	
0.653

	
−0.104

	
0.008








Note: ** p < 0.01. *** p < 0.001.
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Table 7. Validation of Hypotheses.
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Hypothesis Relationship

	
Validation of Hypotheses






	

	
2014

	
2018




	
H1: TS will mediate the relationship between MS and TRI.

	
H1a

	
V

	
H1b

	
V




	
H2: TS will mediate the relationship between TM and TRI.

	
H2a

	
V

	
H2b

	
V




	
H3: TPE will mediate the relationship between MS and TRI.

	
H3a

	
V

	
H3b

	
V




	
H4: TPE will mediate the relationship between TM and TRI.

	
H4a

	
V

	
H4b

	
V




	
H5: Visiting frequency moderates the effect of TS on TRI.

	
H5a

	
X

	
H5b

	
V




	
H6: Visiting frequency moderates the effect of TPE on TRI.

	
H6a

	
X

	
H6b

	
X
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