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Abstract: The emergence of many festivals and events shows that Arranging festivals 
centered around specific themes has the potential to boost economic development on both 
local and national scales. To investigate how events can improve visitors' perception of 
event quality, perceived value, trust, visitor satisfaction, and behavioral intentions, the 
annual food festival during the 344th anniversary celebration of Brebes was selected to 
explore these relationships. A total of 350 questionnaires were distributed to visitors and 
the data analysis was performed on 335 valid questionnaires using structural equation 
modeling. The results show that event quality has a positive and significant effect on 
perceived value (β = 0.205; p-value 0.037 <0.05). In addition, perceived value has a 
positive and significant effect on trust (β = 0.0585; p-value 0.000 <0.05). Finally, trust 
has a positive impact on event satisfaction (p-value 0.000 <0.05), which in turn affects the 
intention to revisit (p-value 0.004 <0.05). Drawing from these observed outcomes, this 
research provides practical and theoretical insights for event management entities and 
festival organizers to continue hosting annual theme-centered festivals during specific 
occasions and destinations to improve visitors' attachment to the values and authenticity 
offered.

Keywords:   event quality, event satisfaction, intention to revisit, perceived value, food 
festival

Abstrak: Munculnya banyak festival dan acara menunjukkan bahwa mengorganisir 
festival berbasis tema dapat meningkatkan pertumbuhan ekonomi pada tingkat lokal 
dan nasional. Untuk meneliti bagaimana acara dapat meningkatkan persepsi kualitas 
acara, nilai yang dirasakan, kepercayaan, kepuasan pengunjung, dan niat perilaku, 
festival makanan tahunan selama perayaan ulang tahun ke-344 Brebes dipilih untuk 
mengeksplorasi hubungan ini. Sebanyak 350 kuesioner didistribusikan kepada pengunjung 
dan analisis data dilakukan pada 335 kuesioner yang valid menggunakan pemodelan 
persamaan struktural. Hasilnya menunjukkan bahwa kualitas acara memiliki efek positif 
dan signifikan pada nilai yang dirasakan (estimasi standar 0,205; nilai p 0,037 <0,05). 
Selain itu, nilai yang dirasakan memiliki efek positif dan signifikan pada kepercayaan 
(estimasi standar 0,0585; nilai p 0,000 <0,05). Akhirnya, kepercayaan berdampak positif 
pada kepuasan acara (nilai p 0,000 <0,05), yang pada gilirannya memengaruhi niat 
untuk berkunjung kembali (nilai p 0,004 <0,05). Berdasarkan temuan empiris ini, studi 
ini menawarkan implikasi praktis dan teoritis bagi organisasi manajemen acara dan 
tuan rumah festival untuk menjaga festival berbasis tema tahunan yang diadakan pada 
acara dan destinasi tertentu untuk meningkatkan keterikatan pengunjung pada nilai dan 
keaslian yang ditawarkan.

Kata kunci:   kualitas acara, kepuasan acara, niat untuk berkunjung kembali, nilai yang 
dirasakan, festival makanan
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INTRODUCTION

As the number of tourists in Indonesia continues 
to increase, various cities and regencies are eager 
to host events to gain national publicity, branding 
opportunities, urban development, and community 
pride. These events can boost awareness of a region 
as a tourism destination, attract potential investors, 
and increase commercial activity. However, some 
studies suggest that hosting events may not provide 
significant economic benefits to the host community 
(Giesecke and Madden, 2007). Some locals argue that 
hosting an international event could be costly due to 
the need to construct required infrastructure (Gursoy 
et al. 2017). Moreover, the existing conception on 
event management promotes the idea that hosting 
festivals with thematic focuses not only stimulates 
economic expansion on local and national scales, but 
also cultivates a favorable perception of the festival’s 
hosting region (Cho et al. 2019; Xi et al. 2019). 
Previous studies have highlighted intention to revisit 
as an index for estimating future public interest in 
theme-based festivals that are potentially conducted 
on an annual basis. Furthermore, these studies have 
investigated the cognitive processes by which festival 
attendees formulate their intentions to revisit (Pai et 
al. 2021). Nonetheless, a requirement exists for more 
comprehensive exploration to analyze the factors that 
affect community intention to revisit to theme-based 
festivals, both directly and indirectly. While prominent 
service quality attributes have been proposed and their 
impact on intention to revisit identified (Tanford and 
Jung, 2017), event management research literature still 
has little to say about event quality and its connection 
with the intention to revisit formed through cognitive 
processes.

From a psychological standpoint, Gronroos (1982) 
presented the thought of seen administration quality as 
an action to measure a person’s emotional subjective 
perception of service experience. Building upon 
this theoretical basis, the SERVPERF scale and the 
SERVQUAL scale (Pai et al. 2021) (comprising 
aspects: tangible, dependability, responsiveness, 
affirmation, and compassion) were formulated and 
applied to assess the anticipated service encounter in 
the domain of tourism and hospitality studies (Cronin 
and Taylor, 1992). Researchers can utilize these two 
scales to quantify the extent of the quality of service 
associated with festivals, because the expected 

experience of an individual’s special interest at the 
festival will be more detailed than the experience of 
other services from hotels, restaurants, and other 
destinations (Yuan et al. 2005). Several research 
investigations have corroborated the utilization of 
service quality measurements encompassing aspects 
like item, comfort, venue, hospitality, and event 
to forecast visitor mental processes like apparent 
worth, trust, and fulfillment, which collectively shape 
celebration loyalty (Pai et al. 2021; Wong et al. 2018). 
Chaudhuri and Holbrook (2001) discovered that there 
is a positive influence of perceived value on trust, and 
this trust subsequently influences intention to revisit 
positively. However, Hsieh and Liu (2010) found 
that perceived value does not have a direct impact on 
customer trust. The findings from Helal et al. (2023) 
also reveal that tourists’ behavioral intentions were 
not affected by their perceived value, and there was no 
statistically significant link in the mediation path. Liu 
et al. (2023) found that trust does not have a significant 
direct impact on festival satisfaction when studying 
festivals during the pandemic.

To better grasp the manner in which theme-oriented 
festivals influence the formation of visitors’ intention 
to revisit, it’s imperative for event management 
organizations and festival organizers to recognize the 
core attributes of event quality that foster elevated 
levels of trust (Akhoondnejad, 2016), perceived 
value (Wong et al. 2018), fulfillment (Konuk, 2019; 
Song et al. 2014), and the intention to revisit among 
festival attendees. The Social Exchange Theory (SET) 
was used to investigate the factors that influence the 
local residents’ support for events in their community 
(Gursoy et al. 2017; Giango et al. 2022). The study 
found that locals are more likely to support tourism 
projects if the positive outcomes they experience exceed 
the negative consequences. According to Nunkoo 
and Gursoy (2016) SET relies on power and trust in 
social exchange relationships; establishing anticipated 
cooperation hinges on the mutual trust between the 
parties involved. The locals’ perception of the potential 
impacts of tourism is influenced by their evaluation of 
the exchange involved. People who see it as beneficial 
are more likely to have a different view from those who 
see it as detrimental. Therefore, residents who believe 
that hosting events can have a positive impact on their 
community and overall well-being are more likely to 
support the idea (Gursoy et al. 2017).
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assign to a product or service offered at Brebes Food 
Festival based on their own subjective perception of 
its benefits, features, and cost relative to alternative 
options. Event trust in this study is defined as the level 
of confidence and reliability that a customer has in the 
Brebes Food Festival which involves the assurance 
that the event will meet or exceed the expectations 
of the attendees in terms of the overall quality of the 
event. Consumer satisfaction in this study refers to 
the attitude of visitors of the Brebes Food Festival has 
about a product or service after it has been purchased 
in the event. Lastly, intention to revisit is operationally 
defined as to the likelihood or intention of visitors 
of  the Brebes Food Festival to revisit the place or 
destination in the future. To investigate the Festival 
Food Festival’s quality in Brebes, the quality of service 
measurement scale created by Song et al. (2014) for 
assessing activity-related aspects was employed in this 
research.

According to Zeithaml et al. (1988), perceived value 
pertainsto the overall evaluation of the value customers 
get by comparing the costs paid to obtain products 
or services. Cronin, Brady, and Hult (2001) found 
that customer-perceived service quality significantly 
impacted perceived value, event satisfaction, and 
intention to revisit. Chen and Kihan (2016) further 
validated the positive influence of event service quality 
on customers’ perceived value when studying online 
shopping customers in Korea. Thus, it is evident that 
a direct correlation exists between perceived value and 
event service quality. When visitors are completely 
content with the  service quality, their perceived value 
is likely to rise correspondingly. As a result, the study 
puts forward the following hypothesis: 
Hypothesis 1: Event quality has a positive impact on 
perceived value. 

Trust includes the ability to have confidence in 
unambiguous circumstances (Andaleeb and Anwar, 
1996). Trust is a powerful procedure, not fixed, and 
requires time to establish (Fam et al. 2004). Thus, 
building trust helps customers to develop satisfaction 
beyond economic effects. Andaleeb and Anwar (1996) 
determined that the service quality offered during events 
positively affects clients’ apparent worth and trust. 
Furthermore, quality of service during events directly 
shapes customer behavioral intentions. In essence, a 
relationship exists betwixt quality of service during 
events and trust. When visitors are completely content 
with the perceived quality of service during an event, 

This underscores the significance for festival hosts 
to delve into a range of event quality attributes, 
which include item, comfort, venue, hospitality, and 
celebration programs/events, with the aim of upholding 
subject based celebrations and advancing celebration 
objectives inside a dynamically serious market 
environment (Yoon et al. 2010). Hence, the objective 
of this study is to pinpoint the quality characteristics 
inherent in theme-based festivals, using a case study 
of the food festival held in Brebes. This study is 
different from previous research in the regard to the 
development of SERVQUAL research in the context of 
organizing events in local context in Indonesia. In this 
case, the evaluation of theme-centric festivals’ quality 
can be gauged through the dimensions of hospitality, 
venue, product, convenience, and program within a 
festival setting. This generates a research question of 
how event quality affects intention to revisit within 
the framework of a mental cycle model. Hence, the 
purpose of this study is to examine the relationship 
betwixt event quality (with the five sub-aspects of item, 
comfort, venue, hospitality, and event), trust, perceived 
value, satisfaction, and the intent to revisit. The results 
of this study are expected to provide reasonable and 
hypothetical ramifications to event management entities 
and celebration organizers, aiding in the creation 
of competitive designs for theme-oriented festivals 
and the continuation of subject based celebrations in 
unambiguous locations.

METHODS

The study aimed to determine what the quality of 
service of the Food Celebration means for guests’ 
apparent worth, trust, fulfillment, and goal to revisit 
during the 344th Anniversary of the Brebes in 2022. 
Previous studies suggested that the SERVQUAL service 
quality theoretical framework needs to be customized 
for application intheme-based festivals. This research 
examined whether event quality attributes could affect 
perceived value, satisfaction, trust, and intention to 
revisit by exploring the quality attributes of subject 
based celebrations. Event quality is operationally 
defined as the level of satisfaction and enjoyment 
that visitors experience during and after Brebes Food 
Festival which includes factors such as the event’s 
organization, the content and program, the venue, the 
amenities, the branding and marketing, the customer 
service, and the overall experience. Perceived value in 
this study refers to the worth or utility that individuals 
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the intention to revisit. When travelers find satisfaction 
in the events and services of a destination, it increases 
the likelihood of them revisiting and providing positive 
recommendations for the destination.
Hypothesis 7: Event satisfaction has a positive impact 

on the intention to revisit.

In this study, the quality of the festival is gauged 
through the initial aspects of item, comfort, venue, 
hospitality, and event, in accordance with the derivation 
of SERVQUAL in theme-based events. The hypothesis 
model of the research postulates that the second-order 
event quality construct can influence the value of tourist 
festivals, trust, satisfaction, and intention to revisit. The 
schematic representation of this model can be seen in 
Figure 1.

Questionnaires were distributed to obtain respondent 
data from February 7, 2022, to March 31, 2022. The 
initial survey of satisfaction, trust, service quality, and 
intention to revisit was conducted among travelers 
partaking in the 344th Brebes Anniversary Food 
Festival, selected through simple random sampling. Out 
of the 100 questionnaires distributed, 97 were deemed 
valid for analysis. The statistical analysis conducted 
using software revealed a Cronbach’s alpha value 
of 0.966 for the pre-surveyed questionnaire, which 
exceeded 0.8, indicating a high level of reliability. 
Additionally, during the pre-survey interactions with 
respondents, it was noted that the “parking comfort” 
item was not able to effectively evaluated because of 
lacking leaving offices for the large number of visitors’ 
vehicles. To calculate the number of sample, this study 
utilized Lemeshow formulae given the fact that the 
number of population is unknown:

n = Z2(1−p)
          d2

Information: n (number of samples); z (normal table 
value with a certain alpha = 1.96); p (maximum 
estimate = 75% = 0.75); d (alpha (0.05) or 5% of the 
95% confidence level).

Based on the formula, the number of samples can be 
determined as follows:

n = 1.962(1−0.75)
          0.052

   = 3.8416(0.25)
         0.0025
   = 384

their level of trust also rises. Nevertheless, there are 
varying research outcomes regarding the connection 
between apparent worth and trust. Consequently, it is 
essential to delve into their interrelationship.
Hypothesis 2: Event quality has a positive impact on 

trust. 
Hypothesis 3: Event quality has a positive impact on 

satisfaction. 
Hypothesis 4: Perceived value has a positive impact 

on trust.

Cardozo (1965) showed that customer satisfaction 
has an important impact on customer buying conduct. 
As per Bolton and Drew (1991), customer loyalty 
encompasses one of the sentiments evoked by clients 
throughout the purchase cycle, which in turn will shape 
their future social expectations. Different research 
works explore the connection betwixt satisfaction 
and perceived value. According to Eid and El-Gohary 
(2015) and Rasoolimanesh et al. (2016) the majority 
of these studies concur that perceived value exerts a 
positive influence on customer satisfaction. Similarly, 
according to Kim et al. (2015) and Jo et al. (2014), 
majority investigations validate that perceived 
value bears a favorable effect on tourist satisfaction. 
In examinations of trust and satisfaction, trust is 
characteristically employed as an intermediary factor 
to probe the connection between customer satisfaction 
and the intention to return. Han and Hyun (2015) 
demonstrate that trust can straightforwardly and 
decidedly influence satisfaction. To conclude, perceived 
value and satisfaction share an intimate relationship, 
where heightened perceived value leads to increased 
satisfaction, and the elevation of tourist satisfaction is a 
result of augmented tourist trust.
Hypothesis 5: Perceived value has a positive impact on 

event satisfaction. 
Hypothesis 6: Trust has a positive impact on event 

satisfaction.

Gyte and Phelps (1989) first proposed the concept of 
return intention. Revisit intention pertains to tourists’ 
inclination to get back to places they have recently 
visited and to buy the travel industry related goods 
and services (Kozak, 2002). Scholarly investigations 
into satisfaction and the intention to revisit  spans 
all content-rich industries. According to Petrick and 
Backman (2001) and Trinanda and Sari (2020), the 
majority of research findings indicate that the two 
concepts can exert a positive influence either directly 
or indirectly. In conclusion, tourist satisfaction affects 



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 2017 219

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Business Review and Case Studies, 
Vol. 4 No. 3, December 2023

Figure 1. Research model 

A total of 384 questionnaires were randomly distributed, 
resulting in the collection of 335 valid questionnaires, 
indicating an effective response rate of 87.24%. The 
official questionnaire was distributed from February 
21, 2022, to March 31, 2022. The location chosen was 
the 344th Brebes Anniversary Food Festival site. In 
this review, diverse estimation things were utilized to 
minimize estimation inaccuracies, including potential 
method biases. A 10-point Likert scale was adopted to 
rate the measurement items, spanning from strongly 
disagree (1) to strongly agree (10). Before participants 
completed the questionnaire, screening questions 
were presented to ascertain their involvement in the 
Brebes Food Festival. If respondents confirmed their 
participation, the survey continued; otherwise, it was 
concluded. The questionnaire comprised two sections: 
(a) queries relevant to every element in the theoretical 
model, utilizing the 10-point Likert scale, and (b) 
segment subtleties of participants, encompassing age, 
gender, average household income, schooling level, 
location, professional background, and frequency of 
participation in the 344th Brebes Anniversary Food 
Festival. The analysis employed Structural Equation 
Modeling (SEM).

To measure the variables, the dimensions linked to event 
quality encompass item, comfort, venue, hospitality, 
and event,, drawing from Song et al. (2014), Lee et al. 
(2017), and Yoo et al. (2010). Additionally, four items 
concerning perceived value were taken from Yang et 
al. (2011). The questions included were: compared 
to the time spent, is attending the food festival worth 
it?; compared to the effort put in, is attending the 
food festival worth it?; compared to the fee paid, is 
attending the food festival worth it?; and overall, was 
attending the festival worth the money? Additionally, 
Four items associated with trust were borrowed from 

Lee et al. (2017), with questions such as: is Brebes 
trusted as the regional host for food festivals and tourist 
destinations?; does organizing a food festival improve 
the image of Brebes for food and tourism purposes?; 
does hosting a food festival strengthen trust in Brebes 
as a tourist and culinary destination?; and did hosting 
the festival in Brebes meet expectations as a food resort 
and tourist destination?

Furthermore, five items related to satisfaction were 
adapted from Song et al. (2014) and Lee et al. (2017), 
Aidin and Faruk (2017), with questions such as: are you 
satisfied with your decision to visit the festival?; are 
you satisfied with the taste of the food at the festival?; 
are you satisfied with the price of the products at the 
festival?; are you satisfied with the dining environment 
at the festival?; and are you satisfied with the overall 
service quality at the Brebes food festival? Lastly, the 
measurements of intention to revisit were taken from 
the work of Cevat, Bekir, and Alan (2015), Meesala 
and Paul (2018), and Konuk (2019). These included 
four items, such as: are you willing to come to the 
festival again next year?; if you had to decide again, 
would you be willing to choose the festival again?; are 
you willing to return to the festival in the future?; and is 
this festival your first choice compared to other theme-
based festivals?

RESULTS

Regarding the descriptive analysis of demographic data, 
approximately 52.5% of the participants were females 
within the age range of 17 to 25 years, constituting 
29.3% of the total. The majority of the respondents had 
attained a college or university education, accounting 
for (64.4%). The majority of the respondents were 

Intention to revisitSatisfactionEvent quality

Perceived 
value

Trust
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validity and discriminant validity. The consistency 
of outcomes from the similar variable as measured 
by different questions refered by convergent validity, 
while qualifications among various factors alluded by 
discriminant validity (Fornell and Larcker, 1981). The 
loading factor for all variables in this study goes from 
0.768 to 0.914, surpassing the suggesting value of 0.7. 
Additionally, the average variance extracted (AVE) for 
each variable ranges from 0.692 to 0.778, exceeding 
the suggesting value of 0.5. In conclusion, the scale 
demonstrates great convergent validity. The square root 
of the average variance extracted (AVE) on the slanting 
surpasses the relationship coefficient corresponding 
to different variables revealed in Table 2, showing the 
sound discriminant validity of the measurement scale 
in this research. Therefore, the scale exhibits both 
strong convergent and discriminant validity (Table 2).

students (40.3%). In relation to the frequency of visits, 
around 114 participants (34%) had engaged in the food 
festival either once or twice, while 31.9% had taken 
part in the festival for 3-5 occasions. The outcomes of 
the respondents’ demographic profile can be found in 
Table 1.

Reliability is employed to evaluate the steadiness 
and consistency of the survey outcomes. Cronbach’s 
alpha and composite reliability are commonly used 
methods to measure reliability. A minimum acceptable 
Cronbach’s alpha coefficient value is 0.7, and a higher 
value indicates enhanced questionnaire reliability (Hair 
et al. 2010). The values for all variables in this study 
were obtained using the SPSS statistical software, 
and they all exceeded 0.7. Assessment of survey 
authenticity and accuracy led to validity analysis. 
The standard methods employed are convergent 

Table 1. Respondent demographics
Demographics Characteristics Frequency Percentage
Gender Female 159 47.5

Male 176 52.5
Total 335 100.0

Age 17-25 years 98 29.3
26-35 years 76 22.7
36-45 years 80 23.9
> 45 years 81 24.2
Total 335 100.0

Education Junior high school 79 23.6
Senior high school 77 23.0
Diploma 80 23.9
Undergraduate 99 29.6
Total 335 100.0

Job Student 135 40.3
Unemployed 113 33.7
Civil servants 86 25.7
Self-employed 1 0.3
Total 335 100.0

Visit frequency 1 or 2 times 114 34.0
3-5 times 107 31.9
> 5 times 114 34.0
Total 335 100.0
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Table 2.  Validity and reliability testing results
Latent Constructs Dimensions Std. Loading AVE Composite Reliability Cronbach’s Alpha
Event Quality EQ1 .869 0.641 0.859 0.781

EQ2 .847
EQ3 .915
EQ4 .860
EQ4 .717

Perceived Value TR1 .751 0.566 0.827 0.762
TR2 .769
TR3 .836
TR4 .780

Trust TR1 .812 0.616 0.848 0.726
TR2 .791
TR3 .860
TR4 .838

Satisfaction ST1 .775 0.536 0.839 0.735
ST2 .779
ST3 .822
ST4 .804
ST5 .806

Intention to Revisit IR1 .734 0.528 0.845 0.743
IR2 .791
IR3 .850
IR4 .777

Once the analysis of the confirmatory factors for 
measuring a construct is completed, the subsequent 
stage involves testing the entire model as proposed in 
this study. Similar to the confirmatory factor analysis, 
the structural equation model also goes through two 
phases of testing, which are the model adequacy 
test and the assessment of causal significance using 
regression coefficients (Ferdinand, 2014). The model 
suitability indices used are similar to the confirmatory 
factors. The purpose of SEM testing is to evaluate the 

adequacy of the model. The Chi-square value is 34.722 
with a likelihood of 0.178 according to the outcomes 
presented in Table 3. Furthermore, the other indices of 
goodness of fit, all exist in the expected scope of values, 
such as GFI (0.980 ≥ 0.90),  CFI (0.994 ≥ 0.90), TLI 
(0.990 ≥ 0.95), RMSEA (0.027 ≤ 0.08), and CMIN/
DF (1.240 ≤ 2.00). This demonstrates that betwix 
the covariance lattice of the sample and the assessed 
population covariance matrix there is no distinction. 

Table 3. Model feasibility test results for the full model
Goodness of Fit Index Cut-off value Results Information
X2-Chi square Expected < X2-table 34.722 Fit
Significant Probability ≥ 0.05 0.178 Fit
GFI ≥ 0.90 0.980 Fit
TLI ≥ 0.95 0.990 Fit
CFI ≥ 0.90 0.994 Fit
RMSEA ≤ 0.08 0.027 Fit
CMIN/DF ≤ 2.00 1.240 Fit
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they perceive low risk of harm or disappointment, or 
if they are motivated by social or emotional benefits 
like bonding and satisfaction. Moreover, the context 
and type of event may also influence the relationship 
between event quality and trust. For example, a music 
festival or sports event may have different effects on 
trust than a business conference or charity event. It is 
possible that event quality affects trust differently in 
different contexts, which may also affect the statistical 
significance of the results.

In evaluating the impact of perceived value on event 
satisfaction, the assessment boundary assessing 
the connection between perceived value and event 
satisfaction reveals a CR of 1.210 with a likelihood 
of 0.226, exceeding the importance likelihood of 
0.05. Therefore, it can be concluded that there is no 
statistically significant proof of a positive effect of 
perceived value on event satisfaction. Hence, the third 
hypothesis, stating that perceived value has a positive 
effect on event satisfaction, was rejected. There are 
several possible reasons for the lack of statistically 
significant proof of positive effects of perceived value 
on event satisfaction. Firstly, individual differences 
and characteristics of attendees may play a role in 
the relationship between perceived value and event 
satisfaction. Some attendees may place greater 
importance on certain event features than others, 
resulting in differing levels of perceived value and 
event satisfaction. Secondly, environmental factors 
such as weather or timing of events may influence an 
attendee’s perceived value and satisfaction. Lastly, the 
level of competition among events may also impact 
perceived value and event satisfaction. Events that have 
few competitors may have a perceived greater value 
and satisfaction than events with strong competition.

Once the analysis of the confirmatory factors for 
measuring a construct is completed, the subsequent 
stage involves testing the entire model as proposed 
in this study. Similar to the corroborative element 
investigation, the structural equation model also goes 
through two phases of testing, which are the model 
adequacy test and the assessment of causal significance 
using relapse coefficients (Ferdinand, 2014).

Furthermore, the analysis showed the estimation 
parameter for testing the quality of the event’s impact 
on perceived has a CR of 2.084, indicating a likehood 
of 0.037, which is lower than the importance threshold 
of 0.05 (Table 4; Figure 2). Therefore, it can be deduced 
that there is a statistically confirmed positive correlation 
between event quality and perceived value, signifying 
that heightened event quality corresponds to elevated 
perceived value. As a result, the initial hypothesis, 
which proposes that event quality positively impacts 
perceived value, is supported. This assertion aligns with 
Cronin, Brady, and Hult’s (2001) findings, which also 
indicate a substantial influence of customer-perceived 
service quality on perceived value. Similarly, Chen and 
Kihan (2016) demonstrated that service quality in events 
had a favorable effect on perceived customer value. 
However, when investigating the relationship between 
event quality and trust, the analysis of the parameter 
estimating event quality’s influence on trust reveals 
a CR of 0.518, accompanied by a likehood of 0.605, 
surpassing the importance threshold of 0.05. Hence, it 
can be concluded that there is no statistically significant 
proof of a positive effect of event quality on trust. As a 
result, the second hypothesis, stating that event quality 
has a positive effect on trust, was rejected. One possible 
reason for the lack of statistically significant proof is 
that attendees may trust an event organizer more if 

Table 4. Regression Weights: (Group number 1 - Default model)
Causality Estimate S.E. C.R. p-value Confirmation

Event Quality → Perceived Value 0.428 0.205 2.084 0.037 Supported
Event Quality → Trust 0.020 0.038 0.518 0.605 Rejected
Event Quality → Satisfaction 0.101 0.075 1.350 0.177 Rejected
Perceived Value → Trust 0.467 0.058 8.038 *** Supported
Perceived Value → Satisfaction 0.120 0.099 1.210 0.226 Rejected
Trust → Satisfaction 0.647 0.166 3.887 *** Supported
Satisfaction → Intention to revisit 0.893 0.309 2.894 0.004 Supported
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Figure 2. Empirical model of research result

Regarding the effect of perceived value on trust, the 
estimation parameters assessing the influence of 
perceived value on trust indicate  a CR of 8.038 with 
a probability of 0.000, which is less than a significant 
probability of 0.05. Therefore, it can be deduced that 
an increase in perceived value is associated with 
a corresponding rise in trust, a relationship that is 
statistically validated for the festival. This means that 
the fourth hypothesis, which stated that perceived 
value has a positive effect on trust, was accepted. The 
findings are consistent with Pai et al. (2021), which 
demonstrated that the perception of festival value 
resulted in an increase in trust towards festivals.

In the examination of the impact of event quality on 
event satisfaction, the estimation parameter evaluating 
the relationship between event quality and event 
satisfaction demonstrates a CR of 1.350 with a likelihood 
of 0.177, surpassing the importance threshold of 0.05. 
Thus, it can be concluded that there is no statistically 
significant proof of a positive effect of event quality 
on event satisfaction. Accordingly, the fifth hypothesis, 
stating that event quality has a positive effect on event 
satisfaction, was rejected. One of the reasons for this 
could be the subjective nature of event quality. What 
one individual considers to be a high-quality event may 
be different from what another individual perceives to 
be a high-quality event. Similarly, event satisfaction 
is affected by many factors, including the level of 
excitement, the quality of services, and the location.

Statistical testing showed that the impact of trust on 
event satisfaction was notable, as indicated by the 
estimation parameter for examining trust’s effect on 
event satisfaction, which yielded a CR of 3.887 and a 
likelihood of 0.000, well below the importance level of 
0.05. Therefore, it can be concluded that the higher the 
trust, the higher the satisfaction, which is statistically 
proven. Thus, the sixth hypothesis, stating that trust has 
a positive effect on event satisfaction, was accepted. 
The findings are in accordance with Baker & Crompton 
(2000) and Han & Hyun (2015), indicating that trust 
has a direct and positive impact on satisfaction.

Finally, the estimation parameter for testing event 
satisfaction on intention to revisit showed a CR of 
2.894 with a likehood of 0.004, which is less than the 
importance likehood of 0.05. Thus, statistical analysis 
confirms that there is a positive correlation between 
satisfaction and the intention to revisit – in other words, 
higher satisfaction levels lead to a greater intention to 
revisit. This showed that the seventh hypothesis, stating 
that event satisfaction has a positive effect on intention 
to revisit, was accepted. The findings are consistent 
with previous studies by Petrick and Backman (2001), 
Tian-Cole et al. (2002), and Trinanda and Sari (2020), 
which have found that event satisfaction has a positive 
impact on the intention to revisit. The present study 
has established that hospitality, venue, product, 
convenience, and program are considered as indicators 
of festival qualities with valid and reliable results. 
These findings support the previous studies suggesting 

Hypothesis Tests

Satisfaction

Value

Trust

Event Quality Intention to 
revisit
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specifically, this study highlights the importance of 
service quality in creating a positive experience for 
visitors. The study also highlights the fact that event 
quality positively affects festival scores, implying that 
high-quality service during the event can enhance 
visitors’ perceived value. This finding has important 
implications for event managers, who need to focus on 
delivering quality services to enhance visitor experience 
and satisfaction. Finally, the study underscores the 
need for event management organizations to identify 
factors that influence visitor satisfaction and increase 
visitor loyalty to revisit. By doing so, event managers 
can create a positive cycle of satisfaction and loyalty, 
which will ultimately lead to increased revenue and 
long-term success for the event.

CONCLUSIONS AND RECOMMENDATIONS

Conclusions 

The outcomes of the statistical examinations highlight 
that the quality of the event’s service, particularly in 
terms of the product and convenience aspects, has a 
significant influence. Upon a comprehensive SEM 
analysis of the complete model, it becomes apparent 
that event quality positively impacts the festival 
ratings (CR=2.084 and P=0.037), indicating that a 
high standard of event service quality can enhance 
the perceived value of attendees. Visitors evaluated 
the event quality highly, leading to the formation of 
beliefs and psychological satisfaction, which satisfied 
the emotional value of visitors and influenced the value 
experienced in the festival. However, the relationship 
between event quality had no effect on festival trust, 
while the quality value relationship positively affected 
festival trust (CR=8.038 and P=0.000). Likewise, the 
connection between perceived values showed no impact 
on event satisfaction (CR=1.210 and P=0.226), while 
the festival trust relationship positively affected event 
satisfaction (CR=3.887 and P=0.000). Furthermore, 
the event satisfaction relationship positively affected 
the intention to revisit. Therefore, enhancing the 
quality of services in theme-based festivals is of utmost 
importance for event management organizations. It 
involves identifying the factors that influence visitor 
satisfaction and actively working to enhance this 
satisfaction, ultimately leading to an increase in visitor 
loyalty and a higher likelihood of revisiting. 

that event quality plays a significant role in increasing 
the intention to revisit (Song et al. 2014; Pai et al. 
2021). Specifically, the higher-order construct of event 
quality, encompassing programs, products, hospitality, 
convenience, and venue, fosters the intention to revisit 
by influencing perceived value, trust, and satisfaction 
within the context of food festivals (Folgado-Fernández 
et al. 2019). Therefore, providing good service quality 
and creating a positive festival experience can increase 
tourists’ satisfaction and intention to revisit (Lin and 
Lee, 2020; Namin, 2017). 

Managerial Implications

The results of the study have significant managerial 
implications for food festival event management 
organizations. Some of the key implications are 
by emphasizing product and convenience. Event 
management organizations of the Brebes food festival 
should focus on providing high-quality products and 
convenient services to visitors. For example, they can 
work with vendors to ensure that the food served at the 
festival is of high quality and provide a comfortable 
and hassle-free experience for visitors. Moreover, 
the event management organizations should strive to 
enhance the overall quality of the festival, including 
aspects such as entertainment, ambience, and customer 
service. The organizers are also suggested to build 
festival trust with visitors by ensuring transparency, 
reliability, and consistency in their operations, and to 
identify and address the specific factors that influence 
visitor satisfaction and take steps to address them. For 
example, if visitors rate the cleanliness of the festival 
grounds as a low priority, organizers could focus on 
improving the cleanliness of the venue. Lastly, the 
findings suggests the organizers of the Brebes food 
festival to focus on providing a positive experience 
for visitors, ensuring that they leave the festival 
satisfied and eager to return. This can be achieved by 
continuously improving the quality of the festival and 
building trust with visitors.

This study theoretically contributes to the growing 
body of literature on the relationship between service 
quality and customer satisfaction in the context of 
theme-based festivals. The findings of this study 
have important implications for event managers, 
who can use this knowledge to design better food 
festival services and improve visitor experience. More 
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Recommendations

As suggestion, it is important for event organizers 
to prioritize improving the quality of their services 
and identifying the factors that contribute to visitor 
satisfaction in order to create a positive and memorable 
experience for attendees. By doing so, they can 
boost visitor loyalty and increase the likelihood of 
repeat attendance at future events. In addition to 
these implications for event managers, the findings 
of this study also have broader implications for the 
food and tourism industry as a whole. For instance, 
by recognizing the importance of service quality 
and event quality, food and tourism businesses can 
improve their overall customer experience and create 
a competitive advantage in the market. Moreover, by 
identifying factors that influence customer satisfaction 
and loyalty, businesses can gain insights into customer 
preferences and tailor their offerings to meet their 
needs. Ultimately, this can lead to increased customer 
loyalty, positive word-of-mouth advertising, and 
sustained business growth. Therefore, the findings of 
this study are relevant not only to event managers, but 
also to businesses across the food and tourism industry.
Like many other studies, this one has some limitations. 
The proposed theoretical model and hypotheses were 
only tested using data from one regency and one 
event, so the findings may not apply to people in 
other situations. Additionally, data was only collected 
through a survey, so the results may not be generalizable 
beyond the sample. Thus, replicating this study in other 
events would be necessary to confirm the validity of 
the findings. The study also did not explore temporal 
effects, which should be studied in future research. 
Other unmeasured variables, such as perceived 
competence and community concerns, should also be 
included in future studies. The results suggest that trust 
is just one factor that impacts perceptions of support, 
and other variables should be studied as well.
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