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Neimen Song-Jiang Jhen Battle Array is one of the largest-scale folk cultural festivals held annually in 
Taiwan during March. While the number of visitors to the Neimen Song-Jiang Jhen Battle Array festival 
has increased steadily, how to promote high quality standards for all aspects of the festival is the top 
priority for the regional destination marketing/management organizations. The purpose of this study 
was to identify what the quality dimensions derived from the factor analysis were related to festival 
quality and performance. A pool of 31 quality attributes was generated based on festival marketing and 
management literature, and pretest information provided from undergraduate students who used to 
participate in the Neimen Song-Jiang Jhen Battle Array festival. The results illustrate the special 
socio-demographic and trip characteristics of the attendees of Neimen Song-Jiang Jhen Battle Array 
festival. These findings contribute to the understanding of festival attendees’ profile and behavior and 
thus, provide festival organizers with insights into how to promote the Neimen Song-Jiang Jhen Battle 
Array festival in order to continuously draw visitors back. In addition, the results show that six factors 
were derived from the factor analysis of 31 festival quality attributes. The interpretation of these factors 
lead to the following labels (in order of variance explained): (1) program (2) staff (3) ancillary services (4) 
facilities (5) convenience, and (6) comfort amenities. These findings add to the body of knowledge about 
festival-specific factors regarding service quality. A practical implication of this study is the availability 
of a festival-specific instrument of service quality for further testing at other types of festivals.  
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INTRODUCTION 
 
Festivals have been unique travel destinations, because 
they need not rely upon expensive physical developments 
(Kim et al., 2002). Destination marketing organizations 
(DMOs) develop and promote the cultural and heritage of 
the people as a means of attracting and enhancing visitor 
experience. Festivals are therefore classified as a type of 
cultural tourism and are travel attractions with unique 
features (Formica and Uysal, 1998). Cultural festivals, in 
particular,  provide  an  opportunity  to showcase the  
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destination’s rich heritage, local traditions, ethnic 
backgrounds, and cultural landscapes (McKercher et al., 
2006). Cultural festivals also enhance local pride and 
provide multiple recreational opportunities (Long and 
Perdue, 1990). 

Song Jiang Jhen Battle Array is a kind of temple folk art 
performance that is practiced in Southern Taiwan and has 
been used until now. Neiman Township in Kaohisung 
County is known as the “hometown of Chinese battle 
arrays”. It has the most vigorously developed folk parade 
culture and the highest density of performing troops in 
Taiwan. The annual Song Jiang Jhen battle array festival, 
which has been listed as one of the twelve important folk 
art performances by Taiwan Tourism Bureau since 2001, 
not only attracts large crowds of local residents and 
foreign visitors alike, but also promotes regional 
development. Neimen Song Jiang Jhen Battle Array 
groups are also blooming in the international arena. Since  
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2003, they have joined Rose Parade in the United States 
and Spring Make Up Performance Parade in Singapore 
and won great international reputation. In addition, they 
were invited by Gangneung Si Arts and Culture group to 
perform in Korea to promote the traditional Song Jiang 
Jhen Battle Array culture (Bureau of Tourism and Traffic 
Kaohsiung County Government, 2006).  

According to Hsu et al. (2007), the number of visitors to 
the Neimen Song Jiang Jhen Battle Array festival has 
increased steadily to approximately 100,000 since 2001, 
with the tourism revenue reaching NT $ 60 million. While 
the festival creates tremendous business and economic 
value to the host destination, the quality of the festival is 
likely to become a more important issue in order to ensure 
visitor satisfaction and repeat visits. Satisfied festival 
attendees may become repeat visitors and provide 
positive word-of-mouth advertising to family and friends, 
which ideally will translate into new visitors and an overall 
increase in tourism revenue to the community (Cole and 
Chancellor, 2009; Yoon et al., 2010).  

Given that the economic impact of festivals is heavily 
determined by festival attendees’ direct and indirect 
expenditures (Lee et al., 2008), festival organizers should 
strive to create memorable experiences maximizing visitor 
satisfaction and increasing revisit intention. Specifically, 
festival organizers could benefit from understanding what 
dimensions of festival quality are perceived as most 
important by the festival attendees. The festival in 
question for this research is the Neimen Song Jiang Jhen 
Battle Array festival, one of the largest-scale folk cultural 
festivals held annually in Southern Taiwan. It is expected 
the findings of this study could assist and guide festival 
organizers to map out their improvement directions of 
service quality management and its implementation 
strategies with a view to ensuring that every visitor 
receives an exceptional festival experience. 
 
 
LITERATURE REVIEW 
 
Conceptualization and operationalization of service 
quality 
 
The concept of service quality has been studied by 
researchers for several decades. However, there is no 
consensus on how the service quality construct is best 
conceptualized and operationalized, in part because 
different researchers have focused on different aspects of 
service quality (Chang et al., 2002). The most common 
definition of service quality is the traditional notion, in 
which quality is viewed as “the degree and direction of 
discrepancy between customer service perceptions and 
expectations” (Parasuraman et al., 1985: 41). That is to 
say, service quality is a comparison between consumers’ 
expectations and their perceptions of service actually 
received (Parasuraman et al., 1985). Based on this 
definition  of  service quality, Parasuraman et al. (1985)  

 
 
 
 
developed their GAPS model of perceived service quality. 
The model incorporates five gaps: (a) the gap between 
management’s perceptions of consumer expectations and 
expected service, (b) the gap between management’s 
perceptions of consumers’ expectations and the trans- 
lation of those perceptions into service-quality specifi- 
cation, (c) the gap between translation of perceptions of 
service-quality specification and service delivery, (d) the 
gap between service delivery and external communi- 
cations to consumers, and (e) the gap between the level 
of service consumers expect and actual service 
performance. This GAPS model conceptualizes the 
perception of service quality as a difference between 
expected level of service and actual service performance. 
The smaller the gap the better the service quality provided, 
and the greater the customer satisfaction.  

The subsequent SERVQUAL model developed by 
Parasuraman et al. (1988) is based on the perception gap 
between the received service quality and the expected 
service quality, and has been widely adopted for explain- 
ing consumer perception of service quality. Originally 10 
dimensions of service quality were proposed (reliability, 
responsiveness, competence, access, courtesy, 
communication, credibility, security, understanding the 
consumer, and tangibles). Later these were reduced to 
five (reliability, responsiveness, empathy, assurances and 
tangibles). The five-dimensional SERVQUAL scale 
provided a comprehensive conceptualization of service 
quality, and it marked the first time, in service-quality 
research, that an instrument for measuring perceived 
service quality was used. It became very well known 
among service-quality researchers.  

However, numerous researchers challenged the 
usefulness of the SERVQUAL scale as a measure of 
service quality. For example, Carmen (1990) found that in 
some situations, SERVQUAL must be customized (items 
added or edited), despite its introduction as a generic 
instrument measuring service quality in any sector. 
Similarity, Finn and Lamb (1991: 483) argued that 
researchers should not treat SERVQUAL as an “off the 
shelf” measure of perceived quality. Much refinement is 
needed for specific organizations and sectors. It should 
be noted that different attributes are used by consumers 
in determination of service levels for different products 
and services. Cronin and Taylor (1992) were amongst the 
researchers who leveled maximum attack on the 
SERVQUAL model. They questioned the conceptual 
basis of the SERVQUAL model and found it confusing 
with service satisfaction. They, therefore, opined that 
expectation (E) component of SERVQUAL be discarded 
and instead performance (P) alone be used. They 
proposed what is referred to as the SERVPERF model. 
Besides theoretical arguments, Cronin and Taylor (1992) 
provided empirical evidence across four industries 
(namely banks, pest control, drying cleaning, and fast 
food) to corroborate the superiority of their 
performance-only instrument over disconfirmation-based  



 
 
 
 
SERVQUAL model. In a much earlier study at the Dickens 
on the strand festival, Galverston et al. (1995) sought to 
determine the predictive validity of alternative approaches 
to measuring perceived service quality at a festival. 
Outcomes of their research suggested that the best 
predictors of festival service quality were the constructs 
measuring performance-only. This suggestion of using a 
performance-only construct has been made by other 
festival researchers seeking to measure service quality 
(Baker and Crompton, 2000; Lee et al., 2009; Tkaczynski 
and Stokes, 2010; Yoon et al., 2010), although, there are 
few well-known studies that have applied SERVPERF 
model in a festival setting to identify quality dimensions. 
Tkaczynski and Stokes (2010), in their evaluation of 
music quality at a festival, conceded that service quality 
factors such as those employed by the SERVQUAL and 
SERVPERF models may underpin festival service quality 
and should be explored in further studies. Results of their 
study at an Australian Jazz and Blues Festival led to the 
creation of FESTPERF instrument that differed from the 
generic SERVPERF instrument and did not replicate the 
SERVQUAL factors. Tkaczynski and Stokes (2010) 
concluded that the study has focused on one festival of a 
particular type and the generalizability of its findings to 
multiple festivals and non-music festivals remains 
untested. This raises an important question that requires 
further research.  

As the purpose of this study is to measure the quality of 
the Neimen Song Jiang Jhen battle array, one of the 
largest-scale folk cultural festivals in Taiwan, given the 
unique features of folk cultural festival itself and the 
well-cited inability for SERVQUAL and SERVPERF 
models to be replicated across different service contexts, 
the attributes and dimensions considered in this study 
should be specific to this particular context and may need 
further investigation. Furthermore, following the suggest- 
ions of Cronin and Taylor (1992), and Crompton and Love 
(1995), this study adopts the performance-only strategy 
for measuring festival quality. That is, the visitors’ 
perceptions of festival quality are used as predictors of 
satisfaction and behavioral intentions, rather than, for 
example, the gap between expected and perceived 
service quality (Parasuraman et al., 1988). 
 
 
Dimensions of festival quality 
 
Previous research has focused on how to improve the 
festival’s quality and performance in order to provide 
visitors with satisfactory experiences and increase their 
revisit intention (Baker and Crompton, 2000; Cole and 
IIIum, 2006; Lee et al., 2008, 2009; Cole and Chancellor, 
2009; Crompton and Love, 1995; Tkaczynski and Stokes, 
2010; Yoon et al., 2010). The assumption is that if a 
festival maintains a high level of service quality, there will 
be more satisfied visitors. For example, Crompton and 
Love  (1995)  took  the  initial  step toward assessing 
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festival quality, using 22 quality attributes in their study, 
though their work focused more on verifying the predictive 
validity of seven alternative quality operationalizations 
than it did on measuring the effect of quality on 
post-visitation behavior. Baker and Crompton (2000) later 
examined the relationships across festival quality, 
satisfaction, and behavioral intentions using four 
dimensions of festival quality: generic features (festival 
characteristics), specific entertainment features, and 
information sources (for example, printed programs and 
information booths), and comfort amenities for festival 
visitors. They found that information sources and comfort 
amnesties were hygiene factors, or a basic set of 
conditions, and that generic and entertainment features 
strongly motivate participants to return and provide a 
greater potential for increasing their satisfaction with the 
festival.   

Recently, Lee et al. (2008: 56) assessed the effect of 
festival quality on patrons’ emotions, satisfaction and 
loyalty from the perspective of “festivalscape”. The 
concept of festivalscape is built on the notion of 
servicescape (Bitner, 1992) that physical surroundings 
strongly influence visitor behavior, and rests on seven 
dimensions: program content, staff service, facility, food, 
souvenir, convenience, and information availability. Their 
results revealed that three dimensions of festival quality, 
program content, food, and facility, indirectly enhanced 
loyalty through satisfaction. Cole and Chancello (2009) 
noted that programs, amenities and entertainments are 
the three major components which affect the experience 
quality, overall satisfaction and revisit intention in the 
context of a festival. Their findings showed that, of all 
three festival attribute categories, only entertainment 
quality of the festival had the strongest impact on visitors’ 
overall experience at the festival, their satisfaction and 
intentions to return. In their study of measuring the effect 
of festival quality and value on visitors’ satisfaction and 
loyalty, Yoon et al. (2010) identified five dimensions of 
festival quality as major contributors to festival value: 
information service, program, souvenirs, food and 
facilities. Their findings suggested that quality positively 
affected both satisfaction and loyalty. Finally, a more 
recent study conducted by Tkaczynski and Stokes (2010) 
is the only known research to apply all service quality 
dimensions (for example, SERVQUAL, SERVPERF) and 
other specific-industry items to a festival setting. The 
FESTPERF instrument, reflecting the multi-dimensional 
nature of other service quality research, identifies three 
service quality factors not previously found in festival 
research. These are professionalism, environment, and 
core service. Professionalism and environment predicted 
visitor satisfaction that may, in turn, lead to repurchase, 
whereas core service did not predict intent by festival 
attendees’ to revisit. 

It is clear from the aforementioned discussion that 
festival quality is determined by a variety of attributes and 
acts as an antecedent to festival satisfaction according to  
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the literature on festival (Baker and Crompton, 2000; Cole 
and IIIum, 2006; Lee et al., 2008, 2009; Cole and 
Chancellor, 2009; Crompton and Love, 1995; Tkaczynski 
and Stokes, 2010; Yoon et al., 2010). Table 1 indicates a 
wide variety of festival quality attributes adopted by 
researchers for judging visitors’ satisfaction and behavior 
intention. The scope of these attributes range from 
tangible aspects, such as programs, comfort amenities, 
facilities, to the intangible aspects, such as convenience, 
information availability, and staff. These provide a useful 
reference point for the design of this study. Drawing upon 
aforementioned studies, this study adopted six dimen- 
sions of festival quality: staff, programs, comfort amenities, 
facilities, convenience, and information availability. 
Specifically, facilities, and comfort amenities cover 
attributes of tangible festival products, while convenience, 
informational availability, and staff represent attributes of 
intangible festival services. Consistent with the definition 
of quality proposed by Zeithaml (1988), quality 
dimensions in this study were operationalized as a 
visitor’s assessment of a product or service’s overall 
excellence. 
 
 
STUDY METHODOLOGY 
 
Sample design and administration 

 
The population for the study was all the attendees of Neimen 
Song-Jiang Jhen Battle Array festival. The Song-Jiang Jhen Battle 
Array is annually held in Neimen and spans the month of March. 
Thus, the survey was conducted during 21

th
 and 29

th
 March in 2009, 

in the Sunxian temple where folk dances were performed, and the 
target population was easily found. Since the festival was not gated 
or ticketed, convenient sampling was adopted in data collection. To 

achieve a wide distribution of respondents, the same number of 
respondents was randomly contacted every morning and every 
afternoon during the survey period. The interviewers approached 
visitors and asked whether they wanted to participate in the survey. 
If a potential respondent did not watch the entire performance, or 
were not willing to participate, then the next convenient sampling 
unit was chosen. A self-administered questionnaire was distributed 
to the sampling unit, and collected immediately after completion. A 
sample size of 500 was targeted with a view to enhancing the 
representativeness of the sampled population. Four hundred 
thirty-nine (439) usable questionnaires were obtained, giving an 
effective response rate of 87.8%.  
 
 
Questionnaire design 
 
A self-administered questionnaire was developed as the instrument 

to collect data. It consisted of three sections. The first section of the 
questionnaire was designed to assess visitors’ perceptions of both 
tangible and intangible aspects of festival quality on a 5-point Likert 
scale, ranging from “strongly agree” (5) to “strongly disagree” (1). A 
total of 31 quality attributes of the Neimen Song-Jiang Jhen Battle 
Array festival were identified based on existing festival marketing 
and management literature and discussed with five members of the 
DMO organizing the Neimen Song-Jiang Jhen Battle Array festival. 
The second section pertained to the visitors’ trip characteristics and 
behavioral patterns (that is, travel companions, visit frequency, 
transportation  plan  or  not  plan  in  advance  and source of  

 
 
 
 
information).  

The third section collected socio-demographic data about the 
respondents, including age, gender, education, and marital status, 
region of residence, occupation and monthly income.  

Prior to the formal survey, a pilot study was conducted to assess 
the appropriateness of the attributes for measuring festival quality, 
and to ensure that the wordings of the questionnaire was clear. Fifty 
students who used to participate in the Neiman Song-Jiang Jhen 
Battle Array festival were invited to take part in this test. Some minor 
changes in wording were done to avoid confusion. The validity and 
reliability of the questionnaire were tested using principal 
component analysis (PCA) and Cronbach’s alpha, respectively. The 
results showed that the Cronbach’s alpha coefficients for all festival 

quality attributes, ranging from 0.8108 to 0.8219 were considered 
relatively high, and they were deemed to be internally consistent 
and reliable (Nunnally, 1967). 
 
 
Data analysis 
 
Data analysis was performed using the statistical software SPSS, in 
the Windows 10.0 version. Descriptive statistical methods including 

dispersion and distribution analysis were used to analyze the 
respondents’ socio-demographic profile and traveling characteristics 
as well as the respondents’ perceptions regarding the importance of 
the 31 festival quality attributes. Principal component analysis (PCA) 
and Varimax rotation method were used in the factor analysis to 
reduce the 31 quality attributes into a set of simplified composite 
quality factors, or dimensions that could describe the original 
construct of quality attributes without leaving a large amount of the 
variance unexplained. Only factor with eigenvalue equal to or 

greater than 1 were considered significant, and chosen for 
interpretation. A variable with factor loading equals to or greater 
than 0.5 was considered significant and included in the analysis 
(Hair et al., 1998). A reliability analysis was employed to test the 
internal consistency of factor. Based on the new composite factors 
derived from the factor analysis, the gap scores for each of the six 
factors were calculated in order to identify areas of strength and 
areas which need improvement. The bigger the gap score, the more 

serious the quality of festival shortfall from the visitor viewpoint.   
 
 
RESULTS AND DISCUSSION 

 
Socio-demographic and trip characteristics of 
respondents 
 
Socio-demographic characteristics of visitors to the 
festival are presented in Table 2. 52.8% of the 
respondents were females, while males accounted for the 
remaining 47.2%. More than four-fifths (82%) of the 
respondents fell between the ages of 21 and 50 years, but 
the largest age group (34.6%) were those between 31 to 
40 years of age. Most respondents were married, 
occupying 60.6% of respondents; however, some 
respondents are single (39.4%). Nearly 80% of the 
respondents had at least finished university or higher 
degrees. The majority of respondents were public 
servants (39.0%), white-collar workers (33.0%) or 
students (18.7%). Almost two thirds of the respondents 
(65.7%) had a monthly household income exceeding NT $ 
30,000 and more than 30% had a monthly income of over 
NT$45,001.  With regard to residence, a large proportion  
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Table 1. Summary of previous research on the attributes of festival quality. 
 

Author Type of investigation Attributes of festival quality 

Baker and Crompton (2000) Visitor survey 

- Generic features 

- Specific entertainment features 

- Information sources 

- Comfort amenities 

   

Cole and Chancellor (2008) Visitor survey 

- Programs: signage for booth, business and organization booths, free gifts at 
the festival, children’s activities, arts and crafts exhibits, and printed program 
and schedules;  

- Amenities: accessibility for those with special needs, availability of 
restrooms, number of places to sit and rest, food and beverage, and 
cleanliness of festival;  

- Entertainments: live entertainment, other bands, live band at the 
courthouse square, and visual appearance of downtown. 

   

Cole and IIIum (2006) Visitor survey 

- Activities: number of scheduled events, reenactment, demonstrations, 
advertisement for the festival, variety of activities, number of cooking 
activities, number of craft venders; 

- Amenities: parking, fees, cost of food and beverages, bathroom, taste of 
food and beverages, hours when events were scheduled;  

Entertainment: music and dance, depth of the festival’s representation of 
history, sound system for entertainment 

   

Crompton and Love (1995) Visitor survey 

- The visual appearance  

- The quality of the entertainers 

- Information booths giving site directions and performance information 

- The central christmas tree 

- Feeling of safety on the site 

- Cleanliness of the portable restrooms 

-  Number of places to sit down and rest 

- The printed program showing event locations and performance schedules 

- Number of places to sit down and rest 

- The printed program showing event locations and performance schedules 

- The Dickens parade of characters 

-Cleanliness of the festival site 

- Quality of food and beverage 

- The Handbell Festival’ 

- The number of people in Victorian costumes 

- Availability of restrooms 

- The decorative lighting 

- Availability of English types of food 

- Street maps on the site giving directions 

- Friendliness of people in the Strand shops 

- The indoor performances 

- The characters from Dickens’ books 

- The variety of gifts at the booths 

- The Clydesdale horses 
   

Lee et al., (2008) Visitor survey 

- Program content: performance program, experiential program, interesting 
festival, well designed mask festival, programs related to mask dance, 
variety of events, interpretation program, well organized management and 
operation, exhibition program, and artistic mask dance; 

- Staff: kind guides and staff, quick responsiveness on request, willingness to 
help, enough knowledge about the festival, courteous guides and staff, 
number of event guides and staff; 
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Table 1. Contd. 
 

  

- Facility: comfortable festival site, facilities of festival site, space/size of 
festival site, cleanliness of festival site, atmosphere, festival site, layout of 
festival site; 

- Food: quality of food, price of food, available traditional food, variety of 
foods;  

- Souvenir: variety of souvenir, quality of souvenirs, price of souvenirs, 

- Convenience: restroom, parking lot, rest area;  

- Information: installed signboards; prepared pamphlets. 

   

Tkaczynski and Stokes (2010) Visitor survey 

- Professionalism: trust, promptness, support, transaction safety, 
understanding, and accurate information;  

- Core service: ability, music volume, sound quality, creativity, and 
equipment; 

- Environment: cleanliness, crowding, toilets, seating, and viewing 

   

Yoon et al., (2010) Visitor survey 

- Information service: pre-information service enabled me to have a good 
knowledge of festival program and schedule, signage enhanced my 
understanding of information and direction; pamphlets were well prepared, 
and festival staff provided good guide service; 

- Program: program was funny, program was varied, experiential program 
was wonderful, I learned the culture of Punggi through the program; program 
was well managed, and programs was well organized; 

- Souvenir: souvenirs were varied; souvenirs were high quality; prices of 
souvenirs were reasonable; 

- Food: food was varied; food tasted good; food price was reasonable; 

Facility: parking facility was convenient, rest area was well prepared, and 
restroom was clean. 

 

*Studies listed in chronological order. 

 
 
 

of respondents (32.6%) resided in North of Taiwan. 
Residents from Taiwan’s offshore islands are the least 
(0.9%). Thus, geography distance can influence festival 
attendees’ intention, but attractive festival activities can 
allure people from other cities. 

Regarding the trip characteristics and behavioral 
patterns (Table 3), the majority of the respondents were 
the first-time visitors, occupying 71.1% of respondents; 
however, some respondents were the repeat visitors 
(28.9%). It implies that new attendees are important for 
festival marketing, but old attendees should also be paid 
close attention. 70.4% festival attendees have no plan to 
go to Neimen Song-Jiang Jhen Battle Array in advance 
and 29.6% festival attendees have plans in advance. The 
main mode of transport used by the respondents is driving 
the car (72.2%). Respondents get the information of the 
Neimen Song-Jiang Jhen Battle Array festival from 
newspapers (25.3%); from friends and relatives (23.1%); 
from network (22.5%); from television (10.4%) and a small 
percentage from broadcasting (3.8%) and other means, 
including flags or signboards (14.9%). Although, most 
respondents get messages from newspaper, 
word-of-mouth from friends and relatives is also a very 
important channel. Most respondents come with their 
families  or relatives (55.1%). Respondents coming with 

classmates and friends are subsequently (29.4%), 
followed by those coming with tour groups (12.3%) and 
those coming alone (3.2%). Family traveling makes up the 
largest number, nearly 60%. The family is the 
predominant unit in which people spend their leisure time 
(Turley, 2001). Festival attendees thought the Neimen 
Song-Jiang Jhen Battle Array festival is suitable for family 
activities. 
The results have profiled the special socio-demographic 
and trip characteristics of the attendees of Neimen 
Song-Jiang Jhen Battle Array festival, which may provide 
festival organizers with insights into how to promote the 
Neimen Song-Jiang Jhen Battle Array festival in order to 
continuously, draw visitors back. It is clear that the target 
market is families with children. Since the majority of 
festival attendees come to Neimen Song-Jiang Jhen 
Battle Array with no plan beforehand, it is important for 
festival organizers to announce the period of time the 
Neimen Song-Jiang Jhen Battle Array will be held and to 
make a promotion plan for attracting visitors to the 
festival.  

Perhaps promotions could be developed in 
collaboration with travel agents as well as public transport 
companies (for example, Taiwan High Speed Rail, Taiwan 
railway)  to provide customized package tours to Neimen 
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Table 2. Socio-demographic characteristics of respondents. 
 

Socio-demographic characteristics Frequency Percentage 

Gender   

Male 207 47.2 

Female 232 52.8 

   

Age (years)   

Under 20  55 12.5 

21-30  107 24.4 

31-40 152 34.6 

41-50 101 23.0 

51-60 16 3.6 

61 or more 8 1.8 

   

Education level   

Elementary  30 6.8 

Middle and high school 62 14.1 

College and university 265 60.4 

Graduate 82 18.7 

   

   

Monthly income (NT $)   

Less than $15,000 87 19.8 

$15,001~$30,000 64 14.6 

$30,001~$45,000 125 28.5 

$45,001~$60,000 99 22.6 

More than $60,001 64 14.6 

   

Marital status   

Single 173 39.4 

Married 266 60.6 

   

Occupation   

Student 82 18.7 

Public servant 171 39.0 

Blue-collar workers 9 2.1 

White-collar workers 145 33.0 

Other (retired, housewife) 32 7.3 

   

Residence region   

North 143 32.6 

Central 97 22.1 

South 82 25.7 

East 113 18.7 

Off-shore 4 0.9 
 

 
 

Song-Jiang Jhen Battle Array festival. 
 
 
Perceptions of festival quality  
 
Table 4  lists  the mean score of visitors’ perceptions of 

each of 31 festival quality attributes. These 31 attributes 
can be broadly classified into three segments according to 
their mean scores. Festival quality attributes of higher 
mean scores above 4.00 were considered to be 
performing well, including “cleanliness of festival site” and 
“number of  indoor and  outdoor seats”. Festival quality
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Table 3. Trip characteristics and behavioral patterns of respondents.  
 

Trip characteristics and behavioral patterns Frequency Percentage 

Visit times   

First  312 71.1 

Second time above 127 28.9 

   

Information source   

Word-of-mouth from friends and relatives 139 23.1 

Newspaper 153 25.3 

Broadcast 24 3.8 

Television 63 10.4 

Network 133 22.5 

Others 91 14.9 

   

Companion   

Alone 14 3.2 

Family (children, parents, husband and wife) /relatives 242 55.1 

Friend/classmate 129 29.4 

Tour group 54 12.3 

   

Plan or not plan in advance   

No plan 309 70.4 

Plan 130 29.6 

   

Transportation   

Walking 9 2.1 

Riding a scooter 42 9.6 

Driving a car 317 72.2 

Taking a tour bus 61 13.9 

Others 10 2.3 
 
 
 

attributes of mean scores between 3.51 and 4.00 were 
considered to have moderate performance. A total of 24 
items were included in this category (Table 4). Festival 
quality attributes with mean scores lower than 3.50, were 
performing poorly and were associated with aspects such 
as “effective layout of festival site”, “accessibility of 
information  booth”,  “prepared  pamphlets”, “well- 
organized performance programs”, and “variety of 
program-related souvenirs and gifts”. The results of this 
analysis identified priority areas of work that can guide 
festival organizers to implement continuous quality 
improvement. It is clear that festival organizers are 
incapable of satisfying the demands of visitors in relation 
to such matter as designing a good layout of the festival 
site, organizing the flowchart of the performing programs, 
preparing thousands of copies of the festival pamphlet for 
wide distribution, and offering various program-related 
souvenirs and gifts at the booths.  

These could be the urgent issues for festival organizers 
to solve, because dissatisfied visitors are not likely to 
return to the Neimen Song Jiang Jhen Battle Array in the 
future.  

Dimensions of festival quality 
 
Factor analysis was used to identify the constructs 
underlying the 31 festival quality attributes. Principal 
components analysis was used with varimax rotation. 
Using an eigenvalue equal to or greater than one, six 
factors were suggested for retention, explaining 66.41% 
of the variance in the original dataset. Factor loadings 
were inspected and solutions improved by deleting items 
that had low loadings, making interpretation difficult. It is a 
rule of thumb that factor loadings greater than 0.3 
(absolute value) are considered to meet the minimal level. 
Loadings of 0.40 are considered more important, and if 
the loadings are 0.50 or greater, they are considered to be 
very significant (Hair et al., 1998). For the purposes of the 
study, items that were not statistically significant with 
factor loadings less than 0.50 were dropped from further 
analysis. 

Table 5 displays the domain descriptions, factor 
loadings, eigenvalues and variance explained by each 
factor and Cronbach’s alpha reliability coefficients for the 
six-factor  salutation.  All the factor loadings were above
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Table 4. Mean scores for performance of festival quality attributes. 
 

Dimension Attributes Mean 

Facilities 

Aesthetic value of facilities 3.91 

Festival site surrounded by beautiful nature 3.90 

Cleanliness of festival site 4.04 

Effective layout of festival site 3.42 

Variety of facilities (for example, park, museum) 3.70 

Space/size of festival site 3.80 

Comfortable festival site 3.74 

   

Staff 

Quick responsiveness on request 3.52 

Friendliness of guides and staff  3.80 

Knowledgeable guides and staff 3.60 

Professional guiding and interpretation services 3.63 

Willingness to help 3.62 

Number of guides and staff 3.63 

   

Comfort amenities 

Number of indoor and outdoor seats 4.01 

Appropriateness of lighting  3.95 

Adjustability of temperature setting  3.93 

Accessibility for those with special needs (for example, disabilities) 3.58 

Accessibility of information booth 3.48 

Availability of locker rentals  3.69 

   

Information availability 

Installed signboards 3.90 

Prepared pamphlets  3.46 

Clear signs of guidance to the festival site 3.68 

   

Convenience 

Sufficiency of parking space 3.97 

Convenient hours of operation 3.64 

Availability of portable restrooms  3.81 

Availability of rest area  3.74 

   

Programs 

Well-organized performance programs  3.45 

Variety of performance programs 3.65 

Interesting performance programs  3.74 

Education-oriented performance programs  3.89 

Variety of program-related souvenirs and gifts 3.29 
 

Respondents utilized a five-point Likert scale to rate their level of satisfaction with the performance of festival quality attributes: 1 = 

poor to 5 = excellent. 

 
 
 
0.5, with a majority of them above 0.6. Factor loadings 
were then used to assign a name to each factor. 
Specifically, items with higher loadings were considered 
to be more important and hence have a greater influence 
on the naming of factors. The six conceptually meaningful 
factors were labeled as: factor 1, programs; factor 2, staff; 
factor 3, ancillary services; factor 4, facilities; factor 5, 
convenience; and factor 6, comfort amenities. The first 
factor contained five items, including “variety of 
performance programs”, “interesting performance 
programs”,  “well-organized  performance   programs”, 

“education-oriented performance programs”, and 
“prepared pamphlets”. This factor was labeled “programs” 
because all items within it represented why a person 
attend a festival or the core attraction. The alpha reliability 
coefficient for this factor was 0.8141. The second factor 
included five items such as “knowledgeable guides and 
staff”, “professional guiding and interpretation services”, 
“friendliness of guides and staff”, “quick responsiveness 
on request”, and “willingness to help”. This factor was 
labeled “staff” because each item within it reflected how 
well  the festival  staff with professional knowledge and 
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Table 5. Results of factor analysis on 31 festival quality attributes and its six dimensions. 

 

Items 
Factor 1 

programs 

Factor 2 

staff 

Factor 3 ancillary 
services 

Factor 4 

facilities 

Factor 5 

convenience 

Factor 6 

comfort amenities 

28. Variety of performance programs 0.7537      

29. Interesting performance programs 0.7529      

27. Well-organized programs  0.6567      

30. Education-oriented programs 0.6509      

21. Prepared pamphlets  0.6339      

10. Knowledgeable guides and staff   0.8324     

11. Professional guiding and interpretation services  0.7898     

9. Friendliness of guides and staff   0.7079     

8. Quick responsiveness on request  0.6226     

12. Wiliness to help  0.5560     

18. Easy access to information desk    0.7816    

31. Variety of program-related souvenirs and gifts   0.7052    

19. Availability of locker rentals    0.6769    

3. Cleanliness of festival site    0.7272   

2. Festival site surrounded by beautiful nature    0.7150   

1. Aesthetic value of facilities    0.6781   

4. Effective layout of festival site    0.5591   

5. Variety of facilities (e.g. park, museum)    0.5153   

23. Sufficiency of parking space     0.7514  

20.Installed signboards      0.7110  

24.Convenient hours of operation     0.6827  

16.Adjustability of temperature setting       0.7449 

15. Appropriateness of lighting       0.6555 

14. Number of indoor and outdoor seats      0.6522 

17. Accessibility for those with special needs (for example, disabilities)      0.6311 

       

Eigenvalue 9.2969 2.0974 1.3862 1.3230 1.2072 1.2920 

Variance explained (%) 13.5424 12.3871 11.0525 10.8135 9.1684 9.4468 

Cumulative variance (%) 13.5424 25.9295 36.9820 47.7955 57.2423 66.4107 

Cronbach’s α 0.8141 0.8119 0.8155 0.8219 0.8108 0.8108 

Average mean score 3.64 3.63 3.49 3.79 3.84 3.87 

 
 
 

skills provided supplementary service. This 
dimension  had  a reliability alpha of 0.8119. The 

third factor was labeled “ancillary services” 
because  all items within it were designed to help 

ensure the reliable operation of the festival.  
Three  items such as “easy access to information  



 
 
 
 
desk”, “variety of program-related souvenirs and gifts”, 
and “availability of locker rentals” were captured in this 
factor. The reliability alpha coefficient for this factor was 
0.8155. The fourth factor was labeled as “facilities” as it 
essentially reflected the physical surroundings and 
tangible aspects of the festival. It was composed of five 
items: “cleanliness of festival site”, “festival site 
surrounded by beautiful nature”, “aesthetic value of 
facilities”, “effective layout of festival site” and “variety of 
facilities (for example, park, museum)”. The alpha 
reliability coefficient for this factor was 0.8219. The fifth 
factor was labeled as “convenience” as all items within it 
represented the ease and flexibility of attending the 
festival. Items within this factor were “sufficiency of 
parking”, “installed signboard”, and “convenient hours of 
operation”. This dimensions had a reliability alpha of 
0.8108. The last factor was labeled as “comfort amenities” 
because all items within it were related to the features that 
are mostly likely to add to a festival attendees’ comfort. It 
consisted of four items: “adjustability of temperature 
setting”, “appropriateness of lighting”, “number of indoor 
and outdoor seats” and “availability of rest area”. The 
reliability alpha coefficient was 0.8108.  

The results have shown that there is a complex array of 
quality attributes that affect the visitor experience with a 
festival. The 31 quality attributes derived from the 
literature were grouped into six factors after factor 
analysis. They are “programs”, “staff”, “ancillary services”, 
“facilities”, “convenience”, and “comfort amenities”. These 
festival-specific factors are, to some extent, consistent 
with previous studies on festival quality and performance 
(Baker and Crompton, 2000; Cole and IIIum, 2006; Cole 
and Chancellor, 2009; Crompton and Love, 1995; Lee et 
al., 2008; Lee et al., 2009; Tkaczynski and Stokes, 2010; 
Yoon et al., 2010).  
 
 
CONCLUSION AND IMPLICATIONS 
 
The popularity of the Neimen Song-Jiang Jhen Battle 
Array festival has encouraged other regional DMOs in 
Taiwan to follow this example and to sponsor festivals 
accenting their own particular natural endowments and 
cultural traits. In recent years, a variety of cultural festival 
activities are held in many rural areas of Taiwan, giving 
visitors many choices (Lee and Yang, 2008). While 
festivals were increasingly being used as instruments for 
promoting destinations (Mckercher et al., 2006), 
understanding visitors’ perceptions of festival quality and 
experience is imperative to festival organizers, because 
their evaluations directly influences the future of the 
festival in the increasingly competitive market. This could 
be attributed to the common belief that high level of 
festival quality will produce satisfied visitors who are more 
likely to spread positive word-of-mouth, and to be repeat 
visitors (Cole and Chancellor, 2009; Yoon et al., 2010).  

The  purpose of this study is to explore the dimensions  
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of festival quality affecting visitor experience from the 
perceptive of attendees of Neimen Song Jiang Jhen 
Battle Array festival. The results revealed that there is a 
complex array of quality attributes that affect the visitor 
experience with a festival. A total of six festival quality 
factors (“programs”, “staff”, “ancillary services”, “facilities”, 
“convenience”, and “comfort amenities”) emerged from 
the factor analysis on 31 quality attributes. These 
festival-specific factors are, to some extent, consistent 
with previous studies on festival quality and performance 
(Baker and Crompton, 2000; Cole and IIIum, 2006; Cole 
and Chancellor, 2009; Crompton and Love, 1995; Lee et 
al., 2008, 2009; Tkaczynski and Stokes, 2010; Yoon et al., 
2010), but are different from the traditional SERVQUAL or 
SERPERF factors. However, it is worth noting that some 
of service quality attributes from SERVQUAL or 
SERPERF were still able to be readily observed, albeit 
within new service quality dimensions in this festival study. 
In addition, Parasuraman et al. (1988) argued that 
SERVQUAL factors could be used as a skeleton for use in 
various service contexts and is not supported here, but 
this study verifies both Parasuraman et al. (1985) and 
Zeithaml (1998) assertion that the importance of both 
tangible and intangible aspects of service delivery can 
influence the overall service quality. While “facilities”, 
“comfort amenities”, and “programs” are related to the 
tangible aspects of service quality, “staff”, “ancillary 
services”, and “convenience” deal with the intangible 
aspects of service quality. By developing an instrument to 
measure service quality in a festival setting, this study 
was able to contribute to knowledge in the field of festival 
management and marketing.  

The outline of the profile of festival visitors is crucial for 
festival organizers to develop effective marketing 
strategies that identify and retain loyal visitors. The 
Neimen Song-Jiang Jhen Battle Array festival attendees 
were mostly married females, about 31 to 40 years old, 
public servants who have the two day off every weekend, 
with college and university degree and the monthly 
income of NTD 30,001 to 45,000, from North of Taiwan, 
first-time visitors, coming with their families, receiving 
information from newspaper and word-of-mouth from 
friends and relatives, having no plans in advance and 
driving a car to the festival site. The results enable festival 
organizers to find visitors with specific characteristics and 
provide in depth and meaningful insights and 
understandings of how the festival should be promoted 
and managed in order to increase visitation and to gain 
favorable recognition. For example, festival organizers 
could develop an effective marketing strategy by targeting 
families with children because, if they are satisfied, they 
are willing to recommend other families the pleasant 
experience they have had with the festival and then the 
word of mouth will be positive.  

Within the nature and scope of the study, there are four 
limitations that need to be acknowledged and addressed 
regarding this study. The first limitation concerns the issue  
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of sample selection bias. This study adopted a sample 
random sampling (that is to say, a convenient sampling 
method). Although, it offers each individual the same 
probability of being chosen during the sampling process, 
the simple random sampling can be exposed to the risk of 
sampling error due to the randomness of the selection. 
The second limitation is tied to the small sample size. The 
sample size of 369 might have limited the representation 
of the findings for the target population. Future studies 
might consider improving the accuracy and reliability of 
conclusions by conducting a large-scale survey on the 
target population. A regional or nationwide survey might 
help eliminate the problem of small sample size. Finally, 
the results may not be generalized to all types of festivals 
since sampling only one festival (that is, folk cultural 
festival). As there could be additional attributes of festival 
quality, future studies should take advantage of 
open-ended questions where respondents are invited to 
add any comments or express their individual thoughts 
and ideas.   
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