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Abstract:	 Electronic music festivals became one of the most successful forms of tourism for young 
adults. In the paper, authors aimed to explored the motivation and the perception of the 
potential visitors of electronic music festivals in Croatia and to identify the key dimensions 
of electronic music festivals. Instrument used for the primary research was a structured 
on-line questionnaire distributed among students of the University of Zagreb. In total, 
350 questionnaires were collected and analyzed. Factor analyses resulted with three fac-
tors concerning motivation (music and fun, travel, socialization). Motives with the highest 
mean value are closely related with the core of electronic music festival offer, but other 
motives should not be neglected. Paper provides several recommendations for the im-
provement of electronic music festival offer and suggest the direction and possibilities for 
the future research.
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Introduction 

Since ancient times, different kind of events attract people to take part which results 
with the unique experience and personal satisfaction. Event participation generally 
includes leisure travel which can be attributed to tourism. Nowadays, events have be-
come a core element of a destination system which influences destination attractive-
ness and global competitiveness, but also attracts visitor spending (Getz, 2016: 593).
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Creating an extra offer by having an event obtains many positive effects for the 
destination, such as “creation of the positive image of a destination and bringing 
money into the local economy” (Kruger and Saayman, 2019: 2399). Destinations are 
also motivated to host different kind of events due to the fact that this will: “attract 
tourists (especially in the off-peak seasons), improve the infrastructure and tourism 
capacity of the destination, foster a positive destination image and contribute to gen-
eral place marketing (including contributions to fostering a better place in which 
to live, work and invest), and to animate specific attractions or areas” (Getz, 2008: 
405,406). Furthermore, as Derrett (2009: 108) stated “events feed into the image and 
identity of the community and assist with creating an appealing and consolidated 
sense of the community”. According to same author, one of the main advantages of 
hosting the events is the fact that the majority of them (especially when it comes to 
music festivals) does not require a lot of infrastructure, which depends on the type of 
event. Events can be classified by different criteria, but the most commonly used are 
the size and the topic (or the theme) of the event. Different authors provide different 
classification, but the majority of them assorts events in seven main theme-based 
groups: sport events, cultural events, entertainment events, religious events, economic 
events, scientific events and political events. 

Music festivals, which are in the scope of this paper, can be characterized both as 
cultural and entertainment events. According to Frey, “music festivals date from 11th 
century (French troubadours took part in the festivities of the guilds), and the oldest 
contemporary music festival is the Three Choirs Festival in Glucester, Hereford and 
Worcester, which dates back to 18th century, followed by the Handel Festivals in West-
minster Abbey” (1994: 29). Since then, music has changed in large scale, but the interest 
of the demand for attending music festivals is constantly growing. Due to increase in 
the demand, the number of music festivals and the destinations offering this kind of 
entertainment is also in constant growth, especially the one based on electronic mu-
sic, which has diverse and numerous audience around the world, and represent a great 
potential for tourism destinations. Electronic music can be defined as “a music based 
on the usage of technologically produced sound, including synthesizers and computer 
audio production programs” (Kruger and Saayman, 2019; St John, 2006). Despite the 
fact that it has arrived in the UK around 1970s (Kruger and Saayman, 2019: 219), it 
became globally popular in the new millennium. It includes many different sub-genres 
like house, trance, techno, etc. Research taken by Caparrini et al. (2020) showed that 
more than 20 subgenres can be defined at this moment, and new subgenres evolve rap-
idly, due to the fact that thousands of new songs are released every week. 

A large number of city officials and organizers of the events, as well as the re-
searchers, are becoming more aware of the fact that community cohesion and impacts 
of the events (both economic and noneconomic), as well as the different motivation 
for the attendance of events, are all interconnected (Yolal, Çetinel, and Uysal, 2009). 
Therefore, when it comes to electronic music festivals, there are three main pillars 
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in the focus of theory and practice: motivation, involvement of the local community 
and impacts. 

The aim of the paper is twofold. Firstly, authors wanted to explore the motivation 
and the perception of the potential visitors of electronic music festivals in Croatia. 
Secondly, they wanted to identify the key dimensions of electronic music festivals, 
which includes not only the content and infrastructure primarily related with the mu-
sic festivals, but also the dimensions within the destination, such as accommodation, 
attractions, etc. Beside the scientific contribution, the paper provides an information 
for the stakeholders in the destinations involved in event tourism.  

Theoretical background

Special interest tourism is one of the fastest growing segments within the tourism 
industry (Douglas, Douglas and Derett, 2002). Term „special interest tourism“ (SIT) 
emerged in 1980s (Weiler and Hall, 1992) as a counterbalance to mainstream tour-
ism. Tourists became more experienced and have developed a higher level of ex-
pertise (Novelli, 2005). Due to this fact, market had to adopt to the expectations 
of tourism demand by creation of SIT offer. This phenomenon represents a slew in 
tourism supply; standardized and rigidly packaged supply becomes more specialised 
and unique (Agarwal, Busby and Huang, 2018). The main aim of SIT is to satisfy 
specific need of tourism demand based on specific motivation for travel. Therefore, 
tourism destination has to adapt offer in order to provide specific service which can 
fulfil the expectation of tourists. SIT can be divided into two main groups, depend-
ing on basic resources needed for its development. First group involves SIT based 
mostly on natural resources (e.g. health tourism, nautical tourism, eco-tourism, etc.), 
while second group involves SIT based mostly on social (man-made) resources (e.g. 
M.I.C.E. tourism, cultural tourism, event tourism). 

Event tourism, an important and rapidly growing segment of international tour-
ism (Getz, 2016; Getz, 1989), can be defined as a special interest tourism type which 
includes all travel motivated by active or passive participation on any kind of special 
event. Special event is considered as a “phenomenon arising from those non-rou-
tine occasions which have leisure, cultural, personal or organizational objectives set 
apart from the normal activity of daily life” (Shone and Parry, 2013: 6,7). Although 
SIT forms should be based on small scale and minimize the negative effects on the 
destination, special events can attract a large number of people in the destination 
at the same time, and therefore have to be well planned and managed in order to 
avoid as many negative effects as possible. Event tourism involves a broad industry 
framework affecting the social, political, environmental and economic context of the 
tourism region and tourist market (Douglas, Douglas and Derett, 2002). On the other 
hand, significant and constant growth of the event industry worldwide has created 
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opportunities for management professionals in a wide variety of settings (Robinson, 
Wale and Dickson, 2010). Numerous experts gained the opportunity to be a part 
of event industry, and the field of event management developed both in theory and 
practice. Event management can be defined as the design and the coordination of 
an event which includes research, planning, organizing, implementation, control and 
evaluation process (Moisce, Georgescu and Zgură, 2012). This complex process in-
volves numerous experts, not only from the tourism sector, but also from many other 
sectors within, but also out of the destination. Event management process begins with 
the idea of staging an event and lasts after the event is over and evaluated. Beside the 
activities and offer within the certain event, there is a large number of elements in the 
destination which affect visitor satisfaction, such as destination attractiveness, quality 
and price of the accommodation, restaurants, attractions, shops, etc. These elements 
have to be included in all phases of the event management, especially in the research 
part, due to the fact that different groups of tourism demand have different needs due 
to mentioned elements. For instance, younger visitors of electronic music festivals 
will probably prefer cheaper accommodation and food. Therefore, these elements 
were included in the primary research and the results are shown later in the paper.

As Bowdin et al. (2011:25) stated “events do not take place in a vacuum – they 
touch almost every aspect of our lives, whether the social, cultural, economic, envi-
ronmental or political”. Due to the same authors, numerous benefits which arise from 
hosting an event are one of the main reasons for events popularity and support. Ben-
efits (or positive impacts), as well as negative impacts, can be divided into four main 
groups: economic, environmental and social (or socio-cultural) and political (Van 
der Wagen and White, 2010). Although economic impacts were in the main focus of 
the organizers and the researchers for many years, other groups of effects gained the 
deserved importance, especially in the last decade. Every event which takes place in 
a certain destination has negative ecological impact which should be minimized as 
much as possible to be sustainable in the long run. In order to achieve a sustainable 
event which is sensitive to the environment within which is situated, this goal should 
be incorporated in event management and an environmental consultant should be 
involved in the whole process (Tassiopoulos, 2005). Furthermore, beside ecologi-
cal impacts, social impact assessment has to be a part of the process of research, 
planning and management of every event in order to improve social well-being (e.g. 
poverty reduction) (Tassiopoulos and Johnson, 2009). Due to all mentioned, it is quite 
clear that event management is very complex and has to involve many stakeholders in 
order to maximize positive effect, and, at the same time, minimize negative effect of 
the event for the destination. One of the important elements for successful event man-
agement is incorporation of trends in event organization. The most important global 
trends in the event industry include: a) focus on sustainability; b) increased need for 
safety; c) unique venue experience; d) interactive entertainment; e) focus on diversity 
end inclusion; f) usage of wearable technology (Endless events, 2020).
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According to Goulding and Shanker (2011) electronic music festivals became one 
of the most successful forms of tourism for young adults, due to the fact that 1.5 bil-
lion people worldwide listens the electronic music (IMS Business Report 2019: 5). 
According to the same source, festivals saw the biggest annual increase from 18% in 
2017 to 23% in 2018 within clubs and festivals with electronic music. Furthermore, 
fans of electronic music have a higher propensity to attend live music events (74%) 
than those of any other genre.

To assure this growth in the long run, organizers have to explore recent trends on 
the demand side and include them in the process of managing the electronic music 
festivals. Beside previously mentioned trends in event industry, main market trends 
which should be considered when organizing music festivals include: a) more choic-
es and more personalized experiences consumers want to enjoying greater choice 
and variety in everything from food to travel to on-demand entertainment; b) hybrid 
festivals attract bigger audiences and bring in more revenue – beside the primary 
theme of the festival, organizers should incorporate complementary lifestyle vendors 
and attractions such as craft beer, wine and spirits, exotic cars, food, and live music; 
c) online ticketing and more payment methods;  d) usage of RFID technology and 
smart cards add value once inside the event – e.g. wristbands and prepaid smart 
cards: e) increasing role of social media – e.g. Instagram is amplifying word of mouth 
(Evenbrite, 2019). Organizers of electronic music festivals should incorporate these 
trends in their events in order to achieve competitive advantage.  

Due to all mentioned, increase in the demand led to the increase in the supply, 
which resulted with the higher number of electronic music festivals. According to 
the web site Electronic music festivals, in 2020, 38 electronic music festivals were 
planned to be in Croatia, with almost 400,000 people attending. More than 50% with 
between 5,000 and 10,000 visitors, 24% with less than 5,000, while 21% with more 
than 10,000 visitors. Some of them were cancelled because of Covid 19 pandemic. 
The most visited one, Ultra Music Festival – Europe, usually has more than 150,000 
visitors. It is also interesting that the majority (70%) of electronic music festivals in 
Croatia takes place in July and August. Due to the results of Tomas research (IZ-
TZG, 2020), 5.5% of the examinees vas motivated to come to Croatia for having fun 
and visiting festivals, which places this motive among the 10 most important ones. 
Although the positive economic effects of electronic music festivals in Croatia are ir-
refutable, possible negative effects for the destinations has to be considered and min-
imized. For instance, Ultra Music Festival – Europe, as the biggest one, has negative 
ecological and socio-cultural effects such as: abasement of the resources, ecological 
contamination, air pollution, noise, criminal, dissatisfaction of locals, etc. These neg-
ative effects cannot be avoided, but can be minimized as much as possible. Some of 
possible solutions, such as organizing festivals in off season or in destinations with 
smaller number of tourists, are explained later in the paper. 
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On the basis of all mentioned, it is possible to conclude that this market segment is 
constantly growing and represents a great potential for the destination and the orga-
nizers. However, this area is still under-researched, and needs to be segmented based 
on the demand characteristics.   

Kotler (1980) suggested that the segmentation of the consumers should be based 
on one of four bases: demographic, geographic, psychographic and behavioural. Mar-
ket segmentation is widely used to profile attendees (Tkaczynski and Rundle-Thiele, 
2011: 426). Due to same authors, many event academics argued that “attendees should 
be segmented based on their motivations”. A motive is “an international factor that 
arouses, directs and integrates behaviour of people” (Iso-Ahola, 1980, 1982), and 
represents a starting point in the decision-making process (Crompton and McKay, 
1997: 425).

Crompton and McKay (1997: 426, 427) claim that “there are three main reasons 
for investing effort in better understanding the motives of festival visitors: (1) iden-
tification of visitors needs is a prerequisite for effectively developing elements of a 
festival and marketing them, (2) motives and expectations affect satisfaction and (3) 
identifying and prioritizing motives is a key ingredient in understanding visitor’s 
decision processes”.    

According to Abreu-Novais and Arcodia (2013: 35,36), the majority of the event 
motivation research is based on one of three motivational theories. The first one is 
presented by Dann (1977, 1981). This theory includes push and pull factors, which 
means the internal motives and external forces. Second method is provided also by 
Dann (1977), but it is based only on push factors, due to the fact that person first 
experiences the internal need for travel. The third commonly used theory is “seek-es-
cape dichotomy” provided by Iso-Ahola (1980; 1982) which claims that “there are 
two main motivational forces: the desire to escape and the desire to seek intrinsic 
rewards”. Furthermore, some of the research are based on Maslow’s need hierarchy.

All mentioned theories are not created for event tourism motivation research 
and therefore cannot fully explain the behaviour of event tourists. The theoretical 
framework which is created for special event motives and behaviour is presented 
by Getz and Cheyne (2002) and includes three different dimensions of motivation: 
generic leisure and travel motives, extrinsic motives and event specific motives. This 
theoretical framework is commonly used in many event motivation research (e.g. 
Blešić et al., 2014; Vinnicombe and Sou, 2017; Riviera, Semrad and Croes, 2015; 
Kruger and Saayman, 2019; Kruger and Saayman, 2017), but the number of dimen-
sions varies. Results of the existing research emergent several dominant dimensions 
which include: socialisation (can be divided in external and known group, cultural 
exploration, music, event novelty, escape, excitement and travel and relaxation). In 
2001, Nicholson and Pearce noticed that the majority of the research involves indi-
vidual events, while there is lack of more systematic and comprehensive approach of 
the event motivation. Nowadays, almost 20 years later, situation still remained quite 
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same. Furthermore, researchers, as well as decision makers, have to be aware of the 
fact that motivation is very variable category, it is constantly changing due to numer-
ous internal and external factors. 

Due to prior studies and some specific features of electronic music festivals, and 
for the purpose of primary research, authors created highly structured questionnaire. 
The main aim is to understand the electronic music festival perception and moti-
vation, as well as to identify the important dimensions of electronic music festivals 
from the potential visitors’ point of view, in order to provide valuable data both for 
the scientists and practitioners.  

Methodology and research results 

In order to understand the electronic music festival perception and motivation, pri-
mary research was taken. Research instrument used in the paper is a structured on-
line questionnaire. The questionnaire consists of four sections. First section includes 
general information on respondents. Second section examines the level of impor-
tance of 12 motives on the five-point Likert scale (1 - unimportant, 5 – very import-
ant), while third section examines the importance of chosen elements in destination. 
In the last section, respondents graded four electronic music components on the five-
point Likert scale. Survey was distributed and collected in March 2020 among stu-
dent population, due to the fact that they represent the important demand potential 
for electronic music festivals. Research sample included students from the University 
of Zagreb. Link on the questionnaire was distributed via teaching platforms. In total, 
350 questionnaires were collected. When it comes to respondents’ profile, the sample 
included 248 (70.9%) females and 102 (29.1%) males, while the average age was 21. 
The research included not only students who have already attended electronic music 
festival (effective demand), but also the potential one, in order to examine the poten-
tial differences between these two groups of demand. The majority of respondents 
belongs to the potential demand (70.9%), while 102 respondents (29.1%) has already 
attended electronic music festival. 

For the data analyses, authors used descriptive statistics and factor analyses. Cho-
sen techniques appertain to most commonly used techniques in the researched area 
(Tkaczynski and Rundle-Thiele, 2011). Questionnaire was created in Google forms, 
data were captured by using Microsoft Excel and analysed by using SAS.

Exploratory factor analysis, a method of multivariate analysis which “among 
the given variables defines those that best describe what they refer to” (Hair, Black, 
Babin, Anderson, 2010), included 12 motives. Examined motives were created on the 
basis of previous research on festival motivation (Kruger and Saayman, 2019; Vinni-
combe and Sou, 2017; Blešić et al., 2014; Abreu-Novais and Arcodia, 2013; Crompton 
and McKay, 1997). “The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy 
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statistic indicates whether the correlations between variables can be explained by the 
other variables in the data set” (Sarstedt and Mooi, 2014). The value of the KMO 
coefficient is 0.869, which confirms that the data from the sample are appropriate for 
factor analysis, since “any value of the KMO coefficient higher than 0.5 is considered 
appropriate” (Williams, Brown, Onsman, 2010: 6). For the factor matrix rotation 
Varimax rotation was performed. “The factor loading of each item included in the 
analysis should be at least 0.5, but lower loadings of above 0.3 can be accepted” 
(Sarstedt and Mooi, 2014). Table 1 represents the results of Varimax rotation.

Table 1: Results of Factor analyses 

Rotated Factor Pattern

  Factor1 – Music and fun Factor2 - Travel Factor3 - Socialization
To enjoy live performances 0.69219
To listen certain music genre 0.65439
To enjoy main performers show 0.65399
To enjoy the atmosphere 0.57722
To enjoy dancing 0.50254
To enjoy traveling 0.76690
To meet the destination 0.75119
To meet new people 0.74327
To spend time with friends 0.72774
Eigenvalue 3.972 1.828 1.276
Variance (%) 28.2 17.8 10.2
Cumulative variance (%) 28.2 46 56.2
Reliability coefficient 0.71 0.75 0.72

After the analyses, three motives were excluded (to escape from everyday life, 
to spend time with people from foreign countries, to enjoy alcohol). These motives 
also have quite low mean average. Analyses resulted with three factors (music and 
fun, travel and socialization). In exploratory studies, acceptable value of Cronbach ś 
alpha is 0.6 (Cronbach, 1951), which leads to conclusion that all three factors have 
high reliability coefficients. Cronbach ś alpha reliability coefficient for the first factor 
(music and fun) is 0.71, for the second factor (travel) is 0.75 and for the factor “social-
ization” is 0.72. Therefore, it is possible to conclude that statements included properly 
describe the variable.  Furthermore, it is possible to conclude that there is a high 
correlation between statements (all factor loadings are higher than 0.5). 
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Table 2: Mean ratings and standard deviations of the items

  Mean Standard 
deviation

To enjoy live performances 3,86 1,20
To listen certain music genre 3,85 1,24
To enjoy main performers show 3,83 1,16
To enjoy the atmosphere 3,80 1,19
To enjoy dancing 3,79 1,22
To enjoy traveling 3,76 1,22
To meet the destination 3,51 1,21
To meet new people 3,27 1,20
To spend time with friends 3,14 1,14

Table 2 shows that live performances are the most important motive among ex-
aminees (3.86), together with the travelling (3.85) and meeting the destination (3.83) 
which shows the importance of the destination where electronic music festival takes 
place. Meeting new people has the lowest mean value (3.14).

Table 3: Mean ratings of important elements

 Element Mean
Ticket price 4.13
Price of accommodation 4.11
Time period 4.09
Other content on festival (food, drink, etc.) 3.94
Destination attractiveness 3.84
Other activities in destination (health, culture, etc.) 3.77
Quality of accommodation 3.52

Third section of the questionnaire involved different elements in destination. As 
shown in the Table 3, all elements are quite important, since the lowest graded ele-
ment (quality of accommodation) is graded with 3.52. The most important elements 
involve prices (ticket price and accommodation price) which is expected due to the 
fact that sample includes student population. 

The last part of the questionnaire involved four electronic music components. 
Three of them were graded with high marks (energy (4,32), music	(4,24) and produc-
tion	 (4,23)), while text is not so important for electronic music fans. 

On the basis of previous research and provided primary research results, hereaf-
ter authors will provide and discuss several recommendations for the improvement 
of electronic music festival offer and suggest the direction and possibilities for the 
future research of the area. 
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Discussion and conclusion

As expected, motives with the highest mean value are closely related with the core of 
electronic music festival offer, the music itself. It includes live performances, main 
performers and the genre. This is the reason why organizers have to have at least 
one well established and well known performer on the festival. Famous performers 
can be attracted not only with the financial aspect, but also with the destination, cred-
ibility and tradition of the festival, previous experience and recommendations of his 
colleagues. A large number of famous performers loves to come and perform in Cro-
atia, which provides further potential for electronic music festivals. When it comes to 
interrelation between dance and electronic music festival, previous research, as well 
our research, showed that dancing belongs to one of the main motives for attending 
electronic music festivals. High mean value for this motive in the majority of research 
can be explained by the fact that “electronic dance music could be described as music 
that has been produced with the foremost aim to make people move (dance)” (Burger 
and Toiviainen, 2018:187). This is one of the reasons (together with the constant in-
crease of the songs and fans of EDM) for the increase in the demand and the number 
of electronic music festivals, especially in the last decade. Furthermore, Sloboda, 
O’Neill and Ivaldi (2001) explained why people love to be engaged with music. This 
engagement is enmeshed in a social and cultural world where people can “forget” the 
grounds on which their feelings and behaviours are based. Traveling for music deep-
ens this feeling, due to the fact that people change their environment. 

Despite the importance of motives which belong to the core of the event, research 
provided by Gelder and Robinson confirmed the thesis that multiple motivations is 
very important and that it can be very risky festival managers to rely only on the 
theme of the event. This is confirmed in our research, due to the fact that other mo-
tives also have high mean value, and cannot be neglected, such as traveling and 
meeting the destination. High mean value for this motives conferred the presump-
tion that destination in which electronic music festival takes place is very important. 
Destination has to be attractive, but not necessarily well known. There are some fes-
tivals which take place always in the same destination, while there is well established 
festival which take place in different destinations, or in more than one destination. 
This kind of festivals provide an opportunity for some attractive, but quite unknown 
destination to become popular and to promote its offer. However, destinations have 
to be careful when hosting this kind of event, due to the fact that there is a large 
number of people who are quite noisy, which can affect other tourists’ satisfaction in 
a negative way. This is a challenge which has several solutions. First one is to orga-
nize festival on “off season” if it is organized in established destination. Croatia has 
a problem with high seasonality. The majority of tourist arrivals and overnight stays 
takes place in July and September. To avoid possible dissatisfaction and conflicts, fes-
tival managers should thing about organizing festivals in June or September, which 
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is now not the case. This would not only decrease seasonality, but also enable lower 
price of accommodation, which was, as shown in the Table 3, one the most important 
elements for the potential demand. The most important element was the ticket price, 
which could also be lower if the cost of the organization were lower, which is possible 
in off season. Second solution for the offer improvement is organizing festivals in 
the surrounding of famous destinations in peak season, with good connection with 
the famous destination. There are less developed and not well known destinations in 
Croatia which could host festivals. This solution is already implemented for several 
festivals, and has shown quite good results. These festivals have the continuity and 
become more and more recognized, providing many positive effect for the destina-
tion. Third possible solution is organizing more festivals in continental part of Croa-
tia, which in, when it comes to tourism, quite underdeveloped. Organizing electronic 
music festival in continental Croatia, especially in rural areas, is quite challenging 
but has many positive sides. First one is the cost. The majority of services provided 
are cheaper, which will result with lower price and better offer. The key factor in this 
solution is good promotion. All three solutions, which have both positive and negative 
sides, could provide good results and be sustainable in the long run.      

In order to assure sustainability and improve positive impact for the destination, 
festival managers should include some of the trends mentioned earlier in the paper. 
For instance, it is possible to include sightseeing of the destination or visit to main 
attractions in the ticket price, or provide coupons with the discount for restaurants, 
bars, attractions or excursions. This would not only provide economic benefits, but 
would also assure positive social impact for the local community and promote the 
destination offer.

In future research of electronic music festivals, motivation should be in the main 
focus, due to the fact that, as Pearce stated (2005:86), “study of motivations is funda-
mental and basic to the study of tourism development”. According to Pegg and Pat-
terson (2010) motivation is a key factor underlying all tourist behaviour. Although the 
motivation related research is in constant growth, the majority of search in the area 
is focused on one festival. Research should be broadened to larger number of festi-
vals, in order to provide results which could be generalized and used in destination 
planning. Furthermore, future research should be more focused on potential demand 
(including younger generations), due to the fact that they represent the demand for 
festivals which will take place in the future, and that their mind set, behaviour and 
habits are quite different, due to the differences between generations (X, Y and Z). 

It is possible to assume that constant changes (new songs, genres and performers), 
will lead to increase in electronic music festival demand, which will result with the 
increase of the quality and quantity of electronic music festivals worldwide. Croatia 
has potential to be more recognized destination in this area, but it has to be con-
stantly engaged with the world trends. Furthermore, electronic music festivals should 
become a part of tourism development strategy and involve many stakeholders in the 
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destination in order to be sustainable and accepted by the local community as well as 
compatible with all other forms of tourism in certain area.  
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