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ABSTRACT
This study explores how the fear of missing out (FOMO) affects the flow experience,
festival satisfaction, and revisitation intention of attendees at a country music festival.
Based on the cognitive appraisal theory, the study surveyed 317 participants and
found that several factors contribute to the flow experience, which in turn impacts
festival satisfaction and revisitation intention. The results reveal that participants
with higher FOMO levels have a higher intention to revisit, with festival satisfaction
mediating the relationship. This research repositions FOMO as the fear of missing
out on the same event that individuals are attending. By highlighting this
alternative understanding, the study suggests that FOMO can be leveraged as a
resource for event organizers, potentially providing opportunities for engagement
and enhancing attendee experiences. The proposed conceptual model and the
insights gained from this research offer valuable contributions to the field and
provide a foundation for further investigation and theoretical development.
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Introduction

The study of events has become one of the most
prolific areas in tourism research in recent decades
owing to their contribution to tourism development
(Getz & Page, 2016). Specifically, event tourism
attracts tourists to hosting destinations during off-
peak season, helps the destinations to build a positive
image and creates employment opportunities for the
local communities (Li et al., 2021). Among the various
types of events, music festivals, which are distinct
from other types of events due to their focus on
themed celebrations (Getz & Page, 2016), have occu-
pied a significant status (Lee & Kyle, 2014). Notably,
the demand for festival tourism has been surging
exponentially since the early 2000s with a £313
million economic impact recorded for a single event

held in the UK (BBC, 2018). For destinations, there
appear to be significant benefits to hosting music fes-
tivals of different scales, thereby indicating the impor-
tance of managing and handling music festivals in a
competitive business manner. Given the value of
event tourism, much research has been conducted
to create an event knowledge base. Yet, a few
research gaps remain.

Firstly, the common focus of research into festival
and event tourism has been predominantly associ-
ated with operational issues of events, but overlook-
ing the impact of these issues on participants’
experiences (Laing, 2018). One cogent example is
the work on flow experience. As music festivals can
be seen as an experiential tourism product, it is critical
for event organizers to understand and manage the
different aspects of a festival so that they can create
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an immersive environment that encourages repeat
participation. The optimal state of flow hinges on
several antecedents such as skill performance, ambi-
ence, attendees’ self-congruence, other consumers’
passion, and consumer-to-consumer interaction
(Ding & Hung, 2021). When the individuals feel in
harmony with the service setting and their skills and
knowledge match the experience, they will be in the
flow state that can ultimately lead to high involve-
ment and total absorption (Fu et al., 2017). Even
though there have been calls for more research on
understanding how flow experience can be obtained
in different research contexts, flow studies are cen-
tered on physical activities and sports (deMatos
et al., 2021) and few studies have been conducted
on visitors’ flow experience when attending music fes-
tivals (Ding & Hung, 2021).

Alongside the concept of flow experience is the fear
of missing out (FOMO). FOMO can be seen as an
anxiety condition causedwhen an individual perceives
he/she may miss out on something rather than gain
something (Kim, Lee, et al., 2020). It is also a phenom-
enon arising from the human need for belongingness
and popularity (Hayran et al., 2020). Previous studies
such as Al Rousan et al. (2023) have found that many
attendees participate in music festivals not only to
satisfy functional needs but also to foster social con-
nectedness. Following this line of thought, in the
context of festival tourism, visitors may gravitate
towards festival participation only if the festival is per-
ceived as a resource to connect with others, a tool to
develop social competence, and a chance to develop
social ties (Przybylski et al., 2013). Unlike other forms
of definition of FOMO, this study reconceptualize
FOMO as the fear of missing out on the same event
that individuals are attending. Traditionally, FOMO
refers to the anxiety or apprehension that arises from
the fear of missing out on enjoyable experiences or
opportunities in general. Many of the studies such as
Kim, Lee, et al. (2020) conceptualize FOMO as the
idea that others are having exciting or fulfilling experi-
ences that one is not a part of. Differentiating this
reconceptualization from the traditional definition of
FOMO highlights the contextual specificity of fear,
suggesting that the fear is not just about missing out
on any experience but about missing out on a particu-
lar event that others are actively engaged in. This nar-
rower definition would address a gap in literature that
would potentially advance our understanding of the
complex dynamics involved in event experiences and
provide valuable insights for both theory development

and practical applications in the field of event
management.

In addition, there is a limited understanding of festi-
val tourism. Despite festival tourism being termed “an
emerging giant” a few decades ago, empirical literature
on the subject is not substantial in quantity (Laing,
2018). Meanwhile, existing studies primarily deal with
events organized in developed or emerging countries,
including the USA, the UK, Australia and China (Özdipçi-
ner et al., 2020). As such, this study responds to call by
Özdipçiner et al. (2020) to further research into the
behavior of festival attendees participating in festivals
held in the context of different countries, especially
developing countries in Asia. Finally, while festival
tourism is gaining momentum again in the post-
COVIDera, it is important tohighlight that thepandemic
has significantly altered consumers’mindset (Tan et al.,
2023). While there are papers such as Ding and Hung
(2021) that examine factors influencing revisit intention
of festivals, our study differentiates as this is the first few
papers that focus on the resumption of face-to-face
events after the COVID-19 pandemic. Earlier papers
such as Ding and Hung (2021) predominantly focus on
events before the pandemic. While it provides good
insight, its relevancy is questionable. After all, the pan-
demic has significantly impacted the music festival
industry, leading to changes in attendee expectations,
experiences, and overall satisfaction (Chi et al., 2021).
In other words, it reshaped people’s attitudes and
expectations towards public gatherings and events.
Factors like crowd size, health and safety measures,
lineup diversity, and overall festival organization may
have gained or lost importance. Therefore, the theoreti-
cal and practical significance of this study cannot be
underestimated. Due to the novelty of COVID-19, the
implications of the pandemic on event tourism as well
as the research conducted on events held post-COVID
remain understudied thereby creating grounds for
further research.

Based on the aforesaid, this present study aims to
ascertain the antecedents (skill performance, ambi-
ence, self-congruence, other consumers’ passion and
consumer-to-consumer interaction) that contribute
to festival attendees’ flow experience when attending
a music festival in Malaysia post pandemic and the
subsequent effects on their satisfaction and revisit
intention. To better understand the interrelationship
of the different constructs, we also propose a moder-
ated mediation model in which flow experience influ-
ences revisit intention, with satisfaction as a mediator
and FOMO as a moderator.
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Study context

Malaysia has a thrivingmusic festival scene,with several
annual events that attract both local and international
audiences. Some of the most notable music festivals
in Malaysia include the Good Vibes Festival, an annual
music festival that has been held in Kuala Lumpur
since 2013. The festival showcases a mix of local and
international artists across various genres, including
indie, electronic, and hip-hop. Another would be the
Rainforest World Music Festival (RWMF). This is a
three-day music festival that takes place in Sarawak,
Borneo. The festival features traditional and contempor-
arymusic fromaround theworld,with a particular focus
on world music and indigenous music (Ho et al., 2022).
Similarly, the Miri Country Music Festival (MCMF) is
renowned as one of the most prominent country
music festivals in Southeast Asia, with its distinct
feature of offering a diverse range of activities through-
out the occasion, making it a lifestyle and social gather-
ing that caters to people of all ages and suitable for
families (Tan, Sim, Chai, et al., 2020).

The impact of these music festivals on Malaysia’s
culture and economy has been significant (Chen &
Lei, 2021; Ding & Hung, 2021). First, music festivals
provide a platform for local artists to showcase
their talent and gain exposure, while also bringing
in international acts and audiences. This helps to
promote Malaysia’s music scene and boost the coun-
try’s cultural profile (Sia et al., 2015; Tan, Sim, Chai,
et al., 2020). Additionally, music festivals generate
significant revenue for the local economy, with tour-
ists traveling from all over the world to attend these
events. According to a report by the Malaysian
Association of Tour and Travel Agents (MATTA), the
music festival industry in Malaysia is estimated to
be worth around RM$2.2 billion (approximately US
$540 million) annually (MATTA, 2021). This includes
revenue generated from ticket sales, merchandise,
food and beverage, accommodation, transportation,
and other related industries.

One such festival is the MCMF. Miri, an eastern
Malaysian city, has gained its fame, due to its discov-
ery of oil-fields that attracted attention from inter-
national oil and gas investors. This has turned the
city into a multicultural hub (Tan, Sim, Chai, et al.,
2020). As stated by Then (2017), the city also
housed numerous UNESCO heritage sites such as
the Niah National Park. Due to its rich social, cultural,
and economic history, Miri has become a popular
destination for tourists and expatriates from

different countries. The city has earned a reputation
for organizing events that display its multi-ethnic
and multi-religious identity, such as the MCMF.
This festival features country music acts from
around the world and offers a range of activities
suitable for the whole family, making it a unique
and popular event in Southeast Asia (Tan, Sim,
Chai, et al., 2020). It is natural that this study focus
on MCMF, given its distinctive features and
popularity.

Literature review

Theoretical foundation

The cognitive appraisal theory may provide insights
into an individual’s perception on the environment,
the reaction of emotional state as well as his/her sub-
sequent behaviors. To explain further, emotions are
thought to be rooted in the evaluation of stimuli of
an experience (Peng & Kim, 2014). According to
Lazarus (1991), a person’s emotional responses to a
situation are directly tied to his/ her personal
interpretation of the situation as it unfolds. Hence,
when applied to a tourism product such as festival
participation, visitors are likely to interpret the same
stimulus experience differently, resulting in distinctive
emotional responses (Chi et al., 2021). Similar to other
tourism products, festival participation possesses a
combination of tangible and intangible attributes in
which festival participants would ascribe meaning or
develop connections with through the emotions eli-
cited towards their immediate environment (Arm-
brecht & Andersson, 2020). As visitors’ service
encounters with a festival evoke emotions through
cognitive appraisal stimuli, it is crucial for event orga-
nizers to identify the unique characteristics of festival
experience that can elicit positive emotions (Nguyen
et al., 2020). Once the service providers distinguish
their offerings and positive emotions are achieved
among consumers, consumers would go beyond pur-
chase transactions (Choi & Park, 2020). For example,
tourists who develop a high level of positive
emotional response may be engage in positive beha-
viors including revisiting, buying souvenirs or sharing
experiences through social media in order to make
their experience tangible (Kim & Hall, 2022; Loi et al.,
2017; Tolls & Carr, 2021). It is also evident that the cog-
nitive appraisals approach is appropriate in capturing
the subtle nuances of emotions, thereby allowing
better understanding on how emotions can affect
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consumption related behaviors (Krause et al., 2019).
Drawing references from Kim and Thapa (2018), the
flow experience can be considered as an emotional
state, which would, in turn, affect visitors’ behavioral
responses including satisfaction and revisit intention.
Figure 1 summarizes the conceptual model of this
study.

Antecedents of flow experience

Flow experience can be described as an individual’s
psychological state when he/ she is fully engaged in
an activity, ignoring the existence of other things as
well as feeling pleasure and content (Kim & Thapa,
2018). The concept of flow was first coined by Csiks-
zentmihalyi (1991) that discovered individuals experi-
enced enjoyment and got carried by a current like a
river flows when performing activities that they pre-
ferred. Since flow experience corresponds to an
optimal physiological state, the concept has been
widely regarded as a key element to achieve
optimal experience (Amatulli et al., 2021). To under-
stand how flow experience can be achieved, Fu

et al. (2017) posit that flow experience may be in
relation to self-congruity, as an optimal experience
is likely to be obtained when there is a parallel
between visitors’ self-concept and the festival person-
ality. This is in line with scholars’ definition explaining
flow experience as a unified flowing from one
moment to the next, in which we feel in control of
our actions, and in which there is little distinction
between self and environment; between stimulus
and response; or between past, present, and future
(deMatos et al., 2021; Ding & Hung, 2021). Recogniz-
ing the importance of eliciting positive experience
when consuming tourism products, scholars have
studied tourists’ flow experience in different tourism
scenarios such as participating in VR tourism (Huang
et al., 2021), nature-based tourism (Kim & Thapa,
2018), golf tourism (Swann et al., 2015), adventure
tourism (Wu & Liang, 2011), art performance tourism
(Zhang et al., 2021) as well as festival participation
(Ding & Hung, 2021). Although the application of
the concept of flow experience to the tourism
context is promising and the research interest is
evident, the connection between flow and tourists’

Figure 1. Conceptual model.
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experience in a music festival remain understudied
(deMatos et al., 2021). To the best of the authors’
knowledge, Ding and Hung (2021) is the only study
that empirically studied festival attendees’ flow
experience. Following Ding and Hung (2021), there
are five antecedents of music festival attendees’
flow experience: skill performance, ambience, self-
congruence, other consumers’ passion, consumer-to
consumer interaction.

Skill performance. Skill performance has been more
commonly studied in the context of sports events in
which it investigates spectators’ perception of ath-
letes’ performance quality in sporting activities (Ko
et al., 2021). Previous studies such as Armbrecht and
Andersson (2020) also noted that athletes’ skill per-
formance was associated with the spectators’ immer-
sive experience, excitement and positive emotional
experience. Hence, in this study, skill performance
can be defined as festival attendees’ perception
towards the quality of the performance of singers/
bands in the music festival. Along the same line, the
performance of the music festival will likely shape
consumers’ experience given that in service consump-
tion involving performances and music, visitors see
the performance of the related shows as the core
service component (Uhrich & Benkenstein, 2012). In
other words, the need to enjoy a music performance
can be seen as a motivator to people attending a
music festival, hence making it an important
element that shapes visitors’ experience (Vinnicombe
& Sou, 2017). Following this rationale, when music fes-
tival attendees evaluate the performance favorably,
they are more likely to have fun and gain a positive
emotional experience, which would ultimately result
in flow (Ding & Hung, 2021). Based on the above dis-
cussion, it is hypothesized that:

H1a: Skill performance has a positive influence on festival
attendees’ flow experience.

Ambience.Ambience, on the other hand, may be attrib-
uted to several background elements in a service
environment, including lighting, colors, sounds, smell,
temperature, and the availability of signage to guide
consumers through the service system (Gilstrap et al.,
2021). Ambience may amplify positive feelings as it is
the “background conditions that exist below the level
of immediate awareness” (Aubert-Gamet, 1997, p. 29).
In this regard, it has been noted that a good ambience
elicit feelings of pleasure and evoke different levels of
emotions among consumers (Yuan et al., 2021). Simi-
larly in the context of festival participation, these

background elements also serve as key indicators for
attendees when evaluating their festival experience
(Sia et al., 2015). While the relationship between ambi-
ence and flow experience has not been extensively
studied, previous research focusing on other contexts
such as elearning and gamification (Gupta & Priyanka,
2022), mobile banking (Jamshidi et al., 2018) and
virtual gaming (Wu& Liang, 2011) has proven the exist-
ence of linkage between the two constructs. From
these, it is natural that we postulate that the ambience
of a music festival can also affect visitors’ emotional
reaction and hence their flow experience. Accordingly,
it is proposed that:

H1b: Ambience has a positive influence on festival atten-
dees’ flow experience.

Self-congruity. Self-congruity can be understood as the
degree of fit between a brand’s personality and consu-
mers’ self-concept (Confente et al., 2020; Sirgy & Su,
2000). A complex and multifaceted construct, self-
concept comprises one’s actual, ideal, social and ideal
social self (Šegota et al., 2022). Evidence shows that con-
sumers tend to express themselves by purchasing
goods or services with images that match their self-
concept (Fu et al., 2017). In order words, consumers
express their values, lifestyle or personal beliefs by pur-
chasing products or services they see as matching the
image they have of themselves (Fu et al., 2017). This
psychological process may also be applied to partici-
pation in a music festival. For example, people who
are adventurous and open minded are more likely to
attend jazz music festivals characterized by swing,
blue notes and complex chords, whereas those who
are outgoing, and conservative are more likely to
prefer countrymusic festivals that incorporate elements
of folk and rural dance. As such, it can be deduced that
music festival participation “is closely related to the
strengthening of the individual, group, or social identity
and the expression of different levels of self to the
outside world” (Ding & Hung, 2021, p. 4). When a
person feels personally connected with the service
environment, heor shewouldbemore likely toappraise
the relevance of the service experience based on per-
sonal needs and goals, thereby resulting in visitor
delight. While limited, previous tourism and hospitality
studies such as Fuet al. (2017);Šegota et al. (2022) found
that self-congruence affects visitors’ flow experience.
Thus, based on the discussion, it is hypothesized that:

H1c: Self-congruity has a positive influence on festival
attendees’ flow experience.

420 K.-L. TAN ET AL.



Other consumers’ passion. When evaluating the con-
sumption experience, it is widely recognized that
social factors are an integral part of a service experi-
ence (D’souza et al., 2021). One such example is
other consumers’ passion. Especially in a mass
service setting like festival participation, visitors are
more susceptible to being emotionally affected by
other visitors’ displayed actions including yelling,
cheering, clapping or even booing as they share the
context of an event (Ding & Hung, 2021). This may
be explainable by the fact that humans are social
animals that are drawn by the attractiveness of
others, aroused by their mere presence, and stimu-
lated by their activity (Latané, 1981). Such social
forces would, hence, push individual to think or
behave in a particular way. Social psychology also
posits that individuals are prone to make emotional
responses to other consumers’ behavior as they
provide each other cues in service assessment.
Along the same line other consumers’ passion also
results in an individual following others’ emotional
and behavioral patterns as they share a sense of
belonging. This state of synchrony will consequently
affect the assessment of a service experience as well
as consumers’ emotion (Lin et al., 2011). With that
being said, if surrounded by passionate music festival
visitors, an individual is more likely to relax, enjoy the
fun and obtain flow experience (Ding & Hung, 2021).
Following this rationale, it is hypothesized that:

H1d: Other consumers’ passion has a positive influence
on festival attendees’ flow experience.

Consumer-to-consumer interaction. Another social
factor that needs to be considered when examining
festival participation is consumer-to-consumer inter-
action. Depending on whether the services consumed
are hedonic (providing more experiential consump-
tion, fun, pleasure, and excitement) or utilitarian (pri-
marily instrumental and functional) in nature, it
influence consumers’ motivation to interact with
others (Wang & Wu, 2019). Hence, when it comes to
participating a festival, the hedonic aspects are signifi-
cantly more important than the utilitarian purposes
(Lee et al., 2021). To put it differently, visitors would
inevitably interact and communicate with others
when participating in a festival as they share a
common space and time together (Ding & Hung,
2021). Such interaction will have a vital impact on
flow experience. For instance, Liu et al. (2016)
suggested that social interaction among members
of social commerce platforms yields a state of flow.

Zhong et al. (2022) found the interaction with others
in a virtual environment affects the degree of consu-
mers’ immersion and Silva et al. (2019) claimed
peer-to-peer interaction when using gamified
resources affects students’ learning flow. Similarly,
Ding and Hung (2021) also highlighted that inter-
action among music festival attendees will help gen-
erate flow experience. Naturally, any dysfunctional
acts such as verbal abuse and threats of physical
harm happen in the service environment may also
elicit negative emotional reaction (Kim, Byon, et al.,
2020). Therefore, it is hypothesized that:

H1e: Consumer-to-consumer interaction has a positive
influence on festival attendees’ flow experience.

Flow experience and festival satisfaction

As highlighted earlier, the experience of flow is related
to satisfaction as an uninterrupted flow of action and
awareness tends to lead to pleasant experience
(Huang et al., 2021). When a person is experiencing
flow, it means that he or she is emotionally charged
with a sense of energized focus and enjoyment. Such
emotion is characterized by a loss of self-consciousness
and a deep sense of satisfaction and fulfillment. Natu-
rally, a continuous flow of experience can lead to posi-
tive evaluation of the activity or satisfaction (deMatos
et al., 2021). Research on the relationship between
flow experience and satisfaction has been confirmed
in different tourism settings, such as cultural heritage
tourism (Liu et al., 2022), smart tourism (Zhang & Abd
Rahman, 2022), adventure tourism (Amatulli et al.,
2021), virtual tourism (Huang et al., 2021), and eco-
tourism (Kim & Thapa, 2018). These papers generate
a common conclusion that experiencing flow can be
a highly positive and rewarding state of consciousness,
both in terms of the enjoyment and satisfaction it
brings, as well as the potential benefits it can have
for personal and professional success. Based on the
above arguments, it is speculated that a similar
phenomenon may be expected in the context of festi-
val tourism. Accordingly, it is hypothesized that:

H2: Flow experience has a positive influence on festival
attendees’ festival satisfaction.

Flow experience and revisit intention

Apart from eliciting positive emotions (such as feeling
joyful and satisfied), flow experience also has a signifi-
cant impact on an individual’s behavioral desire or
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actual behavior (Zhang & Abd Rahman, 2022). Being
in the state of flow and obtaining a high level of gra-
tification from an experience is likely to lead an indi-
vidual to grow an inclination to repeat the conduct
(Wu & Liang, 2011). Such behavior can be explained
from the perspective that when individuals experi-
ence flow during an activity, they feel a strong sense
of enjoyment and satisfaction, where they feel that
their time and effort were well-spent, leading to revi-
sitation intention (Amatulli et al., 2021). While not
much has been studied in the festival tourism
context, earlier arguments offer insights that when
participants who are in the state of flow (immersing
themselves in the activities and feeling pleasure)
they may also gravitate towards revisit intention.
Based on the discussion, it is hypothesized that:

H3: Flow experience has a positive influence on festival
attendees’ revisit intention.

Festival satisfaction and revisit intention

An individual’s satisfaction level may have a critical
influence on the decision to repurchase a product or
revisit to a certain place. In the consumer decision-
making process, consumers tend to evaluate the viabi-
lity of different alternative products or services based
on past purchasing and consumption experience
(Zhong et al., 2022). If the consumers were satisfied
with their last purchase, the past reinforcement in learn-
ing experiences can then lead to repurchasing the same
products/ services (Liu & Tang, 2018). It has also been
found that the quality of a consumption experience
positively affects consumers’ intention to repurchase
while a pleasurable experience is connected to their
continuous support (Liang & Shiau, 2018; Wen et al.,
2011). Along the same line of arguments, numerous
tourism and hospitality studies also support the fact
that tourists’ satisfaction is directly related to revisit
intention (Huang et al., 2015; Wang & Wu, 2011).
Based on these arguments, it is natural that we expect
a participant’s festival satisfactionwould have a positive
influence on their revisiting intention.

H4: Festival satisfaction has a positive influence on festi-
val attendees’ revisit intention.

Festival satisfaction as a potential mediator

The discussion above further evidenced that festival
satisfaction is more than just an outcome of a service
experience; it is also an indicator of consumers’

behavioral intention. We believe that festival satisfac-
tion may mediate the relations between festival atten-
dees’ flow experience and revisit intention. To support
this claim, it can be said that when individuals experi-
ence the state of flow, they eliminate all extraneous
thoughts and feel content and joyful. As a result, this
positive experience can enhance their motivation to
participate in the same activity again in the future
(Ding&Hung, 2021). Themediating roleof customersat-
isfaction is further confirmed in different tourism and
hospitality works, such as the relations between per-
ceived value and revisit intention in Yogyakarta (Thip-
singh et al., 2022); between service quality and revisit
intention in the KTV context (Khoo, 2022); between des-
tination image and intention to revisit Macao (Loi et al.,
2017); between image congruence and intention to
revisit in marathon tourism (Huang et al., 2015); and
between brand attitude and revisit intention to coffee
chain stores (Ko & Chiu, 2008). Putting these arguments
together, the next hypothesis is:

H5: Festival satisfaction mediates the relationship
between festival attendees’ flow experience and revisit
intention.

Fear of missing out (FOMO) as a potential
moderator

With the advent of social media, the fear of missing
out (FOMO) may play a role in affecting the strength
of relationships. FOMO is characterized by the
“desire to stay continually connected with what
others are doing.” (Przybylski et al., 2013, p. 1841). In
sum, FOMO would motivate an individual to act
accordingly so he/she could stay in touch with the
social environment in order not to miss out on any-
thing, and eventually addressing emotions of fear,
anxiety, depression, and loneliness (Duman &
Ozkara, 2021; Hayran et al., 2020)

Accordingly, festival participation may be a context
where FOMO can affect an individual’s behavioral
intentions as events can facilitate social connectedness
and in-group formation (Kim, Lee, et al., 2020). As such,
it is notunreasonable to argue thatmissingoutona fes-
tival in town could trigger concerns of not being part of
a society, thereby resulting in FOMO. In the present
study, despite having a decent flow experience and
being satisfiedwith the festival participation, the inten-
tion to revisit may not be necessarily the outcome as
performing a leisure behavior requires one to over-
come intrapersonal (attributes related to oneself or
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mind, e.g. lack of interest), interpersonal (related to
relations with others, e.g. lack of acquaintance) and
structural (related to situations, e.g. insufficient
financial resource) constraints (Samdahl & Jekubovich,
1997). Hodkinson (2019, p. 66) has mentioned that
FOMO is a key component that “calls on consumers
to directly address their internal hesitancy, or resist-
ance, to assent to an action.” FOMO can, therefore, be
viewed as amotive to stimulate one’s behavioral inten-
tion as it facilitates the overcoming of the intrapersonal
and structural constraints (Kim, Lee, et al., 2020). Apply-
ing this to the present context, it is speculated that for
festival participants reporting high FOMO, the indirect
effect of flow experience on revisit intention will be
higher than thosewith low FOMO. As far as we are con-
cerned, no existing study has empirically examined the
moderating role of FOMO concerning revisiting the fes-
tival, indicating an unaddressed research gap. Hence, it
is hypothesized that:

H6: FOMO MCMF moderates the mediating relationship
among festival attendees’ flow experience, revisit inten-
tion and festival satisfaction.

Methodology

Sampling and data collection

We conducted the data collection onsite at the 2022
MCMF, which took place on November 25–26, 2022.
The study was conducted by a research team consist-
ing of two groups, with ten undergraduate and post-
graduate students in each group. Before collecting
data, the study investigators briefed the researchers
on the expected research integrity standards. Further-
more, each day of data collection started with a short
briefing session reminding the field researchers of
what they should and should not be doing. During
the data collection period, study investigators were
present on-site to address questions related to the
study protocol and help with any queries from the
participants. Convenience sampling was used since
the population of festival participants was unknown.
The field researchers were stationed at various
locations within the festival area and approached par-
ticipants to explain the purpose of the study and
request their consent. The participants were then
given the survey form to complete independently or
with guidance from the researchers. A total of 317
survey forms were completed.

Following Cohen’s (1988) suggestion, the
G*power analysis with 80% power, a 15% effect

size with five predictors revealed that the rec-
ommended number of respondents is 98. With 317
valid responses, the study has a 99.99% power, indi-
cating that the analysis can be conducted. The
power analytic method is considered a more
robust technique because it can determine if a
study has insufficient or excessive power. This
method is also useful for determining sample sizes
for an unknown population, which applies to this
study. Additionally, the total number of respondents
exceeded Kock’s (2018) recommended minimum
sample size of 160. Table 1 provides a summary of
the respondents’ profile.

Instrument

All constructs were measured with items that have
been tested in previous studies. The constructs for
skill performance (3 items), ambience (3 items), self-
congruence (4 items), other consumers’ passion (3
items), consumer-to-consumer interaction (3 items)
and flow experience (3 items) are adapted from
Ding and Hung (2021). Items for revisiting intention
(4 items) and festival satisfaction (4 items) are
adapted from Tan, Sim, Chai, et al. (2020). Finally,
FOMO (6 items) is adapted from Kim, Lee, et al.
(2020). All items are measured on a five-point Likert
scale. Table 2 provides the details of the items.

Table 1. Respondents profile.

n = 317

Description Number %

Gender
Male 146 46.2
Female 171 53.8
Age
18–24 years old 73 23.0
25–34 years old 85 26.8
35–44 years old 52 16.4
45–54 years old 51 16.1
55 years old and above 56 17.7
Marital Status
Married 130 41.0
Single 187 59.0
Highest Education
University 175 55.2
College 79 24.9
Secondary school 63 19.9
Monthly Income
RM 2,500 and below 114 36.0
RM 2,501–3,000 41 12.9
RM 3,001–3,500 28 8.8
RM 3,501–4,000 27 8.5
RM 4,001–4,500 50 15.8
RM 4,501–5,000 17 5.4
RM 5,001 and above 40 12.6
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Analytical method

The study employs the partial least squares structural
equation modeling (PLS-SEM) to analyze the data,
which is deemed more suitable for information
science and social science studies as the constructs
tend to form a composite measurement model (Hair
et al., 2017). PLS-SEM also allows for formatively
specified measurement models that can be estimated
without restrictions and permits the modeling of con-
structs at different levels of abstraction simul-
taneously. Furthermore, PLS-SEM is a useful and
efficient approach when the aim is to explain and
predict outcomes (Hair et al., 2017). An advantage of
PLS-SEM is that it does not make assumptions about
the distribution of the data, and it has been widely
used in various fields, including human resources
(Tan, Sim, Goh, et al., 2020), tourism (Tan et al.,
2023), education (Sim et al., 2020), technology adop-
tion (Leong et al., 2021) and consumer behavior (Le
et al., 2022).

Results

Common method variance

To prevent any potential bias in the results caused by
common method variance (CMV), this study, which is
cross-sectional, takes steps to control it. The approach
used to control CMV is based on the recommen-
dations of Podsakoff et al. (2003). First, the study intro-
duces temporal separation by including demographic
questions between the predictor and criterion vari-
ables. Second, the survey was pretested by sending
it to tourism researchers to eliminate any ambiguity
in the wording or unclear instructions. Third, through-
out the data collection process, the participants were
repeatedly assured of their anonymity and encour-
aged to provide honest answers. Finally, Harman’s
one-factor test was conducted, which showed that
the largest factor explained only 44.39% of the var-
iance, which is below the threshold value of 50%
suggested by Podsakoff et al. (2003). This finding
suggests that CMV is not a significant concern for
this study.

Measurement model

The first step, in accordance with Hair et al. (2017), is
to test the measurement model. Following Hair
et al. (2017) and Ramayah et al. (2018), all items

have a loading of 0.7 or higher, indicating that indi-
cator reliability is established (refer to Table 2). Fur-
thermore, we can confirm that the model has
achieved both convergent validity and internal
reliability, as the Cronbach’s alpha score, average var-
iance extracted and composite reliability values
exceed the cutoff values of 0.7, 0.5 and 0.7, respect-
ively (refer to Table 2). Using the heterotrait-monotrait
(HTMT) ratio of correlations, as demonstrated in Table
3, it is established that discriminant validity has been
achieved, as the HTMT values are less than 0.85 (Hen-
seler et al., 2015).

Structural model

Prior to assessing the structural model, we first
examine the variance inflation factor (VIF) for possible
multicollinearity. As demonstrated in Table 4, the VIF
scores are less than 3.3 demonstrating that multicolli-
nearity is not a serious consideration in this model
(Hair et al., 2017). Thereafter, we proceed with the
analysis using bootstrapping resampling procedures
of 5,000 iterations. Table 4 shows that among the
different antecedents, only ambience (H1b: β =
0.136, p < 0.05), self-congruity (H1c: β = 0.384, p <
0.001) and customer-to-customer interaction (H1e: β
= 0.157, p < 0.05) have a significant positive effect on
flow experience, but not skill performance (H1a: β =
0.079, p = 0.156) and other consumers’ passion (H1d:
β = 0.104, p < 0.090). Hence, only H1b, H1c and H1e
are supported. Additionally, flow experiences are
found to significantly influence festival satisfaction
(H2: β = 0.493, p < 0.001) and revisit intention (H3: β
= 0.188, p < 0.001). At the same time, festival satisfac-
tion has a significant positive effect on revisit inten-
tion (H4: β = 0.709, p < 0.001). Owing to the results
in H2, H3, and H4, it is expected festival satisfaction
partially mediates the relationship between flow
experience and revisit intention (H5: β = 0.350, p <
0.001). In sum, H2 to H5 are all supported.

Regarding the role of FOMO as a moderator on the
mediated relationship, this study based on the rec-
ommendations of Cheah et al. (2021). Traditionally,
obtaining results of a moderated-mediation relation-
ships can be done using a PROCESS macro.
However, Sarstedt et al. (2020) has highlighted that
such combination is not desirable, with them further
stressing that the simultaneous estimations in a
nomological network, in contrast to conducting a sup-
plementary regression analysis, are necessary to
produce reliable and valid results, especially in the
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case of multi-item construct measurements. Hence,
the sole use of PLS-SEM for estimating a conditional
mediation (CoMe) model offers several benefits of
(1) overcoming the limitations of conventional
sequential approaches by allowing researchers to
analyze complex interrelationships among latent vari-
ables simultaneously, and (2) taking into account the

inherent measurement error present in multi-item
measurements (Cheah et al., 2021). In this regard,
the initial step is to establish whether a mediating
relationship exists, which Table 5 demonstrated that
there is a significant indirect relationship from flow
experience to revisit intention, through festival satis-
faction. Following that, we would develop the CoMe

Table 2. Measurement model.

Items Items Descriptions
Outer
loading

Cronbach
Alpha

Composite
Reliability

Average Variance
Extracted

AB1 The festival’s ambience is excellent 0.944 0.913 0.92 0.852
AB2 The festival’s ambience is what I’m looking for in MCMF

setting
0.935

AB3 The facility is clean and well maintained. 0.891
CI1 I developed friendships with other visitors I met at

MCMF.
0.888 0.918 0.924 0.859

CI2 I enjoyed spending time with other visitors at MCMF. 0.958
CI3 The other visitors in MCMF made my time more

enjoyable.
0.933

FE1 I thought I have experienced flow during MCMF. 0.889 0.901 0.903 0.834
FE2 In general, I frequently experienced flow when in MCMF. 0.937
FE3 Most of the time when in MCMF I felt that I am in flow. 0.914
FOMO1 I fear missing out on a rewarding experience at the

MCMF.
0.920 0.957 0.963 0.823

FOMO2 I fear others may have a rewarding experience without
me at the MCMF.

0.926

FOMO3 It is important to know about the MCMF that others will
be experiencing

0.924

FOMO4 It is important to be part of the MCMF that others will be
experiencing.

0.932

FOMO5 I fear not being up-to-date on the MCMF that others will
be experiencing

0.875

FOMO6 I get anxious when I miss out on the MCMF that others
will be experiencing.

0.862

FS1 Overall, I am satisfied with the festival. 0.95 0.962 0.964 0.897
FS2 As a while, I am happy with the festival. 0.946
FS3 I believe I did the right thing in attending the festival. 0.946
FS4 Overall, this festival met my expectations. 0.946
INT1 I will visit MCMF again next year 0.914 0.933 0.934 0.881
INT2 I plan to buy product merchandise of MCMF again -del-
INT3 I intend to invite my friends to next year’s MCMF 0.952
INT4 I will likely recommend next year’s MCMF to others

based on my experience
0.950

OP1 The number of visitors is large in MCMF. 0.906 0.893 0.898 0.823
OP2 Visitors’ support is intense in MCMF. 0.925
OP3 Visitors’ passion is intense in MCMF. 0.891
SC1 The typical visitor who visits MCMF matches how I see

myself.
0.868 0.925 0.925 0.818

SC2 The typical visitor who visits MCMF matches how I
would like to see myself.

0.921

SC3 The typical visitor who visits MCMF matches how I
believe others see me.

0.915

SC4 The typical visitor who visits MCMF matches how I
would like others to see me.

0.911

SP1 The performers’ skills make me excited. 0.918 0.918 0.93 0.859
SP2 The performers provide a high-quality performance for

me.
0.945

SP3 Skill performance of the performers is excellent. 0.917

Note: (i) AB: Ambience, CI: Customer to customer interaction, FOMO: Fear of missing out, FE: Flow experience, FS: Festival satisfaction, INT:
Revisit intention, OP: Other consumers’ passion, SC: Self-congruity, SP: Skilled performance. (ii) INT2 was deleted due to low outer loading.
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index which our results in Table 5 indicates that the
CoMe index of FOMO for moderated mediation
effect is significant (index = 0.040, p < 0.01). According
to Cheah et al. (2021), this indicates that the mediated
effect of flow experience on revisit intention through
festival satisfaction indeed depends on FOMO. The
results also revealed that at higher level of FOMO,
the indirect effect of flow experience on revisit inten-
tion through festival satisfaction (β = 0.337, p < 0.001)
is higher comparing to the indirect effect at lower
FOMO (β = 0.285, p < 0.001), showing that with
increase in FOMO, the indirect effect is increased.
Hence, H6 is supported.

Falling back to Table 4, PLS-SEM also provides infor-
mation of the model’s explanatory power by examin-
ing all the endogenous variables’ via measures such
as R2 and f2. In this regard, the R2 of the various
endogenous constructs ranges from 0.243 to 0.670,
indicating a moderate to substantial model. On the
effect sizes (f2), we would consider effect size of festi-
val experience on revisit intention as being large ( f2 =
1.154), while the effect size of flow experience on
revisit intention as being small ( f2 = 0.081). In the
same vein, flow experience exhibit a medium effect
on festival satisfaction at f2 = 0.322. Finally, the
various antecedents to flow experience exhibits small
to medium effect sizes that ranges from 0.005 to 0.167.

Discussion

Our findings suggest that certain factors are necessary
for flow experience to occur, namely ambience, self-
congruity, and customer-to-customer interactions. In
a music festival setting, the ambiance is crucial in
creating an immersive environment that engages all
the senses, thus allowing participants to be fully
present in the moment. This can include elements
such as lighting, decorations, stage design, and the

overall atmosphere, which work together to create a
cohesive and engaging experience. Such an immersive
environment can lead to a state of flow characterized
by deep concentration, a loss of self-awareness, and a
feeling of being fully absorbed in the present moment
(Ding & Hung, 2021; Tan, Sim, Chai, et al., 2020).

Self-congruity also plays a significant role in facili-
tating flow experience, as it provides a sense of
belonging and identification with the festival and its
culture. This psychological harmony and coherence
encourage engagement and immersion in the festival
experience. Moreover, customer-to-customer inter-
actions increase participants’ sense of shared experi-
ence and unity, leading to greater enjoyment of the
event (Ding & Hung, 2021). Flow is characterized by
a state of mind where individuals are fully engaged
and immersed in the festival experience. This
emotional state is characterized by intense focus, a
sense of control, and a loss of self-awareness
(deMatos et al., 2021; Zhao et al., 2021). Our study
found that flow experience leads to increased satisfac-
tion and revisit intention to music festivals, a finding
supported by previous studies (see deMatos et al.,
2021; Ding & Hung, 2021; Zhao et al., 2021). Memor-
able and positive festival experiences can leave
lasting impressions on individuals, leading them to
revisit the event in the future.

Additionally, our results indicate that FOMO
strengthens the relationship between flow and
revisit intention. FOMO is a social anxiety that arises
from the fear of missing out on enjoyable experiences
that others are participating in. When individuals fear
missing out on future events at the same festival, they
may feel motivated to attend the next festival to avoid
missing out. In summary, our study highlights the
importance of certain factors in facilitating flow
experience and how it relates to satisfaction and
revisit intention to music festivals.

Table 3. Discriminant validity.

AB CI FOMO FS FE OP INT SC SP

AB
CI 0.555
FOMO 0.266 0.354
FS 0.676 0.589 0.417
FE 0.609 0.574 0.386 0.527
OP 0.656 0.562 0.385 0.534 0.550
INT 0.639 0.530 0.450 0.845 0.584 0.466
SC 0.619 0.592 0.418 0.607 0.693 0.519 0.605
SP 0.790 0.477 0.194 0.523 0.549 0.648 0.541 0.545

Note: (i) AB: Ambience, CI: Customer to customer interaction, FOMO: Fear of missing out, FE: Flow experience, FS: Festival satisfaction, INT:
Revisit intention, OP: Other consumers’ passion, SC: Self-congruity, SP: Skilled performance. (ii) Discriminant validity achieved at HTMT0.85.
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Implications

Theoretical implications

In various ways, this research adds to the existing lit-
erature. Firstly, numerous studies have examined and
assessed the economic effects produced by holding
events in various regions. However, not much
research has focused on the antecedents to flow
experience, and how this translates to revisit inten-
tion. Thus, this study enhances the existing knowl-
edge by proposing a conceptual model to gain a
better comprehension from the insights of the partici-
pants. Secondly, our study has addressed another
research gap by demonstrating that FOMO is a
crucial construct showing that FOMO is an essential
factor that influences the likelihood of revisiting a
music festival. The study found that by participating
in a music festival, individuals can experience FOMO,
which can motivate them to attend the event again
in the future. This contribution is especially crucial
since there is a lack of literature in this area (Kim,
Lee, et al., 2020). Seen from this light, our work con-
tributes to the growing academic literature on
FOMO by suggesting novel behavioral consequences.

For one, many of the previous studies mostly focused
on investigating FOMO as a trait variable (Hayran
et al., 2020).

We took a different approach by examining FOMO
as a momentary feeling that arises from attending a
music festival. This approach enables us to investigate
FOMO in a wider population and determine how it
influences decisions and behaviors in different situ-
ations. Second, we have also provided a different
appreciation of the role of FOMO. In much of the exist-
ing literature such as Hayran et al. (2020), FOMO has
always been operationalized as knowledge of another
event, which is seen as a distraction to existing ones.
However, we repositioned FOMO as fearing to miss
out the same event as they are attending, and
becauseof this, it canbe leveragedas a formof resource
for event organizers. By narrowing the scope of FOMO
on a specific event that others are attending, we are
focusing on a more specific context. This reframing
suggests that individuals may experience anxiety or
fear specifically when they are aware of an event and
know that others are participating in it, but they are
unable to join for some reason. Differentiating this
reconceptualization from the traditional definition of

Table 4. Structural model.

Hypotheses Path Coefficient Standard Error t-value 5.00% 95.00% VIF f2 R2

H1a SP -> FE 0.079 0.078 1.010(NS) −0.055 0.203 2.332 0.005 0.492
H1b AB -> FE 0.136 0.084 1.619* 0.000 0.274 2.575 0.014
H1c SC -> FE 0.384 0.066 5.819*** 0.275 0.489 1.743 0.167
H1d OP -> FE 0.104 0.078 1.340(NS) −0.019 0.237 1.838 0.012
H1e CI -> FE 0.157 0.069 2.287* 0.047 0.271 1.647 0.029
H2 FE -> FS 0.493 0.061 8.077*** 0.391 0.593 1.000 0.322 0.243
H3 FE -> INT 0.188 0.044 4.290*** 0.113 0.258 1.322 0.081 0.670
H4 FS -> INT 0.709 0.038 18.621*** 0.647 0.773 1.251 1.154
H5 FE -> FS -> INT 0.350 0.049 7.130***

Note: (i) AB: Ambience, CI: Customer to customer interaction, FE: Flow experience, FS: Festival satisfaction, INT: Revisit intention, OP: Other
consumers’ passion, SC: Self-congruity, SP: Skilled performance. (ii) *p < 0.05, **p < 0.01, ***p < 0.001, NS: not significant.

Table 5. Moderated mediation results.

Moderated indirect effect Direct effect Indirect effect 5.00% 95.00% t_value

FE -> FS -> INT 0.176
(3.336)

0.189
(2.747)

0.076 0.348 2.747**

Probing moderated indirect relationship
low level of FOMO 0.285 0.188 0.400 5.316***
High level of FOMO 0.377 0.269 0.504 6.377***
Mean level of FOMO 0.331 0.001 0.231 6.176***
Index of moderated mediation 0.040 0.014 0.065 2.583**

Path Coefficient Standard Error t_value 5.00% 95.00%
FE -> FS -> INT on FOMO at +1 SD 0.377 0.059 6.377*** 0.269 0.504
FE -> FS -> INT on FOMO at −1 SD 0.285 0.054 5.316*** 0.188 0.400
FE -> FS -> INT on FOMO at Mean 0.331 0.054 6.176*** 0.001 0.231

Note: (i) FOMO: Fear of missing out, FE: Flow experience, FS: Festival satisfaction, INT: Revisit intention. (ii) *p < 0.05, **p < 0.01, ***p < 0.001,
NS: not significant.
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FOMOhighlights the contextual specificity of the fear. It
suggests that the fear is not just about missing out on
any experience but about missing out on a particular
event that others are actively engaged in. This narrower
definition may help individuals understand and
address their feelings more specifically in relation to a
particular event or occasion.

Managerial implications

Our studies have important implications for managers.
Event organizers, particularly those organizing music
festivals like MCMF, can leverage FOMO as a strategy
to increase attendee engagement and repeat behav-
ior. By creating a sense of urgency and scarcity
through social media platforms, organizers can offer
time-limited discounts or exclusive offers to create
the fear of missing out. Additionally, user-generated
content such as reviews and testimonials can be uti-
lized to provide social proof and encourage conver-
sions. Strategic use of social media can amplify the
FOMO effect and drive attendance and participation.

Considering that flow experience is essential in
creating festival satisfaction and revisit intention,
MCMF organizers can consider developing targeted
marketing strategies to emphasize the fit between
the event and the attendee’s self-concept. This can
be achieved by using language, visuals, and messages
that are consistent with the target audience’s self-
image. At the same time, MCMF organizers can
create a more personalized participants’ experience
by offering products and services that align with the
customer’s self-concept. For example, the MCMF
organizers can offer country tour programs to
further support their affiliation to country music. Simi-
larly, the ambience must complement the theme of
the music festival. For the case of MCMF, organizers
should plan for ambience as part of the overall festival
planning process. This could include considering
factors such as lighting, sound, and decor, as well as
the placement of different stages and areas within
the festival grounds. Music festivals are an excellent
opportunity for people to meet and socialize with
others who share similar interests. MCMF organizers
can facilitate this by providing designated areas for
people to congregate and mingle, such as lounge
areas or community spaces. By implementing these
managerial implications, MCMF organizers can effec-
tively engage attendees, enhance their festival experi-
ence, and cultivate revisit intention, leading to long-
term success and sustainability of the music festival.

Limitations and future research

The study presented in the article has certain limit-
ations. Firstly, the research was carried out in a
single festival in Malaysia, and therefore, the results
should be viewed within the context of the limited
sample population. The authors suggest that future
research should expand on this by validating their
findings in other nations that host festivals and com-
paring them with samples outside Malaysia. Future
research should aim to replicate this model across
various music festivals in different countries.

Secondly, the data collection method relied on a
single source, which could be subject to common
method bias (CMB) and socially desirable answers.
Although statistical remedies indicated that CMB
was not a significant threat, researchers should still
consider using multi-source data or performing a
longitudinal study in future studies.

Thirdly, the study utilized a moderated mediation
model to understand the interrelationship of
different constructs, including festival satisfaction as
a mediator and FOMO as a moderator. However, the
model could be improved by exploring other theoreti-
cal mediators andmoderators such as use of AI, quality
of life, as well as other non-economic tourism benefits.

The task of collecting survey responses from visitors
during the event was difficult due to their enjoyment
of the performances. The researchers were only able
to gather data when the visitors were eating, drinking,
or engaging in conversations. Consequently, the study
could only obtain responses from a small percentage
of the international tourists attending the event. To
address this issue, future research could potentially
send out survey forms to attendees who have regis-
tered their email addresses before the event.

Conclusion

In conclusion, event tourism has become an impor-
tant area of research, particularly with respect to
music festivals due to their ability to attract tourists
to hosting destinations, create employment opportu-
nities, and build a positive image for the destination.
However, there are still research gaps that need to
be addressed, such as the management, operation,
and governance of festivals, visitors’ flow experience
and FOMO, limited understanding of festival tourism
in different countries, and the impact of the pandemic
on event tourism. The present study aims to address
some of these gaps by exploring the antecedents of
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festival attendees’ flow experience, their satisfaction
and revisit intention in the post-pandemic era in
Malaysia. The study proposes a moderated mediation
model to understand the interrelationship of different
constructs, including FOMO as a moderator. The
findings from this study can provide insights to
event organizers and tourism stakeholders in mana-
ging and promoting festival tourism in Malaysia and
other developing countries.
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