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Abstract: Tourism related to events is a representation of the selling power of the location where the event is
held. Festival events have an important role in increasing the selling value of destinations, but this study found
that the 3rd Fishing Boat Festival event has not been packaged properly and there is no target market database
targeted as tourists. This study aims to create a model for the development of cultural festivals, based on 5
basic stages, namely research, design, planning, coordination, evaluation and compiling a template for
providing a database of targets and target tourists using the definable, sizeable, reachable, relevant
segmentation method. This study used a combination method or mixed method with a sequential explanatory
design with a sample of 100 respondents with 3 data collection techniques, namely by direct observation,
document study, and interview. This research resulted in 5 stages consisting of 40 steps of festival event
management, as well as the targeted tourist segmentation profile. The research contributes to the achievement
of the goal of improving the quality of cultural events in tourism villages.
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1. Introduction and Background

Tourism is currently the most dynamic economic activity, and it plays an important role in improving the
economy for society (Mobaraki, 2023). Global trends show that tourist demand and supply conditions indicate
relevance for developing tourism-based events. Global events are an incredible platform for economic
development and social regeneration in many cities, regions, countries, and businesses, which have vast
resources to organize an event [Booth et al, 2010]. For this reason, special events, especially local events are
believed to be one of the potential opportunities to achieve the goals and targets of event-based tourism
development (Ivanova, 2021).

Today, with various major changes occurring on a macro scale such as globalization, regionalization, and
regional autonomy, a region certainly needs to adopt a new perspective and approach. This is intended so that
a region can increase competitiveness and attract the interest of the target market, especially its three main
target markets, namely tourists, businessmen, and investors (Wulandari et al, 2015). One of the effective ways
to promote the uniqueness and excellence of the region is to hold marketing activities or events. Several studies,
it has been shown that event marketing is the right solution for event products that are still trying to build
reach and awareness of potential visitors (Rachmadian & Chaerudin, 2021). Event marketing can build direct
and real contact with visitors during events (e.g., festivals, exhibitions, or sporting events) and can create a
memorable brand experience for everyone (Miller & Washington, 2012).

Pre-observation data by the author in the onsite-finding session of the research, it was found that the 3rd
Fishing Boat Festival event has not been packaged properly and there is no target market database targeted
tourists. The local committee did not carry out planning that referred to the target visitors needed, the targeted
visitor profile, and the timeline of activities towards the implementation of the event that was not properly
documented, even though in the opinion of several experts that tourism events create a good image so that they
benefit a tourist destination, increase development more evenly, and function to attract foreign tourists and
Indonesian tourists (Higgins, 2018). This is based on the fact that tourism events have a significant impact on
the decision to visit and increase the popularity of the city (Getz, 2008) and tourism events influence the
variables of the decision to visit (Pakarti et al, 2017).

The significant benefits of the implementation of the event then gave the author the background to explore
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what and how the local committee carried out the timeline for the implementation of the 3rd Fishing Boat
Festival event in Sungsang IV Village, Banyuasin Regency, then made it a fact and offered proportionate steps
to be considered in running the event, especially the cultural festival event whose roots are from the activities
of the local community as the host of the event. This research is important to be carried out to provide
knowledge about how the steps that must be taken by the local committee in carrying out the stages of
implementing a local event to improve the quality of local events.

2. Literature Review

Tourism related to the event is a representation of the selling power of the location where the event is held
[Gonda; Angler; Cséka, 2021]. Tourism festivals have contributed to marketing destinations, building
destination image and branding, attracting tourists, becoming a trigger for special areas and attractions, and
being a catalyst for economic development [Al-Azzam, Mohamed & Chiu, 2022]. Festivals as part of special
events, have an important role in increasing the selling value of destinations (Chen,2022). So far local
authorities in several countries have also used cultural festivals as a medium to bring tourists and aim to extend
the visit of tourists who want to see local culture [Richard and King, 2022]. As for the local community, the
festival is believed to provide many opportunities for local people to relax and have fun with family, and friends
and open new relationships (Ibenwa and Uroko, 2022).

To manage a successful cultural festival, the organizer must pay attention to production factors and festival
programs that must give a message about the importance of the festival and make the venue an implementation
that respects the cultural values of the people and local community (Thanee, 2010). This is because different
perspectives of the community in seeing the use of cultural commodities will affect the participation of local
communities [Nurhadi et al, 2023]. The festival's goal is to express experiences, revitalize traditions, build
community pride, validate community groups, increase community participation, introduce new and
challenging ideas and broaden cultural perspectives (Thanee, 2010).

The problem found in observations in the Sungsang IV tourism village of Banyuasin Regency is that although it
is widely known that cultural-related tourism events have a significant impact on tourists' visiting decisions,
the 3rd Fisherman Boat Festival has not been well packaged by the local committee. Some academic findings
suggest that locally supported festivals, with local resources, will provide benefits in the area [Koreman, 2023].
Festivals also have an impact on network building inside and outside the venue, and of course, have a positive
effect on regeneration. [Koreman, 2023]. In addition to not packaging the 3rd Fishing Boat Festival properly,
based on pre-research observations, it was also found that there was no market database or visitors targeted
by the 3rd Fishing Boat Festival committee, even though various marketing ideas aimed specifically at
managing repeat tourists, because the value is very important, of course, festival events are very dependent on
tourists who come repeatedly (Al-Azzam; Mohamed; Chiu, 2022).

The existence of a database related to the targeted tourist target market will provide support for the event
committee of the 3rd fishing boat festival in Sungsang IV tourism village and will direct strategies in managing
cultural events to increase tourists to tourist villages. This will certainly provide a deep understanding of how
the target market spends their time attending the event and provide local organizers with information that is
importantin developing marketing, planning, and management strategies, which aim to contribute to increased
revenue, tourist satisfaction, and quality growth in the future [Abkarian et al, 2021]. So the 3rd fishing boat
festival in Sungsang IV tourism village can provide significant economic benefits for people in the tourism
village. Conversely, event-based tourism also requires the role of residents because the impact is very
important, the perception of local people will certainly maximize positive things and minimize negative impacts
[Scalabrini; Remoaldo; Fernandes, 2023]. It is also important to look at the content that is considered suitable
for the venue for the cultural festival, by discussing with local communities the impact generated when the
event is held, the benefits of organizing the event (e.g. the number of participants, the number of tourists and
the economic impact) as well as factors that are attractive and expected to achieve benefits to be achieved by
the event organizers (Kim; Park; Choi, 2021).

158



Information Management and Business Review (ISSN 2220-3796)

Vol. 16, No. 3, pp. 157-165, Sep 2024

3. Research Methodology

This research is important to be carried out to make a model for the development of cultural festivals, by
elaborating the stages in the implementation of festivals based on 5 basic stages described in the stages of event
management, namely research, design, planning, coordination, evaluation [Goldblatt, 2002] and compiling a
template for providing a database to find out the targets and targets of targeted tourists. And contribute to the
achievement of goals to improve the quality of cultural festivals in tourist villages. This is because events are
commodities that require proper positioning in the market. The targeted target audience must know the
festival and be able to see the value of being involved and present to support it [Booth et al, 2010]. For the
preparation of the targeted market database, the segmentation used is the definable, sizeable, reachable, and
relevant method (Adcock; Halborg; Ross, 2002).

From a cultural perspective, the festival aims to preserve and innovate through cultural and artistic expressions
that reflect the intangible heritage of a community [Aguado et al, 2021]. Based on this definition, this study
explores a cultural festival, namely the 3rd fishing boat festival in Sungsang IV tourism village, Banyuasin
Regency and aims to improve the quality of the implementation of the festival by exploring how the stages and
market segmentation targeted by the festival are carried out.

This study uses a combination method or mixed method with sequential explanatory design by combining
qualitative and quantitative research methods sequentially to describe the stages of festival implementation
that have been carried out by the local committee then analyzed data, using the Miles and Huberman model,
namely, data collection, data reduction, data display, conclusion.

In this study, the population is tourists who visit to witness the activities of the 3rd Fishing Boat Festival in the
tourist village of Sungsang IV. The resource persons/informants are (1) Community Drivers of the tourism
sector; (2) Local authorities; and (3) tourists.

Data acquisition was carried out quantitatively and the sample used in this study, using the Random Sampling
technique which provides equal opportunities randomly for each element or member of the population
selected to be a member of the sample. Based on visual observation data, tourists who come to Sungsang IV
tourism village come of various ages and genders, then sampling the Accidental Sampling technique, while
qualitative data uses the Non-Probability Sampling method with the type of Accidental Sampling.

The population and sample size or number of samples in the study are unknown and the error rate has been
setat 0.05 or 5% so the formula used is as follows:
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Figure 1: Determination of Population and Sample Size
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Based on the data above, the number of samples taken in this study was 97 respondents. However, to achieve
representative results, the study took a sample of 100 respondents. Data collection with 3 data collection
techniques, namely (1) direct observation during the 3rd Fishing Boat Festival in Sungsang Tourism Village IV;
(2) document studies; and (3) interviews. The triangulation data validation process is an effort to increase the
validity of observations or interviews in the context of research, then testing the validity of data is carried out
by triangulation methods, source triangulation.

4., Results

Based on the data found at the research location, using the template of 5 stages of the event, namely research,
design, planning, coordination and evaluation can be compared in the table below:
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Table 1: Comparison of the Stages of the 3rd Fishing Boat Festival in Sungsang IV Tourism Village,
Banyuasin Regency

=] i

Types of Stages On-Site Findings Concept Description [15]
The research process is to find out the needs,
wants, wants, and expectations of

At this stage no research process 1s carried
out, consideration at this stage is based on

1. Research the experience of implementing activities prospective tourists targgted by collecting
. i data and analysis of previous events related
m the previous year. . . .

to reviews from various parties.
At this stage, the process of creating Stages of creative 1deas—to create to
creative ideas 1s carried out but there 1sno  compile ideas that will be outlined m the
2. Design benchmarking at similar events, referring  implementation of festival events.

to the implementation of the previous Observe the 1dea of smular festivals;
year's event. brainstorm with key stakeholders.
At this stage, the committee held minimal This planning stage involves the use of
meetings, discussed proposals for activities  time/space/duration

3. Planning that focused on the availability of costs, In planning meetings, announcing several

and did not see the mvolvement of all important matters scheduling meetings,
festival stakeholders, there was no assigning work preparation, compiling and
arrangement of the event timeline. managing event fimelines.

This stage is carried out by community The operational phase and implementation
groups in tourism villages, does not of coordination planmng with all
volve vendors professionally, there 1s no  stakeholders comprehensively, prospective
4. Coordination contract with vendors and all decisions vendors, making vendor contracts,
taken regarding the implementation of the preparing and implementing production
festival are carried out centrally through schedules, at this stage, the commuttee will
the head of the festival comnuttee. make many important decisions.

At the evaluation stage, the meeting was
held 1 time, for the submission of matters
related to the festival event, for example, 1f

This stage is connected to the imtial stage

there are production or operational debts (research).  Distribute sun'eyﬁ& ]manage
that have not been resolved or if there is @ > data, prepare reports of gs and

5. Evaluation . : recommendations and submit final reports.
damage fo the equipment used during the This process evaluates each part of the event

activity, no survey was found to collect . o
data, make data tables, analyze data, the process through a general comprehensive
‘ ’ : review of all phases executed.

final report discusses more matters related
to finance.

Source: Processed by researchers based on J. Goldblatt, Special Events: Global Event Management in the 21st
Century (2024)

Table 1 shows data that the stages carried out by the organizing committee at the 3rd Fishing Boat Festival
were mostly not carried out following the concepts of research, design, planning, coordination and evaluation,
although in event management it is necessary to provide an overview using the 'performance management
model’ as a framework for systematically identifying [Berridge, 2007].

The market database targeted by segmentation uses the definable, sizeable, reachable, and relevant method, in
Table 2 as follows:
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Table 2: Target Market Segmentation of the 3rd Fishing Boat Festival Event in Sungsang IV Tourism
Village, Banyuasin Regency

Segmentation

[16] Description
This segmentation idenfifies target travellers based on certain characteristics such as traveller age;
demographic conditions of tourists (gender, income, education, occupation); geographical conditions
Definable (place of residence, local, regional or foreign tourists); experience of tourists visiting the festival
(visitors/mew tourists, repeater travellers); Interest in cultural festivals (music, dance, fine arts, or local
traditions).

This segmentation refers to a large market potential with a significant number of potentials. It is usually
individuals or communities who love local music; tourists who like culture from outside the region or
Sizeable even abroad; community of artists or those who like the marine world, fishing hobby communities,
communities who like special cuisine, fans of the art of fishing boat building or local culinary
enthusiasts who have a special interest m cultural aspects or attractions held at the cultural festival.

This segmentation refers to the effectiveness of communication. Usually, this segment 15 familiar and
close to the work team of cultural festivals, namely individuals or tourist groups that are easily
accessible to mainstream communication channels, such as websites, WhatsApp group messages, social
media (Facebook/Instagram/Twitter (X)/Tik Tok, etc)), email, or direct promotion; by providing
information about festival events, dates, locations, and other event details, which can be easily accessed.
This includes individuals or communities who have the potential to be involved and participate in the
festival to influence their desire to attend the festival and who have interests or needs that have relevance
to the festival, such as fishing communities, students and researchers related to fishing boats.

This segment refers to individuals/groups of tourists who have interests, needs, or characteristics
Relevant directly related to cultural festivals, generally having a strong association with the content, purpose and

theme of cultural festivals.

Reachable

Source: Processed by researchers based on Adcock, Halborg; Ross, Marketing Principles & Practice (2002).

Based on the data shown in Table 1 and Table 2, the findings that there was no database of target tourist
markets targeted at the 3rd Fishing Boat Festival, and the absence of management event stages at the 3rd
Fishing Boat Festival in Sungsang IV Tourism Village, as explained in the introduction section, became the main
gaps in this study, so that the view of the festival as an event that plays an important role in social development
and the economy of a community, representing how intangible cultural heritage is expressed [Aguado et al,
2021] becomes asynchronous. However widespread the implementation of festivals to develop cultural
tourism, there is still an ongoing debate about how the level of ability of festival events to attract tourists,
especially from abroad.[Aguado et al, 2021] Of course this likely depends on the quality of the festival event
itself, so the model of developing cultural festival events to improve the quality of tourism events offered in
this study is presented in Table 3, below:

Table 3: Model of Development of Stages and Market Segmentation of Fishing Boat Festival in Sungsang
IV Tourism Village, Banyuasin Regency.
No Stages Description Development Models
At this stage, 3 steps start with thel. Collection of a database of tourists who are the
committee team researching what aretarget market as visitors to the festival.
the needs and desires of tourists who2. Analysis of survey results and evaluation of the
have been targeted, for example, whatimplementation of previous events (SWOT).
1 Research tourists need and want as festival3. Proposed needs and desires of tourists as
visitors, then analyzing and beginningfestival visitors (venue, vendors, suppliers,
to make a list of the needs andperformers, Food and beverage product, synopsis
desires of tourists. event, facility on site, technology in events,
accessibility, sponsorship, safety and security,
special needs access).
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At this stage 7 steps start with creative4. Setting a target tourist festival goer.
ideas to be compiled to be outlined in5. Develop bisnis plan event festival.
2 Design the implementation of 6. Determination of work teams based on the

the festival, which can be done bymission, goals and targets set.

brainstorming with informants and7. Preparation of festival event cost needs.

main vendors, to obtain input ideas and8. Develop marketing and promotion plans (social

find out the needs that will bemedia, email, podcast, TV).

implemented at the festival. 9. Venue setting, vendors, suppliers, performers,
Food and beverage product, synopsis event, facility
on site, technology in events, accessibility,
sponsorship, safety and security, special needs
access.
10. Compilation and completion of proposals.

3 Planning At this stage, 9 steps start withll. Compile a work timeline.
preparing a work team timeline,12. Designing a business-based event concept
making a comprehensive design to befestival event plan.
done by the work team and al3. Draftinga contract.
scheduled meeting agenda to controll4. Meeting with stakeholders
the progress of the implementation of15. Scheduled meeting agenda with the work team.
the event management process. This is16. Generate sales revenues, increase profit, and
important because, at the planningnew sources of funds.
stage, all ideas and plans begin to bel7. Scheduling meeting progress.
made in detail. 18. Determining rundown details.
19. Preparation of risk management.

4 Coordination At this stage, 16 steps indicate that it is20. Hold a pre-event.
starting to be crowded, where there2l. The signing of contracts and cooperation
will be a lot of execution of importantagreements.
decisions, especially those related to22. Coordination of local authorities, police,
production, logistics, and handlingmedical teams, ambulances, fire brigades and
stakeholder events. Including Pre-internal security.
event and during-event management. 23. Process production and staging.
24. Provision of logistic events.
25. Implementation of promote events (social
media, email, podcast, TV)
26. Volunteer Management.
27. Loading in & out.
28. On-site facilities check.
29. Developing a Contingency Plan
30. Crowd management.
31. Management of tourist registration.
32. During the event.
33. Implement a rundown event.
34. Settlement of debt bills.
35. Spread a Thank you letter.
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5  Evaluation In this last stage, 5 steps will test the36. Distributing surveys and data collection.
initial plan, from the results o0f37. Test whether the initial objectives in the
research in the first stage. So a surveymission, goals and targets have been achieved.
was conducted to find out a general38. Report on festival findings and
comprehensive overview of all stagesrecommendations.
that have been carried out, to the39. Counting Return of Investment.
preparation of a report on findings and40. Carry out post-event activities.
recommendations for the next
implementation presented at the post-
event.

Source: Processed by researchers based on Adcock, Halborg; Ross, Marketing Principles & Practice (2002).

Based on the description in Table 3, there are 5 stages consisting of 40 steps namely 40-S or 40 steps to improve
the event tourism festival to offer to become a template for the management of the Fishing Boat Festival to
improve the quality of the events held. Of course, this needs to be a concern considering that cultural events
are important and valuable assets because they are related to the intangible cultural heritage of a region
(Corallo etal, 2018).

5. Conclusion

Tourism events attract investment generate tourism circulation and increase the visibility of a region's assets
[Corallo et al, 2018]. Because it answers why events must have high quality, especially festivals that aim as
tourist attractions to provide personal benefits such as new or increased recreational opportunities for
families, individuals and communities [Liang; Illum; Cole, 2008] The increasing quality of the implementation
of the Fisherman Boat Festival event in Sungsang IV Tourism Village, Banyuasin Regency is a measure for the
implementation of cultural festivals that offer joy, fun, and extraordinary cultural entertainment in the
community. [Liang; [llum; Cole, 2008], Even further in the case of festivals of small scale, local identity becomes
the most important thing [De Bres; Davis, 2001]. This research was conducted to provide a template for the
stages of implementing the Fishing Boat Festival to have an impact on improving the quality of the
implementation of the Fishing Boat Festival in the future. The description of the targeted target market
according to the previous description is the contribution of this research to the importance of knowing the
tourist market targeted by the local committee. However, to assess the measure of the success of the festival as
a vehicle for cultural diplomacy is to see the extent to which the festival can combine various objectives [Dines,
2021]. Because the festival opens up opportunities for people whose daily activities are not active to become
active. Festivals are associated with the preservation of celebrations of values that exist in society and, of
course, are for the survival of the community itself (O’Sullivan & Jackson, 2002).
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