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Abstract: This study aimed to (1) investigate whether face consciousness (or chemyon) and playfulness
affect tourist behaviour and tourist satisfaction at a festival event from a South Korean perspective
and (2) identify the moderating effects of both the frequency of visits and overnight trips. Structural
equation modelling was conducted with a sample of 506 adults. The outcomes indicated that face
consciousness and playfulness positively influenced tourist behaviour at festival events. In turn,
these impacts were conducive to tourist satisfaction. However, the results were either positive or
negative depending on specific tourist behaviour. Moreover, revisit travellers and overnight travellers
exerted significant moderating impacts between certain paths. The integrative model can provide
objective data for destination marketers and event organisers to support the enhancement of festival
events in the post-COVID-19 era. The originality of this study lies in the initial attempt to adapt face
consciousness to amalgamate tourist behaviour at festival events.
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1. Introduction

Face consciousness is deemed a ubiquitous phenomenon as a universal cultural
sociopsychological concept [1,2]. However, Northeast Asian countries, notably China,
Japan, and Korea, which retain Confucian cultures, manifest strong face consciousness.
These countries have undergone communism, industrialisation, and westernisation during
the past 100 years; however, Confucian ideas and behaviours have remained over the
past 500 years [3]. Face is such a multi-related social concept that it influences families,
friends, or co-workers wherever relationships among people are emphasised [4]. Likewise,
face consciousness exists when people are interested in issues such as etiquette at home,
etiquette in the workplace, and fashion.

Tourists commonly show a lower sense of face consciousness among those who do
not know them because travelling is an escape from everyday life that allows them to
have leeway to act somewhat excessively. As a temporary escape from routine, tourist
destinations tend to be perceived as areas outside the limits of moral behaviour, which
implies that tourists can easily be tempted into deviant behaviour [5]. For example, individ-
uals who are ordinarily reticent can transform into talking and laughing loudly at tourist
destinations. In this context, tourists’ deviant behaviours can provide individuals with
a cathartic experience that relieves their suppressed emotions under face consciousness
and assists them in living in a psychologically stable status when they return to their
daily lives. Notably, festival events provide various performances, activities, food, and
beverages all in one place; therefore, tourists can relax their alertness and enjoy festival
offerings. Given social cognitive theory, personality traits and behaviour manifested in
encountered environments are clearly related. How does individual face consciousness
manifest behaviours in festival environments? Despite the critical role that face conscious-
ness plays in elucidating interpersonal and intergroup behaviour [6], it is surprising that
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the causal association between face consciousness and tourist behaviour at festival events
has remained underdeveloped in tourism research.

Meanwhile, this study enquires whether playfulness and face consciousness are an-
tecedents among various factors that affect tourist behaviour at festivals. Many researchers
have focused on playfulness. Researchers have developed different life cycle stages, for
example, children [7], adults [8], adolescents [9], and older adults [10], and they have
ascertained that there is a difference in individual behaviour depending on playfulness
propensity [11]. Given this context, it is certain that playfulness propensity is highly related
to behaviour at festival events; however, the relations between the two have not yet been
illuminated and have received little attention from scholars. This research gap offers the
impetus for our study.

Accordingly, here, the aim of this study is to ascertain whether face consciousness and
playfulness affect tourist behaviour at a festival event from a Korean perspective. Further-
more, this study identifies the moderating roles of the frequency of visits and overnight
trips. The originality of this study lies in its attempt to conceptualise an initial framework
of face consciousness at a festival event to provide empirical support. Currently, large-scale
gatherings have either been suspended or held online due to the extent of the coronavirus,
but given the COVID-19 era, various events will soon resume for another leap forward
by preventing and fortifying disinfection. Therefore, enquiry about the integrative model
of face consciousness, playfulness, tourist behaviour, and satisfaction will theoretically
enrich comprehensive knowledge regarding tourist psychology and its mechanisms, which
can provide an understanding of tourist behaviour at festival events. Additionally, this
integrative model can offer objective data for destination marketers and event organisers
to thus support the enhancement of festival events in the post-COVID-19 era.

The next section provides a conceptual background of the pertinent literature to
develop hypotheses. A set of research hypotheses were formulated, including main and
moderating effects. The materials and methods were subsequently elucidated. The next sec-
tion presents the study findings and discussion. The final section draws conclusions, offers
theoretical, practical, and social implications, and proposes directions for further research.

2. Literature Review
2.1. Face Consciousness, Playfulness, and Tourist Behaviour

Comprehending personality can garner critical insights into tourist behaviour. Asians,
specifically Korean, Chinese, and Japanese individuals, manifest their unique cultural psy-
chological personality, which is face consciousness. Face is known as a sociopsychological
phenomenon that engenders in all human society faction practice [2]; however, face is
commonly a well-known manifestation of Northeast Asians [1]. Face can be gained or lost
because it implies an individual’s image, position, or prestige in a specific community [12].
Face consciousness is named chemyon in Korean, which is akin to the concepts of lian (face)
and mianzi (image) in China and mentsu in Japan [13]. Face is defined as “the desire to be
respected in interpersonal relationships” [14] (p. 5), and the term face is interchangeably
used with face consciousness in the literature.

Understanding tourists’ involvement in leisure tourist destinations can provide com-
prehensive knowledge of the dynamics of tourist behaviour [15]. Face has recently been
addressed in elucidating tourists’ behaviour in tourism studies, including tourists’ con-
sumption behaviour [16,17], package tours [1], travelling to prestigious destinations or
luxury cruises [2,14], uncivilised behaviour [6], etc. Hyun and Han [14] reported that face
consciousness had an important moderating role between similarity in other customer per-
ceptions and social value, and this indicated that face consciousness elevated social value in
luxury U.S. cruise travellers. Gao et al. [16] revealed that face influenced Chinese outbound
group tourists’ gift purchase behaviour, specifically the gift selection effect, brand orienta-
tion, and purchase cost. They also found that self-face influenced selection effort, brand
orientation, and purchase cost much more strongly when a gift was given to a higher-status
receiver. Kwek et al. [1] examined face and facework in Chinese shopping package tours
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using social exchange theory and suggested that diverse facework strategies appeared in
between-group and within-group interactions. Zhang et al. [6] evinced that face exerted a
significant impact on uncivilised behaviour and that the fear of losing collective face drove
Chinese tourists to promote civilised behaviour. More recently, Naipeng et al. [2] explored
the role of face in Chinese tourists’ destination selection and travel behaviour, which re-
sulted in travelling to prestigious destinations, purchasing luxury tourism merchandise,
taking photos with famous landmarks, and further sharing travel pictures on social media
because of their belief in gaining face.

Accordingly, previous studies have focused primarily on ostentatious proclivity in a
relatively negative sense of face, investigated face by generally using a qualitative research
methodology (except [2]), and mainly paid attention to Chinese mianzi. However, within
the limited face consciousness study in tourism, the influences of face consciousness
on tourists’ behaviour are recognised, although no such relations have examined the
connection between face consciousness and tourist behaviour in the festival event setting.

Meanwhile, face in Korea is used in two different components, according to Choi
and Lee [18]. They proposed a model of a chemyon structure internalised by Koreans and
further developed and evaluated a scale that measured the propensity of Koreans for
chemyon-oriented behaviour. They indicated that constructive and defensive chemyon were
engendered in face, which indicated that the two concepts were significantly correlated.
They proposed that each face behaviour comprised personality integrity, ability, and
authority as the main components and dual psychological processes embedded in the role
of chemyon (see [18]).

Based on the literature review, we suppose that individuals who have face conscious-
ness are likely to show different behaviours at festival events in front of others. Accordingly,
we posit the following.

Hypothesis 1 (H1). Face consciousness is associated with tourist behaviour at festival events.

Playfulness is another personality trait that is just as ubiquitous among adults as it
is among youngsters [19]. Glynn and Webster [8] defined playfulness as a propensity to
define an activity in an imaginative, nonserious, or metaphoric manner to improve intrinsic
enjoyment, engagement, and satisfaction. Those who have playful traits are uniquely able
to transform de facto any environment to change it into a more entertaining setting [20].
The playfulness trait is associated with an intrinsic motivation felt by an individual in the
pleasure drawn from the activity of play [21].

Playfulness traits have been addressed by many researchers for a long time. Lieber-
man [7] is known as the first researcher to propose the concept of playfulness as a trait
manifested in the process of leisure activities or play. Shen, Chick, and Zinn [22] proposed
playfulness in adulthood with five components. More recently, Cheng et al. [11] identified
four factors of tour conductor playfulness, and a difference in individual behaviour exists
depending on playfulness propensity.

People play various roles (e.g., mother, daughter, friend, or employee) in daily life,
and each role generates different identities, which underpin individual self-definition [23].
Tourist destinations, specifically festivals, are convened temporally, and their promotion-
based personalities engender mental images and expectations [24]. Social cognitive theory
postulates clear relations between personality propensity and behaviour manifest in en-
countered environments. Gration, Raciti, and Arcodia [25] reported that festivalgoers
strive to escape the realities of their normal existence in a cosy environment. Staged expe-
riences in natural or constructed settings can create a more authentic sense of self (ideal
self-image) [26]. Festivalscapes can be perceived as being in a destination where people
can feel special and escape from the everyday mundane routine and work to a wholly
different world [27]. Thus, we posited that tourist behaviour at festival events is likely to
be different depending on playfulness traits.

Hypothesis 2 (H2). Playfulness traits are associated with tourist behaviour at festival events.
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2.2. Tourist Behaviour at Festival Events and Tourist Satisfaction

Tourist behaviour can be generated in two aspects: self-expression behaviour and
overt behaviour in relation to others. Foremost, festivalgoers can express unusual be-
haviour in relatively negative ways, which is so-called deviant tourist behaviour. Li and
Chen [28] explored Chinese tourists’ perception of money and their vanity in deviant
tourist behaviour. Their research resulted in the perception of money and vanity being
positively correlated with deviant tourist behaviour, which includes littering on a tour,
making too much noise in public, etc. Redmon [29] delineated that playful deviance at an
urban tourist attraction offers enjoyment and self-validation for festival participants, which
frames Erving Goffman’s concept of backspaces. The author affirmed that backspaces offer
a liminal permit for individuals to transgress norms while participating in playful deviance
and revealing their secret selves in urban settings.

As previously mentioned, tourists’ behaviour can also accompany consumption be-
haviour such as impulsive shopping [30] and souvenir purchase behaviour in Australia [16]
and in the U.S. [17]. Meng et al. [30] indicated that impulsive, hedonic, and materialistic
propensities of tourists generate impulsive urges and engagement in actual impulsive
buying outbound trips to the U.S. among Chinese tourists. Xu and McGehee [17] delin-
eated tourists’ shopping behaviour in outbound trips to the U.S. in the important target of
inbound market perspective. They confirmed that tourism provided a good opportunity
for shopping because tourists have some leisure time while travelling and are away from
their busy schedule in their home country.

In the latter stance, tourist-to-tourist interaction is a central part of a festival experience,
and interactions between tourists exert an important effect on behaviour such as the desire
to stay and satisfaction [31]. Tourist behaviour and interaction with other tourists or
residents can generate emotional closeness [32]. Tourist-to-tourist interaction has been
addressed in the academic literature, including group tours [33], backpacking [34,35],
and cruise ships [36]; however, tourist behaviour between tourists or between tourists
and residents remains under-researched, especially in the festival setting. It is critical
to understand the self-perceptions of participants to develop appropriate promotion-
based festival personalities, which further ensure festival success and sustainability [37].
Accordingly, it is sufficiently predictable for tourists to exhibit various self-expressions,
which provides a form of identity that conveys symbolic meaning not only for themselves
but also between attendees in the festival setting.

Satisfaction implies consumers’ overall evaluation of their experience [38] and repre-
sents their subjective degree of positive feeling after participating in leisure activities [39]. A
substantial amount of tourism research has addressed satisfaction as a consequence factor
in the context of tourism, including festivals [40]. For instance, Lee et al. [27] explored
festival visitors’ experience with the festival environment and found that it significantly
influenced their satisfaction, which led to loyalty. Lee and Lee [40] indicated that an escape
experience at a cultural heritage festival exerted a positive influence on festival satisfaction.
Based on the previously reviewed literature, we posit the following.

Hypothesis 3 (H3). Tourist behaviour at festival events exerts a significant influence on tourist
satisfaction.

2.3. The Moderators of the Frequency of Visits and Overnight Trips

Numerous studies have indicated that tourists are not homogeneous and that they
exhibit individual differences. In addition to demographic factors, tourists’ behaviour has
been segmented by cultural elements such as nationality [41], face consciousness [1,2], and
visit-related characteristics, such as revisit travellers and overnight trips [42–44].

Lee and Kyle [45] identified the multifaceted conceptualisation of psychological com-
mitment for segmenting three types of festival visitors in Texas in the U.S. They found
three segments, which indicated that they differed in age, education, and past experience.
Lee et al. [43] investigated the determinants of visitors’ stay at local festivals, and they
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affirmed that overnight trips are of considerable importance in the tourism context due
to tourists spending more money and a longer trip duration to enjoy tourism activities.
Harrington et al. [42] explored the role of attribute performance on overall satisfaction
in Oktoberfest in Germany that resulted in eleven attributes defined as satisfiers, two
attributes defined as dissatisfiers, and three attributes defined as delighters. Interestingly,
they controlled repeat visitors, and the number of times attending exerted a negative
relationship with overall satisfaction.

Xu et al. [44] investigated the moderating effect of staying overnight and the differ-
ence in satisfaction between first-time travellers and experienced travellers in the case of
travellers with casino visits in Macau. They found that staying overnight and traveller
satisfaction were positively related and that an overnight stay moderated the relationship
between travel experience and trip satisfaction. In addition, first-time travellers engendered
lower satisfaction than experienced travellers, and they are likely to stay overnight at their
tourist destinations. However, staying overnight did not exert a moderating effect on the
paths between first-time visits and satisfaction, thereby indicating inconsistent results [44].
Based on previous studies, we posit that revisit vs. first visit and an overnight trip vs. a
one-day trip are likely to moderate the paths among face consciousness, playfulness, and
tourist behaviour.

Hypothesis 4 (H4). A revisit or first visit moderates the relationship among face consciousness,
playfulness, and tourist behaviour.

Hypothesis 5 (H5). Overnight trips or one-day trips moderate face consciousness, playfulness,
and tourist behaviour.

Based on the literature, this study presents a research model to analyse the relationship
between face consciousness, playfulness, tourist behaviours, and tourist satisfaction at a
festival event in Korea and the moderating roles of the frequency of visit and overnight
trip, as shown in Figure 1.
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3. Materials and Methods

The statistical analysis of the data was performed by using structural equation mod-
elling (SEM) with Windows SPSS and AMOS version 26.0. SEM provides a suitable
analytical methodology due to its assessment of the structural relations among constructs
in a holistic aspect. As Anderson and Gerbing [46] suggested, we employed a two-step
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statistical analysis approach. First, this study adopted a confirmatory factor analysis (CFA)
of the empirical data to evaluate the validity of the constructs and estimates and whether
the measurement error fits the conceptual model [47]. Second, we employed the structural
model to conduct the path analysis.

The data analysis procedure was as follows. First, the descriptive statistics were
analysed. Second, CFA was conducted, and third, the internal consistency of the derived
factors was verified by using Cronbach’s alpha. Fourth, a correlation matrix for the overall
measurement model was assessed. Fifth, a path analysis was followed to ascertain the
causal relationships. Finally, a multigroup analysis was performed to determine the
moderating effects of both the frequency of visits and overnight trips.

Tourists were asked to answer a series of questions on the following five categories
(see Appendix A). First, face consciousness was measured with five items by using scales
developed by Choi and Lee [18] and Lee and Lee [48]. We referred to the Korean research
measurement scale because the measurement scale of chemyon developed by Choi and
Lee [18] has not been directly applied to festival event settings. Examples of face conscious-
ness responses were ‘I am conscious of the evaluation of others’ and ‘I am conscious how
my appearance looks to others’. Second, playfulness was measured by using three items
adapted from Shen et al. [22] and assessed with the following items: ‘I try to have fun no
matter what I am doing’, ‘I am often the person who starts fun things in a situation’, and ‘I
can find fun in most situations.’

Third, given the lack of previous research on this specific tourist behaviour at festival
events, an exploratory study was deemed appropriate. For this study, one of the authors
first created the initial questions of tourist behaviour through a literature study. Then,
in-depth interviews were conducted by using the free association questioning technique
for the general public and festival specialists who had experience visiting a festival within
the past year. The results were subjected to a content analysis and acquired three main
categories and 16 subcategories as the initial items. The outcome of the qualitative research
produced a 16-item pool as the basis for the development of tourist behaviour at festival
events. The items were purified through an exploratory factor analysis in the field study
according to the sequence of a preliminary survey and a main survey. Next, the reliability
and validity of the scale were verified through CFA. Finally, three factors with 12 items were
obtained as tourist behaviour at a water festival, namely, ‘overacting behaviour’, ‘grooming
behaviour’, and ‘social behaviour’. Overacting behaviour consisted of the four items of
‘excessive drinking’, ‘overeating’, ‘overspending’, and ‘impulsive shopping’. Grooming
behaviour subsumes four items, including ‘putting on face paint and tattoos’, ‘putting
on showy clothes’, ‘putting on hair decoration or a wig’, and ‘putting on heavy makeup’.
Social behaviour includes four items, specifically, ‘talking with other visitors whom I have
never met before’, ‘singing with other visitors whom I have never met before’, ‘dancing
with other visitors whom I have never met before’, and ‘watering other visitors’.

Fourth, three items were used to measure tourists’ overall satisfaction [40]. An ex-
ample of a satisfaction response was ‘overall, I am very satisfied with this festival’. All
of the questionnaire items were measured on a five-point Likert scale (1 = very unlikely,
5 = very likely). Finally, demographic variables (gender, age, marital status, educational
level, and occupation) and visit-related characteristics (type of company, frequency of visit,
and overnight trip) were collected.

The data were collected through a field survey at the 12th Jangheung Water Festival
in South Korea in 2019. The rationales of selecting this festival as the sample of this study
were as follow: (1) it is such a dynamic festival with a high escape experience, which uses
water as a material, (2) and it is a nominated and certified festival that has been selected as
one of the top-rated festivals in the country.

Before the actual survey, investigators were trained in the guidelines to avoid re-
spondent bias. Interviewers, including one of the authors, conducted surveys under the
big tent in front of the pool party places, and the survey respondents were asked if they
participated in at least one water-related program at the festival. As a filtering question,
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questionnaire completion was discontinued unless the respondents had experienced a
program at the festival.

The participants were assured of the anonymity of their answers and protection by
Article 33 of the Statistical Act (protection of confidentiality) before beginning the actual
process and then assured that their information would only be used for the research.
Five hundred and twenty-nine respondents who participated in water programs at the
festival completed a self-administered questionnaire on paper or a tablet PC. Listwise
deletion was used [49]; therefore, twenty-three samples were excluded from analysis due
to incomplete responses and outliers. This resulted in 506 usable data, which is a rate of
95.7% (55.9% female, mean age = 44.5). The sample size was applicable for testing SEM,
which subsumed 23 latent variables, according to the criterion that at least 10 cases per
variable are required for SEM [49].

4. Findings

Table 1 presents the survey participants’ demographic profile and visit-related charac-
teristics. The demographic profile sample showed that there were slightly more women
(55.9%) than men and more respondents aged 40 years (31.6%) than other groups. Married
individuals (77.5%) dominated the sample. More than half had acquired a bachelor’s
degree (58.9%). Regarding the visit-related characteristics, the majority of respondents
came with family (69.5%). Revisit travellers (55.9%) were slightly more prevalent than
first-time visitors (44.1%), and overnight trips (60.9%) were more prevalent than one-day
trips (39.1%).

Table 1. Demographic profiles and visit-related characteristics of the sample (n = 506).

Variables Items n (%) Variables Items n (%)

Gender
Man 223 (44.1)

Marital status
Married 392(77.5)

Woman 283 (55.9) Other 114(22.5)

Age (years)

20–29 62 (12.3)
Education level

Highschool degree 155(30.6)
30–39 112 (22.1) Bachelor’s degree 298(58.9)
40–49 160 (31.6) Over bachelor’s degree 53(10.5)

50–59 106 (20.9)

Occupation

Office worker 188(37.2)
60 or older 66 (13.0) Self-employed 70(13.8)

Type of company

Family 352 (69.5) Professional/researcher 57(11.3)
Friends 121 (23.9) Housewife 103(20.4)
Alone 21 (4.2) Student 23(4.5)
Other 12 (2.4) Other 65(12.8)

Frequency of visits First visit 223 (44.1) Overnight trip Yes 198 (39.1)
Revisit 283 (55.9) No 308 (60.9)

A CFA with the maximum likelihood estimation method was conducted to assess the
validity and reliability of the scales that measured the concepts used in the research model,
according to the two-step approach proposed by Anderson and Gerbing [46]. The resultant
values indicated an adequate model fit. The CFA chi-square value was 590.839 with
215 degrees of freedom (p < 0.001, GFI = 0.907, IFI = 0.947, TLI = 0.937, CFI = 0.946, and
RMSEA = 0.059). The TLI, IFI, and CFI values ranged from 0–1, with an estimate close to
1.0, indicating an adequate level within the commonly accepted range [50]. An RMSEA
value below 0.10 is acceptable, but values between 0.04 and 0.08 are considered to be
good. Table 2 shows the specific measurement variables used in this study and their factor
loading values. All factor loadings were statistically significant at the p < 0.001 level,
with t-values ranging from 8.783 to 28.747. Although the one-factor loading in overacting
behaviour was slightly below the level, we included the variable due to its significance in
this research (i.e., overdrinking). The coefficients of internal consistency of each subscale
(Cronbach’s alpha) were analysed, confirming the criterion at an acceptable level of 0.70.
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The findings indicated that the internal consistency was as follows: face consciousness
(α = 0.931); playfulness (α = 0.851); overacting behaviour (α = 0.759); grooming behaviour
(α = 0.874); social behaviour (α = 0.820); and tourist satisfaction (α = 0.909). All factors met
the criterion for acceptable internal reliability with a total α = 0.873.

Table 2. Confirmatory factor analysis and internal consistency.

Constructs Item Factor
Loading a C.R. Cronbach’s

α

Face consciousness (FCO)

FCO 1 0.781 21.823 ***

0.931
FCO 2 0.829 24.143 ***
FCO 3 0.889 27.461 ***
FCO 4 0.903 28.313 ***
FCO 5 0.867 -

Playfulness (PLA)
PLA 1 0.809 17.326 ***

0.851PLA 2 0.899 17.938 ***
PLA 3 0.736 -

Overacting behaviour (OVE)

OVE 1 0.402 8.783 ***

0.759
OVE 2 0.494 11.003 ***
OVE 3 0.901 18.071 ***
OVE 4 0.837 -

Grooming behaviour (GRO)

GRO 1 0.540 13.026 ***

0.874
GRO 2 0.781 21.981 ***
GRO 3 0.939 28.747 ***
GRO 4 0.878 -

Social behaviour (SOC)

SOC 1 0.607 11.717 ***

0.820
SOC 2 0.865 15.158 ***
SOC 3 0.843 14.991 ***
SOC 4 0.641 -

Tourist satisfaction (TSA)
TSA 1 0.934 25.300 ***

0.909TSA 2 0.882 24.072 ***
TSA 3 0.823 -

Notes: All factor loadings are significant at *** p < 0.001. a Loadings < 0.4 were removed. Goodness-of-fit
statistics of the total model: χ2 = 590.839, df = 215, Q(CMIN/df) = 2.748, p < 0.001, GFI = 0.907, IFI = 0.947,
TLI = 0.937, CFI = 0.946, RMSEA = 0.059, total α = 0.873. GFI = goodness-of-fit index, NFI = normed fit index,
IFI = incremental fit index, CFI = comparative fit index, TLI = Tucker–Lewis index, RMSEA = root-mean-square
error of approximation.

As shown in Table 3, to check the overall associations among the study’s latent vari-
ables, a correlation matrix was assessed, which revealed that most variables were correlated
and that no correlation coefficients (γ) exceeded 0.435. The average variance extracted
(AVE) for all variables was greater than the 0.5 cut-off, which supported acceptable con-
vergent validity. The composite reliability (CR) of all the variables was higher than 0.840,
which was above the 0.70 threshold value (ranging from 0.840 to 0.942) and indicated that
all of the constructs in the research model had acceptable internal consistency [46].

Table 3. Descriptive statistics and associated measures.

Number of
Items

Mean
(Std. Deviation) AVE FCO PLA OVE GRO SOC TSA

FCO 5 2.69 (0.86) 0.751 0.942 a

PLA 3 3.59 (0.73) 0.668 −0.099 *b 0.857
OVE 4 2.70 (0.82) 0.558 0.133 ** 0.134 ** 0.840
GRO 4 2.01 (0.84) 0.648 0.198 ** 0.043 0.384 ** 0.903
SOC 4 2.67 (0.98) 0.498 0.142 ** 0.310 ** 0.352 ** 0.435 ** 0.853
TSA 3 4.02 (0.72) 0.776 −0.006 0.330 ** 0.176 ** 0.022 0.309 ** 0.912

Notes: * Correlations are significant at the 0.05 level. 2. ** Correlations are significant at the 0.01 level. FCO: face consciousness, PLA: playfulness,
OVE: overacting behaviour, GRO: grooming behaviour, SOC: social behaviour, TSA: tourist satisfaction. AVE = average variance extracted.
a Composite reliabilities are found along the diagonal line of bold entries. b Correlations are found below the diagonal line.
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As shown in Table 4, the results of the research hypothesis test showed that the model
fit index was Q(CMIN/df) = 3.442, p = 0.000, GFI = 0.879, CFI = 0.923, IFI = 0.923, TLI = 0.912,
and RMSEA = 0.070. All values were consistent with the statistical criteria; therefore, the
proposed model was adequate. According to the squared multiple correlation (SMC) value,
the variance explained by face consciousness and playfulness for total tourist behaviour was
30.6%, and the variance explained by tourist behaviour for tourist satisfaction was 16.8%.

Table 4. Results of the structural model.

H Hypothesised Association Std.
Estimate t-Value Results

H1
H1a FCO→ OVE 0.178 3.429 *** Supported
H1b FCO→ GRO 0.228 4.837 *** Supported
H1c FCO→ SOC 0.193 4.110 *** Supported

H2
H2a PLA→ OVE 0.177 3.296 *** Supported
H2b PLA→ GRO 0.103 2.144 * Supported
H2c PLA→ SOC 0.379 7.045 *** Supported

H3
H3a OVE→ TSA 0.130 2.701 ** Supported
H3b GRO→ TSA −0.153 −3.417 ** Supported
H3c SOC→ TSA 0.360 7.134 *** Supported

Notes: *** p < 0.001, ** p < 0.01, * p < 0.05. Goodness-of-fit statistics of the total model: χ2 = 760.621, df = 221,
Q(CMIN/df) = 3.442, p < 0.001, GFI = 0.879, NFI = 0.895, IFI = 0.923, TLI = 0.912, CFI = 0.923, RMSEA = 0.070.
GFI = goodness-of-fit index, NFI = normed fit index, IFI = incremental fit index, CFI = comparative fit index,
TLI = Tucker–Lewis index, RMSEA = root-mean-square error of approximation. FCO: face conscious-
ness, PLA: playfulness, OVE: overacting behaviour, GRO: grooming behaviour, SOC: social behaviour,
TSA: tourist satisfaction.

Figure 2 provides the results of the estimated structural model with the standardised
path coefficients. The path model analysis showed that Hypothesis 1 was significantly
associated as we posited. Interestingly, face consciousness had positive (+) impacts on
tourist behaviour at festivals. The path coefficient of face consciousness and overacting
behaviour was 0.178 (p < 0.001), that of face consciousness and grooming behaviour was
0.228 (p < 0.001), and that of face consciousness and social behaviour was 0.193 (p < 0.001).
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Hypothesis 2 was confirmed, as playfulness had a positive (+) effect on all tourist
behaviours. The path coefficient of playfulness and overacting behaviour was 0.177
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(p < 0.001), that of playfulness and grooming behaviour was 0.103 (p < 0.05), and that
of playfulness and social behaviour was 0.379 (p < 0.001).

Hypothesis 3 was also supported; specifically, Hypotheses 3a and 3c were positively
supported, while Hypothesis 3b was negatively supported. The path coefficient of over-
acting behaviour and satisfaction was 0.130 (p < 0.01) and that of social behaviour and
satisfaction was 0.360 (p < 0.001). Grooming behaviour had a negative (−) impact on tourist
satisfaction (Hypothesis 3b), and the path coefficient was −0.153 (p < 0.01).

A multigroup analysis was conducted to analyse the moderating roles. The moderat-
ing role of the frequency of visits in the relationship among face consciousness, playfulness,
and tourist behaviour was assessed (Hypothesis 4). The samples were divided into two
groups (first visit = 1, n = 223; revisit = 0, n = 283). The cross-group equality constraints
method was used to test the hypotheses on the basis of the chi-square (χ2) difference
between the constrained and unconstrained models by identifying the difference in the de-
grees of freedom. As a result of comparing the chi-square of the two groups, only the path
from playfulness to grooming behaviour was significant at the 0.05 level (χ2 (1) = 5.772,
p = 0.017), which partially supports Hypothesis 4. This result indicates that the effect of
playfulness on grooming behaviour is significantly different between first visitors and
revisit travellers. Regarding revisit travellers, the path coefficient was 0.186 (p < 0.001). In
contrast, for the first visit travellers, the path coefficient was not significant (β = −0.040,
p = 0.616). Accordingly, playfulness was found to be effective in improving grooming
behaviour at festival events for revisit travellers (Table 5).

Table 5. Results of the moderating role of the frequency of visits.

Hypothesis 4 First visit (β) Revisit (β) Constraints ∆χ2 Status

H4a FCO→ OVE 0.201 0.162 χ2 (629) = 1448.430 ∆χ2 (1) = 0.101 Not supported
H4b FCO→ GRO 0.306 0.188 χ2 (629) = 1449.587 ∆χ2 (1) = 1.258 Not supported
H4c FCO→ SOC 0.269 0.162 χ2 (629) = 1449.767 ∆χ2 (1) = 1.438 Not supported
H4d PLA→ OVE 0.235 0.112 χ2 (629) = 1449.295 ∆χ2 (1) = 0.966 Not supported
H4e PLA→ GRO −0.040 0.186 χ2 (629) = 1454.101 ∆χ2 (1) = 5.772 * Supported
H4f PLA→ SOC 0.292 0.452 χ2 (629) = 1450.572 ∆χ2 (1) = 2.242 Not supported

Notes: * p < 0.05. χ2 (628) = 1448.329 (p = 0.000), χ2/df = 2.306, RMR = 0.109, GFI = 0.826, IFI = 0.904, CFI = 0.903, RMSEA = 0.051. FCO: face
consciousness, PLA: playfulness, OVE: overacting behaviour, GRO: grooming behaviour, SOC: social behaviour.

Finally, the moderating function of overnight trips among face consciousness, playful-
ness, and tourist behaviour was assessed (Hypothesis 5). The samples were divided into
two groups (overnight trip = 1, n = 198; one-day trip = 0, n = 308). Likewise, as a result of
comparing the chi-square of the two groups, only the path from playfulness to social be-
haviour was significant at the 0.05 level (χ2 (1) = 4.232, p = 0.041), thus partially supporting
Hypothesis 5. This outcome indicates that the effect of playfulness on social behaviour is
significantly different between overnight and one-day travellers. For overnight trips, the
path coefficient was 0.462 (p < 0.001), and for one-day trips, the path coefficient was 0.330
(p < 0.001). Thus, playfulness was found to be effective in improving social behaviour at
festival events for overnight travellers (Table 6).

Table 6. Results of the moderating role of overnight trips.

Hypothesis 5 Overnight
Trip (β)

One-Day
Trip (β) Constraints ∆χ2 Status

H5a FCO→ OVE 0.204 0.147 χ2 (629) = 1410.160 ∆χ2 (1) = 0.058 Not supported
H5b FCO→ GRO 0.228 0.216 χ2 (629) = 1410.154 ∆χ2 (1) = 0.052 Not supported
H5c FCO→ SOC 0.140 0.237 χ2 (629) = 1410.886 ∆χ2 (1) = 0.783 Not supported
H5d PLA→ OVE 0.150 0.208 χ2 (629) = 1410.320 ∆χ2 (1) = 0.218 Not supported
H5e PLA→ GRO 0.069 0.130 χ2 (629) = 1410.221 ∆χ2 (1) = 0.119 Not supported
H5f PLA→ SOC 0.462 0.330 χ2 (629) = 1414.334 ∆χ2 (1) = 4.232 * Supported

Notes: * p < 0.05. χ2 (628) = 1410.103 (p = 0.000), χ2/df = 2.245, RMR = 0.115, GFI = 0.828, IFI = 0.908, CFI = 0.907, RMSEA = 0.050. FCO: face
consciousness, PLA: playfulness, OVE: overacting behaviour, GRO: grooming behaviour, SOC: social behaviour.
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5. Discussion of Results

This study identified that face consciousness and playfulness affected tourist be-
haviour and tourists’ satisfaction at a festival event. Specifically, face consciousness exerted
a positive influence on tourist behaviour at a festival. As outbound trips generate impulsive
shopping [30] and luxury souvenir purchase behaviour [16,17], the festival setting in our
study induced visitors to spend more. Face consciousness is related to the fear of missing
out (FoMO) regarding the sense of being conscious of others to avoid falling behind others.
The psychological term FoMO has been used in elucidating a psychological state where
individuals become anxious that others are leading more interesting and socially decent
lives [51]. Our finding is partially supported by Kang et al.’s [52] outcome, in which FoMO
induced culturally associated brand consumption behaviour. Redmon [29] argued that
backspaces provide a liminal permit for individuals to reveal their secret selves; however,
Korean festival venues are unlikely to be sufficient to reveal participants’ secret selves. Face
consciousness was positively associated with social behaviour (e.g., ‘talking with other
visitors whom I have never met before’), which supports Woosnam and Norman’s [32]
contention that interaction with tourists or residents can generate emotional closeness.

Playfulness exerted a positive influence on tourist behaviour at a festival (Hypothesis 2).
Predictably, the playfulness trait manifested more in the festival setting than in ordinary
time, which supports Shen et al.’s [22] argument that playfulness increasingly crosses the
borders of leisure and work and causes tension release. When attendees had a greater play-
fulness propensity, they were more likely to show all constructs of the tourist behaviours.

Tourist behaviour at festivals exerted a significant impact on tourist satisfaction
(Hypothesis 3). According to the result of Hypothesis 3c, the atmosphere at the water festi-
val stimulated a positive interplay with other customers; therefore, social behaviour must
have generated a cocreation among the attendees in our study, which demonstrates the
third generation of the experience economy, that is, customer-to-customer cocreation [53].
Alexiou [54] evinced characteristics of all three generations of the experience economy
(i.e., first, experience staged by the firm; the second, cocreation experience between the
service provider and the customer; and third, cocreation experience among customers),
which were found at the festival. Recently, culturally favourable behaviour has been
increasingly important for sustainable tourist behaviour [55]. Therefore, our finding is
partially consistent with Chandran et al.’s [55] study that people are interested in visiting
local places for interaction with local people, which in turn, affected satisfaction as tourists.

Grooming behaviour exerted a negative influence on tourist satisfaction. One possible
explanation for this finding could be the cultural aspect whereby, in Korean social spheres,
a complex conflation among face consciousness, collectivism, and FoMO exists. Grooming
behaviour is not a negative behaviour but a behaviour that can appear naturally at any
festival. However, it seems to be a behaviour that is still difficult for Korean culture to
permit. Meanwhile, the mean value of grooming behaviour was below the median value
(M grooming behaviour = 2.01). Notably, such a result may appear because the questionnaire
was completed while the respondents were conscious of other people’s grooming behaviour.
In this vein, the study outcome is partially associated with Borgers et al.’s [56] finding that
assessment of others’ emotions makes tourists’ decision to return to the destination.

The result of a multigroup analysis on the moderating effect of the frequency of
visits showed that revisit travellers exerted a moderating effect between playfulness and
grooming behaviour. Indeed, this study’s finding indicated that the travellers with high
playfulness traits revealed more grooming behaviour, which indicates that repeat travellers
elevated such behaviour. The festivalscape affects positive (e.g., happy, energetic, and
excited) emotion and ultimately visitor satisfaction [27]. Accordingly, it is rational that the
travellers with a higher playfulness propensity can elevate grooming behaviour when they
revisit due to positive emotions and a familiar festivalscape.

Additionally, this study identified that the moderating effect of overnight travellers
exerted a significant effect between playfulness and social behaviour. The outcome of
this result is partially in accordance with Xu et al. [44], who found that an overnight stay
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heightens trip satisfaction for those with casino experience. Accordingly, strategies based
on increasing overnight travellers are needed to induce more interaction with visitors,
which will ultimately generate more tourists’ satisfaction.

6. Conclusions, Implications, and Future Directions

The primary purpose of this study was to investigate whether face consciousness and
playfulness affect tourist behaviour and tourists’ satisfaction at a festival event. We notably
focused on the relationship between face consciousness and an event destination. The
resultant constructs from the SEM path analysis identified a causal relationship at a festival
in Korea. The main findings are as follows.

First, face consciousness exerted a positive influence on overacting, grooming, and
social behaviour at the festival. More specifically, when visitors had greater face conscious-
ness, they revealed more tourist behaviours at the festival. Face consciousness per se
is being conscious of other visitors at the tourist destination, and the festival setting is
sufficient to engender tourists’ overacting behaviour, such as overspending and impulsive
shopping. The most interesting finding was that face-conscious tourists had heightened
grooming behaviour, which is different from what we thought. It is a common idea that
individuals with low face consciousness show more grooming behaviour. Grooming be-
haviour consisted of decorating behaviours (e.g., putting on face paint, tattoos, and heavy
makeup); thus, we supposed that face consciousness would alleviate these behaviours
in traditional Korean society. Our findings indicated that Korean face consciousness
manifested differently than other cultures, and this finding can be interpreted by the
psychosocial perspectives of FoMO, as we elucidated in the discussion section.

Second, playfulness was positively related to tourist behaviour. In this context, when
the attendees had a greater playfulness propensity, they were more likely to reveal all
constructs of the tourist behaviours.

Third, tourist behaviour exerted a significant impact on tourist satisfaction. Specifi-
cally, overacting behaviour and social behaviour positively influenced tourist satisfaction,
whereas grooming behaviour negatively affected tourist satisfaction. The most surprising
finding was that grooming behaviour exerted a negative impact on tourist satisfaction.

Finally, the moderating roles of both the frequency of visits and overnight trips were
examined. According to the findings, revisits moderated the paths between playfulness
and grooming behaviour, and no other paths exerted a significant effect. Additionally,
overnight travellers moderated the paths between playfulness and social behaviour, and no
other paths exerted a significant effect. Therefore, we confirmed that playfulness heightens
interplay with others when staying a longer term at the destination.

Theoretically, this study contributes to the tourism and festival literature in three ways.
First, the primary contribution involves the role of face consciousness, which determines
the psychosocial mechanisms of tourist behaviour and tourists’ satisfaction, especially in a
festival setting. Second, this study is an early study that elucidates tourists’ psychosocial
mechanisms of tourist behaviour and satisfaction and demonstrates the importance of
face consciousness and playfulness. The study findings reported that face consciousness
and playfulness were important determinants that affected tourist behaviour and tourists’
satisfaction at a festival event in Korea. No prior study has addressed these two variables
in the festival tourism context. Thus, this study may provide innovative insight into
festival research. Third, this research treats the frequency of visits and overnight trips
as moderating variables, which exerted critical impacts between playfulness and certain
tourist behaviours.

This study also provides three practical implications. The first critical implication for
event organisers or festival planners is to break the stereotype that a high sense of face
consciousness might impede social behaviour at a festival. Our findings showed that a high
sense of face consciousness heightened even overacting, grooming, and social behaviour.
In this vein, when planning festival programs, festival planners should place trained event
organisers among visitors to create an interesting atmosphere as a trigger. For instance,
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Guests Organisers (G.O.) at Clubmed resort are trained to organise to eat, dance, and sing
together to keep the visitors entertained.

Second, another connected implication is to heighten social behaviour and overacting
behaviour to create positive satisfaction for visitors, which can be effective for festivals.
It is natural that tourism industries should make more effort to improve their competi-
tive advantage and provide an effective method for gathering tourists in various ways
(e.g., preference pattern mining [57]). One potentially fruitful approach is that festival
managers can prepare various and payable items to stimulate the purchase of festival
souvenirs. Another example is holding a game or staging a surprising event where visitors
can receive gifts while participating in the program.

Third, destination marketers should strive to invoke various strategies to increase
loyal customers. This study found that the re-visit and overnight travellers with playful
traits exerted a moderating effect that supports certain tourist behaviours. In this context,
it will be helpful for marketing organisers to devise accommodation sharing platforms.
One potential idealistic approach to enable both locals and travellers to be happy is that
the houses of local residents can be temporarily rented during the festival period. As such,
festivals can be considered to ultimately boost the local economy.

Regarding the social implications of this study, our findings report that Korean chemyon
engendered behaviour at a festival is strongly associated with FoMO syndrome. As we
mentioned previously, FoMO consists of a desire for belonging and fear of isolation [52];
face consciousness is related to FoMO regarding the sense of being conscious of others
to avoid falling behind them. Although the study on the face consciousness of Korean
festivalgoers gives it an Eastern point of view, our research brings globalisation to the
foreground. As more people have been interested in participating in local or global festivals,
travellers who attend festivals in other countries take into consideration each country’s
unique culture. As such, a new framework that includes face consciousness is proposed,
and this can be this study’s social contribution.

The originality of this study lies in the attempt to adapt face consciousness to amalga-
mate tourist behaviour at festival events. This early study substantiates that Korean face
consciousness manifests differently than in other cultures. Prior studies have ascertained
the relations between social psychology and tourist behaviour in various aspects; however,
scarce research situates a specific focus on face consciousness, which is a noticeable cultural
psychosocial personality trait in Asia, and has a particular pertinence to festival event
settings there. This study addressed this paucity in the research by reporting that face
consciousness and playfulness are important determinants that affect tourist behaviour
and tourists’ satisfaction at events.

As one of the limitations of this study, the mechanism of tourist behaviour was anal-
ysed by using face consciousness and playfulness only as facilitators. Since the explanatory
power of the model was generally low, a precise causal analysis could be carried out in
the future by controlling other exogenous variables that affect tourist behaviour. Another
limitation is that the majority of respondents were married and with accompanying family
members, which might be the lacuna between behaviour at home and behaviour when
travelling and could cause social responsibility bias [58]. Further studies are needed to
address this issue.

Future research may necessitate adapting the integrative model of our research to
other festivals, such as the beer festivals and Mardi Gras, to address the mechanisms. This
would test the generalisability of these particular results derived from a Korean water
festival. Moreover, more work is needed to understand the psychology of consumers who
participate in festival tourism.
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Appendix A

Face consciousness
Strongly
disagree

Disagree Neutral Agree
Strongly

agree

1. I am conscious of the evaluation of others. 1 2 3 4 5
2. I am sensitive to what other people think of me. 1 2 3 4 5
3. I am conscious how my appearance looks to others. 1 2 3 4 5
4. I am conscious of other people’s opinions. 1 2 3 4 5
5. I tend to watch other people’s eyes. 1 2 3 4 5

Playfulness
Strongly
disagree

Disagree Neutral Agree
Strongly

agree

1. I try to have fun no matter what I am doing. 1 2 3 4 5
2. I am often the person who starts fun things in a situation. 1 2 3 4 5
3. I can find fun in most situations. 1 2 3 4 5

Overacting behaviour
Strongly
disagree

Disagree Neutral Agree
Strongly

agree

1. excessive drinking 1 2 3 4 5
2. overeating 1 2 3 4 5
3. overspending 1 2 3 4 5
4. impulsive shopping 1 2 3 4 5

Grooming behaviour
Strongly
disagree

Disagree Neutral Agree
Strongly

agree

1. putting on face paint and tattoos 1 2 3 4 5
2. putting on showy clothes 1 2 3 4 5
3. putting on hair decoration or a wig 1 2 3 4 5
4. putting on heavy makeup 1 2 3 4 5

Social behaviour
Strongly
disagree

Disagree Neutral Agree
Strongly

agree

1. talking with other visitors whom I have never met before 1 2 3 4 5
2. singing with other visitors whom I have never met before 1 2 3 4 5
3. dancing with other visitors whom I have never met before 1 2 3 4 5
4. watering other visitors 1 2 3 4 5
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