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Abstracts: Experiential marketing has been recognized as one of the most effective ways to magnetize concert attendees. This phenomenon has 
widely opened opportunity for promoters to market and to display in their events, precisely in Indonesia young populations nowadays. This research is 
conducted to provide novelty in music concert industry, to capture insightful experiential perspective, and to identify the role of sensory, emotional, social 
and memorable experiences in behavioural intention of Indonesia’s music concert industry. Data is collected through online questionnaires and 
analyzed by using PLS-SEM. The results indicate that memorable experience is the most influential factor to behavioural intention, social experience is 
the second, sensory is the third, and the least prioritized is emotional experience. Lastly, there are soluble implications explained which fully support the 
results of this research. 
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1. INTRODUCTION 
Indonesia has become one of developing countries with the 
fastest GDP growth rate. Bank of Indonesia’s governor (The 
Jakarta Post, 2018), projected that the rate will increase to 
5.2% in 2019. As the result of this growing economy, the 
uprising number of middle class income has expanded into the 
majority. Considering this, many new business opportunities 
arise e.g. saving & invest, food & beverage and leisure 
(McKinsey Global Institute, 2012). Leisure is increasingly 
combined with emotional and cultural values therefore 
emotion based activities and experiences are becoming 
increasingly popular (Young, 2010). Many companies see 
opportunities in this leisure business and one of them is 
concert industry, the availability of event organizers and venue 
providers exist to answer the demand. According to Statista 
(2017), sales revenue in event ticket segment amounts will 
reach USD 362 million in 2019. Moreover, revenue is also 
expected to show 16.4% of CAGR from market value with 
USD 665 million by the end of 2023 which is dominated by 
45.8% population of Millennials, 31.7% of Gen Z, and 21.7% 
of Gen X respectively. Thus, this concert industry is very 
promising for new entrants in the future. As goods and 
services become commoditized in this era, customer 
experiences which are created by company will matter most 
(Pine & Gilmore, 1998).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Music concert as part of service industry is illustrated to be 
one of the customer experience practices in Indonesia. Bee 
Gees was the very first international band who held a concert 
in 1972 at Senayan Stadium with capacity of 60,000 
audiences. Up until now, there are various events with 
different genres of music that have been promoted, such as 
International Java Jazz Festival, Djakarta Warehouse Project, 
We The Fest, Lalala Fest, Sunny Side Up Fest, and so on. 
Lining up with thousands of people to watch concerts and 
enthusiastically paying high price to be the part of these 
crowds, might seem irrational for some reasons. However, 
some customers expect distinct economic offerings of 
experiences (Manthiou et al., 2014; Oh et al., 2007). Quesada 
(2012) stated that musical experience is one of the offering. 
To begin with, he explained deeply about classical music 
experience components; auditive and sensorial experience, 
personal experience, and pure musical experience. Auditive 
and sensorial provide imagination, frequency in sounds, 
duration, intensity, and spectral composition as relevant 
parameters. Furthermore, personal experience has potential 
action to awaken listener’s mood, emotion, and degree of 
attention from recent condition. Lastly, pure musical 
experience evaluates music as historical and biographical 
form of brain memory. The occurrence of emotional 
experience is undeniable for some reasons. Maruszewski et 
al. (2015) said that emotions encompass physiological and 
expressive processes and changes of the behaviour. 
Important components of emotion are feelings, which reflect 
subjective experiences associated with changes that take 
place within the other components. Emotions arise from 
experiences of someone. It can be a happy, sad, even angry. 
Emotions arising from the  experience gained will affect one's 
judgment of the experience. It has also been suggested that 
music festivals offer opportunities for participants in engage to 
define, develop or reflect on their understanding of 
themselves, and cultivate new expressions of self- identity 
(Karlsen and Brändström, 2008; Matheson, 2005). In addition, 
music festival provides an avenue which people can discover 
a sense of identity, meaning, and social integration where 
potentially facilitate connection among participants (Packer & 
Ballantyne, 2011). This connection will bring excitement and 
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relaxation because they are all socially gathered with the 
same interests and similarities  (Uysal et al., 1991; Schneider 
& Backman, 1996). The journey of sensory, emotional, and 
social experience have not come to an end. Remarkable 
experiences that are stored in human brain will pass through 
the process called stimuli.. This mentioned stimuli includes 
images of moving objects and visual texture that are 
constructed by combining gratings of differing orientations and 
or spatial frequencies (Sekuler & Kahana, 2007). In this case, 
ambience of music concerts have successfully engaged 
numerous people to involve in memorable situation; to fully 
enjoy, to feel, to experience the moment, and to concern the 
feeling of being present in a place (Coelho et al., 2018). Above 
all, sharing events with people or creating bonds, which 
reinforces the role of emotions as the focal point of memorable 
experiences (Knolboch et al., 2014). Behavioural intention is 
considered as the result of the formulation of various 

experiences, has been under scrutiny by numerous 
researchers because it will possibly affect in how marketers 
create and innovate. Globally, the most adopted memorable 
experience was coming from tourism (Hung et al., 2014; Ali et 
al., 2016; Ali, 2015; Coudounaris & Sthapit, 2017). Next, local 
studies in tourism were partially obtained emotional 
experience and social experience (Afifah et al., 2018; Rahmi 
et al., 2016). Based on extant literature, there are lacking 
studies in determining the role of threeexperiential domains 
and memorable experience that affect behavioural intention in 
leisure. The purpose of this study is to provide novelty in 
industry chosen and captures insightful experiential marketing 
perspective. Furthermore, this study will identify the role of 
sensory, emotional, social and memorable experiences in 
behavioural intention of Indonesia’s music concert industry, 
using framework from Nasermoadeli et al. (2013), Pine & 
Gilmore (1998), and Rivera et al. (2015). 

2.LITERATURE REVIEW 
 

2.1. Sensory Experience 

Gentile et al. (2007) defined sensorial experience as act of 
sight, hearing, touch, taste, and smell experiences which could 
arouse aesthetic pleasure, excitement, and satisfaction. In 
addition, Nagasawa (2008) and Schmitt (1999) defined 
sensory experience as a perception view of sensory and 
aesthetic about product, surroundings, and atmosphere. 
Lindstorm (2009) conceptualized a model for sensory 
dimensions, such as visual, auditory, olfactory, gustatory, and 
tactile. All dimensions will work as stimuli. These stimuli will be 
transformed to the brain as memory and may contribute in 
taking behavioural decisions. According to Kidwell et al. 
(2008), sensory attributes like music could be combined to 
create atmospherics, highly affect customer valuations, 
emotionally passionate, choices and purchase intentions. 
Papineau (2007) argued that auditory experience can utilize 
the theoretical concept of experience. This auditory 
experience will be the enabler for illusory or hallucinatory 
which objects are reflected more real and vivid on audiences’ 
minds. Initially, visual supported active engagement of 
audiences and enabled them to participate in multisensory and 
interaction design experience (Sun, 2017). McDermott et al. 
(2013) found that human auditory system encourages music 
experience which relies on sensory properties as memory 
receptor to the brain. Previous experiment was conducted by 
Merchel and Altinsoy (2018) showed that frequency, intensity, 
and temporal variations of audio-induced vibrations influence 
tactile dimension. Furthermore, Obrist et al. (2014) suggested 
that the sense of smell is mostly influenced by other senses 
such as vision, hearing, and touch; which contributed 
significantly to memory and emotion. Smell memories were 
associated with stronger feelings of being brought back in 
time, are more emotionally loaded, and are experienced more 
vividly than memories elicited through other modalities 
(Willander and Larsson, 2006). Moreover, series of 
experiments from Gal et al. (2007) found that gustatory 
stimulus can affect taste judgments in consumption 
experience. Referring these literatures available, gustatory is 
the only dimension that has the least influence in music 
festivals. 
 

2.2. Emotional Experience 

LeDoux (1996) described emotional experience as how 
emotions are being created and were explained by feedback, 
central, arousal, and cognitive theories. Parkinson et al. (2005) 
said the bodily changes follow directly from the exciting fact, 
and that we feel the same changes as they occur is the 
emotion. This theory was very well known and is used in 
several studies on emotion (Arnold, 1960; Ellsworth, 1994; 
Smith & Lazarus, 1993; Parkinson et al., 2005; Scherer, 
2016). Nussbaum (2001) emphasized that emotions were not 
just the fuel that powered the psychological mechanism of a 
reasoning creature, they were parts, highly complex and 
messy parts, of this creature’s reasoning itself. Therefore, 
emotional reactions did not depend on a characteristic of the 
stimulus events that people experience, but how they interpret 
and evaluate what happened to them (Parkinson et al., 2005). 
On the other hand, Hockenbury & Hockenbury (2010) said that 
emotion is a complex psychological state that involves three 
distinct components: a subjective experience, a physiological 
response, and a behavioural or expressive response. 
Lundqvist et al. (2009) also said the same thing that emotional 
will be a part of subjective experience, or feeling, and has 
been seen as an essential element of the emotional system. 
Emotional has an assessment of subjectivity, because many 
people have different perceptions and have different views. As 
an example of emotional music was delivered by a singer or 
songwriter can be interpreted differently by everyone, but 
there were some people who cannot receive messages 
through music (Kivy, 1990; Meyer, 1956). Furthermore, Nairne 
(2000) conveyed that an emotion is a complex psychological 
event that involves a mixture of reactions; a physiological 
response (usually arousal), an expressive reaction (distinctive 
facial expression, body posture, or vocalization), and some 
kind of subjective experience (internal thoughts and feelings). 
Based on article The Telegraph (2018), psychologists have 
found that listening to music 'lights up' whole areas of the brain 
associated with a complex range of emotions. Music just 
allows you to open up and release the emotions you were 
already feeling. 
 

2.3. Social Experience 

Schmitt (1999) defined social experience as a good or bad 
relationship between others and society. Social experience 
involved a person's relationships with others and how that 
individual communicates, interacts and socializes with other 
people, whether they have a sense of belonging as an 
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appraisal of one’s circumstance and functioning in society. 
Kahneman et al. (1999) said that social experience is the 
experience of high levels of pleasant emotions and moods, 
low levels of negative emotions and moods, and high life 
satisfaction. Social experience was able to create effect on 
personal socializing procedure and subsequently influence his 
or her thoughts, feelings, and activities (Schmitt, 2003). 
Music festivals are unique because they combine social 
experience, familiarity, and novelty where people experience a 
sense of engagement and connection at festivals in ways that 
are not possible at other kinds of music events. Beside a lot of 
interaction among attendees, fans often interact with the 
artists themselves. ―Artist-Fan Engagement‖ becoming a buzz 
phrase of choice circulating within music business circles 
(Borden, 2009). The close proximity of the events led to 
increased social engagement and by sharing the experience 
with others provides a sense of belonging and social 
integration (Packer & Ballantyne, 2010). The engagement with 
music in a festival could contribute to the creation of a sense 
of community and providing an opportunity to engage in social 
activities (Frith, 1996; Gibson & Connell, 2005). The music 
festivals offer an opportunity for participants to define, develop 
or reflect on their understanding of themselves, and cultivate 
new expressions of self-identity (Karlsen and Brändström, 
2008; Matheson, 2005). Attending a festival concerts were an 
unique combination of venue characteristics, the balance of 
familiarity and novelty, and the social context of the 
experience (Pitts, 2005). According to Zillman & Gan (1997), 
sharing a common experience would help to deepen 
relationships and safeguard against social isolation in the long 
term. The opportunity to socialize at a concert has been 
identified as a particularly important motive (Kolb, 2000) where 
music itself has an important function in forming identity and 
allowed them to enjoy themselves and feel as those they 
belonged (Frith, 1987). 
 

2.4. Memorable Experience 

Memorable experience happened when an event is 
succeeded in terms of making an impression and can be 
easily recollected by the consumers (Pine & Gilmore, 1998). 
From tourism perspective, memorable experience was defined 
as something that is unforgettable and considered as treasure 
in memory (Kruger & Saayman, 2017). Morgan (2006) 
observed that visitors’ positive memorable experiences were 
likely to come from abundant choices. According to Ooi 
(2005), visitors had different experiences even if they were 
doing the same thing repeatedly because experiences solely 
depended on their moods and personal feelings at a particular 
moment. Nadel et al. (2003) proposed MTT (Multiple Trace 
Theory) as the account of long term episodic memory. 
According to study, episodic memory was referred to specific 
events in the life of the individual which included information 
about both the content of that experience; spatial and temporal 
context. Episodic memory was very dependable upon 
hippocampal complex. This mentioned hippocampal was 
always jointly involved in the storage and retrieval of normal 
episodic memory; the combined regions together comprise the 
episodic memory system, regardless of the age of the 
memory. By having this term, memorable experience in music 
festivals is reflected from positive moods and feelings that are 
stored in hippocampal system. 
 

2.5. Behavioural Intention 

Behavioural intention was defined as a perceived notion 
between oneself and some action (Jaccard & King, 1977) and 
always referred to future behaviour and often correlate with 
overt behaviour (Fishbein & Ajzen, 1975). Mowen & Minor 
(2002), defined behaviour intention as consumer desire to 
behave based on certain way so the consumer can show a 
desire to get information and inform others about the 
experience. An unfavorable behavioural intention occured 
when customers perceive service performance at a less than 
expected level (Zeithaml et al., 1996). Recommend to others 
and repurchase intention were several dimensions that used 
to measure behavioural intention. Additionally, benefits that 
visitors enjoy will affect behavioural intentions, especially in 
the context of music festivals (Cronin & Taylor, 1992;  
Zeithaml et al., 1996).  
 

2.6. Hypothesis Development 
Sligte et al. (2010) suggested a phenomenon called VSTM 
(Visual Short Term Memory) which is defined as the distinction 
between the richness of immediate perception and 
impoverished image that are kept in iconic memory and visual 
working memory. Due to technological evolution, products or 
services are becoming harder to differentiate. In order to 
supply unique stigma and memorable experience, marketers 
are obliged to impress each one of the consumer’s sensorial 
instrument. Therefore, with the help of sensory, a brand can 
integrate all of the five dimensions (visual, auditory, olfactory, 
gustatory or tactile) into stimuli and potentially emerge current 
holistic experiences into something memorable (Ditoiu & 
Caruntu, 2013). Thus, we test the following hypothesis: 
 

H1 : Sensory experience has positive effect on memorable 
experience. 

 
Emotional experience has relationship with memorable 
experience because memorable experiences will be the times 
that you felt very emotional (Chandralal & Valenzuela, 2013). 
In tourist event, memories can be defined as filtering 
mechanisms which link the experience to the emotional and 
perceptual outcomes (Oh et al., 2007). One factor that 
scientists believe to be critical in that process is the emotional 
load of an event. Indeed, studies have shown that heightened 
states of emotion can facilitate learning and memory (Johns 
Hopkins Medical Institutions, 2007). Eventreb (2015) said that 
emotion is a key component to create a memorable 
experience because the formation of emotional memories  
occurs in a small section of your brain. By influencing 
perception and attention, your brain can alter the encoding of 
episodic memory, such that emotional events receive priority. 
Therefore, we test the following hypothesis: 
 
H2 : Emotional experience has positive effect on memorable 

experience. 
 
Memories have been shown to contribute to individual 
happiness through evocative memories (Morgan & Xu, 2009) 
and affect different life like family and social lives (Sirgy et al., 
2011). Many elements of memorable experiences are 
experiential aspects e.g. perceived opportunities for social 
interactions and feelings of pleasure and arousal, etc. 
(Chandralal & Valenzuela, 2013). Nearly 8 in 10 (77%) 
millennials say that some of their best memories are from an 
event or live experience they attended or participated in. 69% 
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believe attending live events and experiences make them 
more connected to other people, the community, and the world 
(Boston Consulting Group, 2014). Therefore, we test the 
following hypothesis: 
 

H3 : Social experience has positive effect on memorable 
experience. 

 
Behavioural intention was demonstrated as well-constructed 
experiences that engage and influence consumers’ memories 
(Pine & Gilmore, 1998). Coudounaris & Sthapit (2017) 
measured how MTE (Memorable Tourism Experience) can 

affect consumers behavioural intention to return and or 
recommend their previous past tourism experiences to family 
or friends. In addition, research has shown that effective 
communication of the promised benefits and the ability to 
deliver the benefits by the experiences provided will increase 
the chances that visitors will return (Petrick, 2004). Therefore, 
we test the following hypothesis: 
 
H4 : Memorable experience has positive effect on behavioural 

intention. 
 

 
Figure 1. Proposed Conceptual Framework 

 
 
 

3. RESEARCH METHODS 
 

3.1. Measurement  
Questionnaire was designed in four parts. Respondents were 
asked with one screening question in the first part. Second, 
respondents who have ever attended Java Jazz Festival, were 
asked about three general questions; frequency of attending 
Java Jazz Festival, companion for attending Java Jazz 
Festival with, and mentioning any other festivals joined. Third, 
there were six questions related to respondents demography; 
gender, age, marital status, educational background, 
occupation, and income. Lastly, focused questions were 
displayed in likert scale. Questionnaire items were adopted 
from the previous studies (see Appendix 1). There were five 
variables involved; sensory experience was measured by four 
items (Wen, 2007), emotional experience which consisted of 
four items (Brengman & Geuens, 2004), four items of social 
experience (Fan & Li ,2006), memorable experience which 
was constructed in three items (Manthiou et al., 2014), and 
four items of behavioural intention  (Baker & Crompton, 2000; 
Coudounaris & Sthapit, 2017).  
 
3.2. Data Collection and Analysis 
Java Jazz Festival is an annual jazz music festival located in 
Jakarta that first held in 2005. According to official Java Jazz 
Festival magazine (2012), during their first year in 2005, the 

Java Jazz was able to attract more than 100,000 visitors in 
general and it significantly increases every year. Amongst all 
music festivals that have been presented in Indonesia, Java 
Jazz is one of the biggest events which consistently held in 
fifteen years straight and dominantly supported by government 
institutions and enterprises (BUMN), such as BNI (Bank 
Negara Indonesia), Pertamina, Transjakarta, Jak Lingko, 
Ministry of Tourism, and Ministry of Environment and Forestry. 
This study used convenient sampling method and data were 
collected through online survey. Out of 135 distributed, 93 
useful questionnaires were returned. Although this event 
happened in the last two months, Nadel et al. (2003) conveyed 
the term of episodic memory is ageless. Thus, this capability 
can support respondents’ ability to remember past events and 
answer the questionnaire. After all the data are collected, 
analysis will be done in PLS-SEM model. 
 

4. RESULTS & DISCUSSIONS 
 

4.1. Results 
Demography of the respondents collected was described in 
Table 1, which was dominated by females (63.4%). Age was 
dominated by below 25 years old (54.8%). Marital status was 
dominated single (75.3%). Education was dominated by 
bachelor degree graduates (71%). Occupation was dominated 
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by working as professionals (44%) with income less than IDR 10 millions (44%).  
 
 
 

Table 1. Demographic Characteristics Of Respondents      
Characteristic 

Characteristic Items Number Percent 

Gender 
Female 103 68.2 

Male 48 31.8 

Age 

Below 25 102 67.5 

26-30 32 21.2 

31-35 6 4 

36-40 8 5.3 

Above 40 3 2 

Marital Status 
Single 124 82.1 

Married 27 17.9 

Education 

High School Graduate 13 8.6 

Diploma Degree 6 4 

Bachelor Degree 116 76.8 

Master Degree 16 10.6 

Occupation 

Professional Worker 92 60.9 

Self Employed 2 1.3 

Entrepreneur 25 16.6 

Student 28 18.5 

Others 4 2.7 

Income 

Less than IDR10 millions  69 45.7 

IDR 10 millions - 20 millions 54 35.8 

IDR 20 millions - 30 millions 19 12.6 

IDR 30 millions - 40 millions 5 3.3 

More than IDR 40 millions 4 2.6 

 
The PLS-SEM model carried out two assessments, the 
measurement model and structural model. Measurement 
model to find out whether the research model used has valid 
and reliable. Structural model knows the hypothesis that is 
built whether it can be accepted or rejected. Measurement 
model reveal the terms of reliability, convergent validity, and 
discriminant validity. As results, reliability is supported by the 
measurement of variables used. Significance was set at 5% 

level. All of outer loadings are higher than minimum threshold 
of 0.70 (Kwong & Wong, 2013). Average Variance Extracted 
(AVE), the Composite Reliability (CR), and discriminant validity 
are displayed in Table 2 and Table 3. CR values are higher 
than 0.6, AVE is greater than 0.5, and discriminant validity as 
square root of AVE has greater values compared to other 
correlated variables. 
 

 
Table 2. Convergent Validity And Reliability  

 
Var Item Factor Loading AVE CR 

SSE 
(Sensory Experience) 

SSE 1 0.913 

0.845 0.956 
SSE 2 0.930 

SSE 3 0.925 

SSE 4 0,908 

EME 
(Emotional Experience) 

EME 1 0.982 

0.896 0.972 
EME 2 0.897 

EME 3 0.971 

EME 4 0.934 
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SOE 
(Social Experience) 

SOE 1 0.912 

0.888 0.969 
SOE 2 0.958 

SOE 3 0.945 

SOE 4 0.954 

MME 
(Memorable Experience) 

MME 1 0.918 

0.807 0.926 MME 2 0.861 

MME 3 0.916 

BEI 
(Behavioural Intention) 

BEI 1 0.958 

0.900 0.973 
BEI 2 0.945 

BEI 3 0.945 

BEI 4 0.947 

 
 

Table 3. Discriminant Validity 
 

Variables BEI EME MME SSE SOE 

BEI 0.949     

EME - 0.050 0.947    

MME 0.848 -0.113 0.898   

SSE 0.864 -0.056 0.846 0.919  

SOE 0.749 -0.081 0.860 0.756 0.942 

Note: values of the diagonal are the square root of AVE. 
 

Referring to figure 2, H1, H3, and H4 are supported because 
those hypothesis show positive values of beta and p-values 
less than 0.05. H2 (emotional experience) acts conversely, 
therefore it is rejected from the structural model. R square 
shows 0.831, it indicates that variables, such as sensory 
experience, emotional experience, and social experience can 
explain 83.10% the study. Moreover, memorable significantly 
contributes 71.90% to the behavioural intention. Furthermore, 
from the results, it can be shown that almost all the results 

support the hypothesis that has been made. From the 
independent variables studied, first social experience has the 
greatest effect compared to other variables with beta values as 
0.511. The second influential variable is sensory experience 
with beta of 0.457. Surprisingly, it is found that emotional 
experience did not have a significant impact on the memorable 
experience therefore only sensory and social experiences affect 
the memorable variable. 
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Note: * p-value < 0.05 

Figure 2. Structural Model 
 
Table 4 describes the structural model that has been made. 
The hypothesis can be accepted if the coefficient value is 
positive and the p-value is smaller than 0.05 or T stat > 1.96. 
From the test results, it can be concluded that Hypothesis 1, 3, 
and 4 can be accepted because the value of the positive 

coefficient, T-stat value is greater than 1.96, or the p-value is 
smaller than 0.05. While, hypothesis 2 is rejected because the 
p-value is greater than 0.05 or t stat is smaller than 1.96. The 
following are the results of calculation recapitulation 
 

 
 

Table 4. Hypothesis Results 
 

Hypothesis Path a T-stat P-values Conclusion 

H1 SSE → MME 0.457 5.585 0.000 Supported 

H2 EME → MME -0.046 1.289 0.197 Not Supported 

H3 SOE →  MME 0.511 6.145 0.000 Supported 

H4 MME →  BEI 0.848 24.167 0.000 Supported 

 

4.2. RESULTS 
This study empirically validates the existing theories of 
experiential marketing from tourism perspective into  newly 
context on music industry, which has become trends recently. 
Experiences are somehow seen as motivation for event 
attendees to keep coming back. Generally, these motivations 
consist of involvement in community events, being able to 
relax and have fun, also emotional bonds between individuals 
and place atmosphere (Hixson et al., 2011). Several 
motivations mentioned are closely related to variables tested; 
sensory, emotional, and social experiences. In addition, 
impressive motivations and memorable experiences will 
encourage attendees to possess satisfaction and link to 
certain behavioural intention (Thrane, 2002). Generally, 
memorable experience shows positive effect in behavioural 
intention. The specific activity provides memorable occasion 
for visitors and it becomes one of the awaited events every 
year. As results, many respondents have attended the event 
approximately three times can be strong supporting evidence 
that respondents intend to watch the event repeatedly. 
Realizing the importance of memorable experience as added 
by Portugal et al. (2015), memorable experiences are both the 
output of specific activities such as accommodation, 
restaurants, and destinations and also implicitly or explicitly 
affect future intentions. This type of experience will be one of 
triggers either for newbie or second purchaser of music 
concert ticket. Based on the result, it can be seen that half of 
the respondents are Millennials who like to connect with 
people and establish friendships with anyone. This generation 
really likes to take part in ongoing events and posts several 
updates on social media to attract the attention of people 
(Grunewald, 2018). Millennials nowadays are viewing 
popularity and fame as pleasure and social recognition; they 
enjoy the spotlights, keep documenting and consuming recent 
trends. In fact, half of them are professional workers who are 
not married. Hence, they are more likely to socialize and seek 
entertainment after work as an escape or getaway from hectic 
routines. This tendency shapes and strengthens social 
experience as the second largest variable.. 
 

In an event, atmospheric illumination plays a part in sensory 
experience, especially on stage. At dance or theatrical events, 
illumination is used to stimulate various kinds of atmospheres to 
provoke and enhance movement; ranging from the deployment 
of bright, or animated illumination to align with the rhythms of 
rapid beats. Such effects produce desired ambience and 
sensory immersion for audiences (Edensor, 2015). For 
instance, EDM festivals; taking over half of respondents’ votes. 
One of their success factors is LEDSCONTROL concept. 
LEDSCONTROL is a unique theme made by Ismaya Live which 
is featuring 1600 LED panels, movable robotic wrist completed 
with LED screens, and wireframe LED strips around the stages. 
Up until now, most of Jazz promoters have been too 
monotonous and been avoiding new concepts; limit ideas to 
monochrome. Truthfully, the majority of Millennials should 
become opportunities for them to rebrand and repackage Jazz 
concerts to be more youthful with its timeless touch. 
Unexpectedly, emotional experience had not effect in this study. 
Jazz is identically known as emotional yet melancholic genre of 
music. Conversely, in this study, Jazz is not perceived that way. 
According to MBTI, there are two types of personality traits; 
introvert and extrovert. Introverts tend to hide or mask; hiding 
and repressing what they truly feel about something. On the 
other hand, extroverts do not avoid expressing any kinds of 
emotions inside them. Cerulo (2015) conducted a research and 
found that many female introverts who are in the range of age 
15 until 29 years old domiciled  in Italy were doing masks and 
roles in daily life for managing emotions in public. 
Comparatively, almost the respondents of this study consist of 
females in the range of 16 to 25 years old who might be 
introverts. The Event was considered as common place for 
event where there is possibility for attendees to relax and keep 
the circumstances down without trying to release overflow 
emotions. In addition, there are terms of emotional memory and 
event memory. The Overlook (2017) stated that emotional 
memory was defined as vivid recall of feelings and memories 
that retained drama, while event memory was snapshot of 
moments. By realizing these terms, Java Jazz was considered 
as event memory rather than emotional memory. Thus, the 
existence of emotional experience can be ignored. 
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5. CONCLUSION 
Initially, this research concluded that memorable experience 
played the biggest role towards behavioural intention of 
Indonesia’s music industry. Attendees had tendency to keep 
their past experiences in mind and recall them whenever they 
want. Moreover, extreme positive and negative moments 
would be unforgettable and stored in brain for lifetime. These 
impressions would be expressed and shared to some of their 
friends, spouses, or relatives (through stories by face to face 
and social media posts), which considered as social 
experience. Both mentioned experiences would affect and 
highlight the pattern of ticket purchases of Jazz concert 
significantly. 
 

6. IMPLICATIONS AND SUGGESTION FOR 
FUTURE STUDIES 
 

6.1. Implications 

These findings provide essential implications for two sectors; 
academic and business. First, study contributes in filling the 
existed gaps and offer concepted results of experiential 
marketing for services and leisure. Second, for business 
terms, study suggests more insights for concert promoters and 
event organizers. Since memorable experience shows the 
highest influence to behaviour intention, it should be the main 
concern for promoters yet organizers. Several studies  show  
that  remembered  experience  may  be  superior  to  the  
original  experience  for predicting future decision-making 
(Larsen, 2007). To be remembered, events are demanded to 
be spectacular and well-concepted. Both parties should offer 
unique concept to attract the audiences, hence Java Jazz did 
not have the same theme every year. From every guest star 
who performed in Java Jazz event, they could contribute to the 
tribute event which was held to commemorate Jazz musicians 
by singing famous Jazz singer songs of their time, such as 
Frank Sinatra, Miles Davis, Nancy Wilson and so on to evoke 
memories and introduce songs. Furthermore, Java Jazz can 
be a romantic venue for couples. They can express feelings by 

either confessing or proposing to their love ones. The 
atmosphere and songs provided are very supportive so that it 
can provide a memorable experience to be remembered by 
both partners. Another suggestion, Java Jazz can be held in 
more dramatic venues, like beaches or small islands to get 
more romantic side; rather than in indoor venues, which will 
give monotonous impression every year. Next, social 
experience as independent variable dominates the behaviour 
intention of audience. According to Duffy & Mair (2018), social 
experience can be enhanced through community events, such 
as festivals, fairs, or fetes. The audiences’ expectations beyond 
those events are strengthening community feeling, increasing 
community belonging, improving social engagement, and aiding 
economy (Derrett, 2003). By realizing this fact, fan bases or 
fandoms have huge impacts in ticket and official merchandise 
sales, therefore promoters and organizers can involve them as 
main marketing target. Moreover, sensory experience holds the 
latest position compared to others, but it does not mean that 
either promoters or organizers can be ignorant to this kind of 
experience. Consecutively, the key element in almost every 
concert held is illumination, which is synchronized by rhythms of 
the music, accentuates particular beats and melodic tones, and 
generally deepens the experience of the event for the audience 
as illumination envelops them and delineates the performance 
on the stage (Edensor, 2015). Stage decorations and 
instruments should blend in as whole package. Technology like 
4D, 5D, or LED effects can promote the sensory pleasure 
amongst attendees or offer a unique experience of Java Jazz. 
 
5.2. Suggestion for Future Studies 
This study has several limitations that can be addressed in the 
future research. First, need a larger sample. Therefore, 
hopefully in the future studies, samples can be expanded. 
Second, this research can be applied for other music concert 
genres. It is proved by major of respondents chose EDM music 
festivals. By having this percentage, the next researchers can 
dig more insights in EDM. Moreover, study specifically covers 
Indonesian market. There is opportunity for next researchers to 
broaden and to develop experiential marketing in different 
regions.  
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7. APPENDIX 
 

Appendix 1. Questionnaire Items 
 

Variables Items Code 

Sensory Experience 

Attending concert would arouse my strong sensations SSE 1 

Attending concert would bring me great interest SSE 2 

Attending concert is very attractive SSE 3 

Attending concert is quite worthwhile SSE 4 

Emotional Experience 

Attending concert would make me happy EME 1 

Attending concert would bring me relaxation EME 2 

Attending concert would bring satisfaction EME 3 

I feel more hopeful by attending concert EME 4 

Social Experience 

Attending concert can promote my relationships with others, SOE 1 

By attending concert, I can get recognition SOE 2 

By attending concert, I can find a sense of belonging SOE 3 

By attending concert, I can position my social status SOE 4 

Memorable Experience 

As I remember Java Jazz concert, I can hear it in mind the relationships 
with others 

MME 1 

As I remember Java Jazz concert, I know its spatial layout MME 2 

I can recall the emotion that I felt when I was attending Java Jazz Festival MME 3 

Behavioural Intention 

It’s likely to visit Java Jazz concert next year BEI 1 

I intend to visit Java Jazz concert next year BEI 2 

I want to visit Java Jazz concert in the future BEI 3 

I plan to recommend Java Jazz Festival to my friends or family BEI 4 

 
 
 
 


