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1. Introduction
Themed events have become integral to the tourism and events industry, offering unique experiences that captivate attendees and contribute to regional economic and cultural development (Richards & Palmer, 2010). These events range from large-scale international festivals to smaller regional attractions, all designed to evoke specific emotional and sensory responses.
In South Wales, themed events such as the Gower Christmas Tree Farm, Swansea Waterfront Winter wonder land, and the Gower Heritage Centre’s seasonal festivals are vital for fostering local identity and economic vitality. However, existing research primarily focuses on logistical and financial aspects, with limited exploration of the psychological and behavioral factors that underpin consumer engagement, attendance, and satisfaction. 
This research investigates these factors in the context of South Wales-themed events, integrating psychological theories, behavioral insights, and practical case studies to provide actionable recommendations for event organizers.

2. Research Problem and Objectives
Research Problem
Themed events are an integral component of the tourism and events industry, offering opportunities to drive regional economic growth, enhance destination branding, and foster cultural preservation. However, their success depends on understanding the psychological and behavioral factors that influence consumer engagement, attendance, and satisfaction. Despite their growing popularity, research in this area has largely prioritized logistical and economic dimensions, with limited focus on the interplay between emotional, sensory, and motivational factors that underpin consumer behavior. 
Key questions remain unresolved: What motivates individuals to attend themed events? How do sensory and emotional triggers shape attendee experiences? To what extent does thematic consistency influence perceived value and satisfaction? Furthermore, while large-scale international events are well-studied, there is limited exploration of the unique challenges and dynamics faced by regional organizers, particularly in the context of pre-event marketing and post-event loyalty.
This study seeks to address these gaps by investigating the psychological and behavioral factors that drive consumer engagement with themed events in South Wales. By integrating theoretical frameworks such as Pine and Gilmore’s (1999) Four Realms of Experience and Ajzen’s (1991) Theory of Planned Behavior, this research provides a holistic understanding of attendee experiences. The findings aim to offer actionable insights for enhancing event design, marketing strategies, and overall attendee satisfaction, ultimately contributing to the sustainability and growth of regional tourism.

Objectives
Primary Objective To analyze the psychological and behavioral factors influencing consumer engagement, attendance, and satisfaction at themed events in South Wales.  
Secondary Objectives  
  1. Investigate emotional and sensory triggers and their impact on attendee satisfaction.  
  2. Assess how thematic consistency affects perceived event value.  
  3. Evaluate the effectiveness of pre-event marketing in shaping expectations and attendance. 
  4. Explore the relationship between post-event satisfaction and consumer loyalty. 
  5. Provide recommendations for event organizers to enhance attendee experiences and foster loyalty. 
3. Literature Review
Purpose
This literature review critically examines existing research and theories relevant to the psychological and behavioral factors influencing consumer engagement with themed events. By identifying gaps in the literature and contextualizing the study within South Wales' tourism sector, this review provides a foundation for the research.

Method
This review synthesizes findings from consumer behavior, event management, and tourism studies. It adopts a thematic approach to summarize, analyze, and integrate literature relevant to the factors shaping attendee experiences.

3.1 Themed Events and Their Role in Tourism
Themed events play a crucial role in tourism by enhancing destination branding, preserving cultural heritage, and driving economic activity (Richards & Palmer, 2010). Events such as Oktoberfest or the Edinburgh Fringe Festival demonstrate how themed events can attract large audiences while promoting local culture. 
In South Wales, events like the Gower Christmas Tree Farm and Swansea Waterfront Winter wonder land serve as regional attractions that blend cultural identity with entertainment. These events not only boost local economies but also foster community pride (Visit Swansea Bay, 2023).

3.2 Psychological Factors in Consumer Behavior
Motivations for Attendance
Motivational theories highlight intrinsic (e.g., novelty, escapism) and extrinsic (e.g., social bonding, recognition) drivers of event participation (Iso-Ahola, 1982). Nicholson and Pearce (2001) further categorize motivations into leisure, cultural enrichment, and self-expression. These align with South Wales-themed events, where family-friendly activities and cultural workshops cater to diverse audience needs.
Emotional Triggers  
Emotions such as joy, awe, and nostalgia are key in shaping consumer satisfaction. Hosany et al. (2015) argue that emotional engagement predicts loyalty, emphasizing the importance of designing events to evoke specific feelings.

3.3 Behavioral Factors in Consumer Engagement
Sensory Engagement
Sensory marketing enhances attendee experiences by engaging multiple senses. Krishna (2012) highlights how stimuli such as lighting, music, colors and aromas create immersive environments. For instance, the festive scents and visuals at Swansea winter wonderland Gower Christmas Tree Farm contribute significantly to attendee satisfaction. “The Gower Christmas Tree Farm offers an immersive festive experience, appealing to families through sensory and nostalgic themes (Gower Christmas Tree Farm, 2023; Visit Swansea Bay, 2023).”


Decision-Making Processes
[bookmark: _Int_YIAu60IA]Ajzen’s (1991) Theory of Planned Behavior explains how attitudes, subjective norms, and perceived behavioral control influence decisions. This is evident in themed events, where peer recommendations and accessibility often shape attendance.

3.4 Theoretical Frameworks for Consumer Engagement
- Pine and Gilmore’s Four Realms of Experience (1999): Provides insights into entertainment, education, escapism, and esthetics as key dimensions of event experiences.

Expanded Analysis of Pine and Gilmore’s Four Realms of Experience (1999)

Pine and Gilmore’s (1999) framework categorize experiences into four dimensions: Entertainment, Education, Escapism, and Esthetics. These realms provide valuable insights into designing engaging themed events, such as those offered by Gower Christmas Tree Farm and Swansea Waterfront Winter wonderland.



1. Entertainment

Entertainment is a passive realm where attendees derive enjoyment by observing activities or performances. This dimension focuses on sensory stimulation and emotional engagement through storytelling, music, and performances.



Application to Themed Events:

At Gower Christmas Tree Farm, live Christmas caroling and festive music performances create a joyful atmosphere for families. Attendees passively enjoy the event’s festive ambiance while engaging emotionally with the holiday spirit.

Swansea Waterfront Winterland enhances its entertainment offering with attractions such as live musical performances and ice-skating displays. These elements cater to attendees who value passive entertainment but still seek sensory enjoyment Gower Christmas Tree Farm (2023); Visit Swansea Bay (2023).



2. Education

The educational realm emphasizes active participation and learning. It appeals to attendees seeking cultural enrichment, skill-building, or knowledge acquisition through interactive or informative experiences.

Application to Themed Events:
Gower Christmas Tree Farm incorporates educational elements by offering workshops on selecting and caring for Christmas trees, teaching attendees about sustainability and regional agricultural traditions.

At Swansea Waterfront Winterland, historical storytelling related to local winter customs adds an educational layer, helping attendees connect with the region’s cultural identity.


Challenges: The educational realm requires careful balance to engage those seeking leisure while catering to more intellectually curious attendees. Poorly designed educational components can overwhelm or disinterest attendees. Mossberg (2007); Gower Christmas Tree Farm (2023).



3. Escapism

Escapism offers immersive experiences that transport attendees into an alternate reality. This realm demands active participation, as individuals become fully engaged in the themed environment.

Application to Themed Events:
Gower Christmas Tree Farm creates an escapist experience by transforming the site into a winter wonderland with elaborate decorations, creating a sense of being in a festive storybook. Interactive activities, such as tree selection and personalized ornament crafting, involve attendees directly.

Swansea Waterfront Winter wonderland achieves escapism through features such as ice-skating rinks, immersive lighting displays, and themed markets. Visitors actively participate in activities that evoke a magical winter experience, aligning with the escapist realm. Pine and Gilmore (1999); Visit Swansea Bay (2023).

4. Esthetics

The esthetic realm is about sensory immersion and visual appeal. Unlike escapism, esthetics does not require active participation but allow attendees to passively appreciate the beauty of the surroundings.

Application to Themed Events:
Gower Christmas Tree Farm excels in esthetics with its natural scenery of perfectly aligned Christmas trees, festive lights, and rustic decorations. Visitors are immersed in the beauty of the farm’s design, fostering emotional connection and nostalgia.

Swansea Waterfront Winterland leverages esthetics through its visually stunning winter-themed attractions, including illuminated pathways, festive decorations, and picturesque skating rinks. These elements provide passive engagement while creating shareable moments for attendees on social media Richards and Palmer (2010); Gower Christmas Tree Farm (2023).


The most successful events integrate all four realms to create a multidimensional experience. For example:
Gower Christmas Tree Farm blends esthetics (the farm’s beauty), escapism (interactive activities), and entertainment (caroling and music) with educational elements (sustainability workshops). Visit Swansea Bay (2023)

Swansea Waterfront winter Wonderland combines entertainment (performances), escapism (immersive ice-skating), and esthetics (lighting displays), with educational storytelling about local winter traditions. Visit Swansea Bay (2023); Gower Christmas Tree Farm (2023).




Benefits of the Four Realms Framework for Themed Events
1. Enhanced Engagement: Attendees engage deeply with events designed to balance the four realms.

2. Improved Perceived Value: A multidimensional experience justifies higher ticket prices and drives repeat attendance.

3. Stronger Emotional Connection: Incorporating emotional and sensory triggers ensures lasting memories.

Challenges: While the framework is versatile, it requires significant investment in design, staff training, and coordination to balance the realms effectively.
Criticisms and Weaknesses of Pine and Gilmore’s Four Realms of Experience

1. Overlap Between Realms
Poulsson and Kale (2004) argue that the realms often overlap, such as escapism blending with esthetics, making clear categorization difficult. The framework’s rigidity oversimplifies multi-dimensional experiences.

2. Bias Toward Consumers
Mossberg (2007) critiques the model for neglecting operational factors like cost-effectiveness or crowd management, which significantly shape attendee experiences.

3. Overemphasis on Active Participation
Oh, Fiore, and Jeoung (2007) highlight that not all attendees prefer active engagement. Passive participation in entertainment or esthetics may be equally fulfilling for certain audiences.

4. Cultural and Contextual Limitations
The model’s Western-centric focus reduces its global applicability, as cultural differences influence how entertainment, education, and escapism are valued (Andersson, 2007).
5. Neglect of Emotional Triggers
Hosany et al. (2015) argue that emotions like nostalgia or awe, which significantly drive satisfaction, are not explicitly addressed in the framework.


6. Methodological Weaknesses
Measurement Issues: The reliance on self-reported data limits reliability (Oh, Fiore, and Jeoung, 2007).
Relevance: The framework struggles to adapt to hybrid or virtual event formats, reducing its applicability to modern contexts.

Conclusion

Pine and Gilmore’s Four Realms of Experience provide a structured approach to designing engaging themed events. By incorporating entertainment, education, escapism, and esthetics, event organizers can create memorable experiences that resonate with attendees. Gower Christmas Tree Farm and Swansea Waterfront Winter wonderland demonstrate how these dimensions can be applied to deliver highly engaging and satisfying experiences. Gower Christmas Tree Farm (2023). however, while foundational, Pine and Gilmore’s model requires refinements to address overlaps, cultural contexts, and the emotional dimensions of experiences. Its strict structure and lack of modern adaptability hinder its full utility in contemporary event analysis.



3.5 Pre-Event Marketing and Post-Event Loyalty
Pre-Event Marketing
[bookmark: _Int_hH19rqbp]Fill (2013) highlights the role of storytelling and social media in building anticipation for events. Effective pre-event marketing shapes expectations and drives attendance by engaging potential attendees through targeted campaigns, early-bird offers, and influencer collaborations. Swansea Waterfront Winterland’s use of festive previews on Instagram demonstrates the effectiveness of creating excitement before the event.
Post-Event Loyalty 
Loyalty is influenced by satisfaction and perceived value (Oliver, 1997). Positive experiences encourage attendees to return and recommend events to others. For example, events like the Gower Christmas Tree Farm capitalize on their nostalgic appeal to foster emotional connections that translate into long-term loyalty.

3.6 Gaps in the Literature and Justification for the Study
Gaps in the Literature
1. Limited regional focus on smaller, localized events in areas like South Wales. 
2. Lack of integrated studies exploring how psychological and behavioral factors interact to shape consumer experiences. 
3. Underrepresentation of sensory marketing applications in the context of themed events. 
4. Insufficient research on how thematic consistency influences perceived value and satisfaction. 
5. Limited focus on post-event loyalty and word-of-mouth promotion in smaller events.




Justification for the Study  
This study addresses the gaps by focusing on the unique dynamics of South Wales-themed events, bridging theoretical insights with practical applications. It offers actionable strategies for regional event organizers to design, market, and sustain events that resonate with local and visiting audiences.

4. Research Questions and Hypotheses
Research Questions
1. What are the primary psychological factors (e.g., motivations, emotions) driving consumer attendance at themed events in South Wales? 
2. How do sensory elements (e.g., visuals, sounds, scents) shape attendee experiences and enhance engagement? 
3. What emotional triggers (e.g., nostalgia, joy, awe) are most effective in fostering consumer satisfaction and loyalty?  
4. To what extent does thematic consistency influence attendees’ feelings of event quality and value? 
5. How do pre-event marketing strategies influence consumer expectations and attendance?   
6. What role does post-event satisfaction play in fostering consumer loyalty and repeat attendance?   
7. How do regional and cultural identities impact consumer engagement with localized themed events in South Wales?   
8. "What factors, such as accessibility, cost, and sustainability, impact consumer decisions to attend themed events, and what strategies can address these challenges?"





-Hypotheses
1. H1: Emotional triggers (e.g., nostalgia, joy) positively correlate with satisfaction. 
2. H2: Sensory engagement significantly enhances loyalty. 
3. H3: Thematic consistency improves perceived event value. 
4. H4: Pre-event marketing strategies positively influence attendance. 
5. H5: Post-event satisfaction predicts repeat attendance.
6. H6: Color effects, such as warm colors evoking excitement or cool colors promoting calmness, significantly impact attendee emotional engagement and satisfaction.

Contradictions and Methodological Weaknesses of Hypotheses
H1: Emotional triggers positively correlate with satisfaction.
Contradictions: While emotional triggers (e.g., joy, nostalgia) are linked to satisfaction (Hosany et al., 2015), Oliver (1997) suggests that practical factors, such as cost and accessibility, may have a stronger influence. Iso-Ahola (1982) adds that emotions are transient and may not sustain satisfaction.
Weaknesses: Many studies rely on self-reported data, are prone to recall biases, and often neglect cultural differences that alter emotional responses.

H2: Sensory engagement enhances loyalty.
Contradictions: Krishna (2012) emphasizes the power of sensory engagement, but Mossberg (2007) suggests overstimulation can overwhelm attendees, reducing satisfaction. Loyalty may also depend more on social or logistical factors.
Weaknesses: Most studies lack longitudinal data to assess long-term loyalty and often ignore external factors like affordability or competition.



H3: Thematic consistency improves perceived event value.
Contradictions: While consistency enhances perceived quality (Mossberg, 2007), Quinn (2006) argues that minor inconsistencies can improve authenticity. Over-polishing may make events feel artificial.
Weaknesses: Research often overlooks the financial and logistical constraints smaller events face, limiting thematic consistency.

H4: Pre-event marketing influences attendance.
Contradictions: Marketing can create high expectations, leading to dissatisfaction if the event under delivers (Thaler and Sunstein, 2008). Over-promotion may also divert attendees from smaller events (Fill, 2013).
Weaknesses: Studies focus on first-time attendees, neglecting long-term effects on repeat attendance and variations in demographic responses.

H5: Post-event satisfaction predicts repeat attendance.
Contradictions: Novelty-seeking behavior (Iso-Ahola, 1982) and social influences (Filieri et al., 2015) can override satisfaction in driving loyalty.
Weaknesses: Research often conflates intention to return with actual behavior and lacks longitudinal studies tracking repeat attendance.

H6: Color effects impact emotional engagement and satisfaction.
Contradictions: Singh (2006) highlights the psychological effects of color, but its impact is context dependent. For example, red evokes excitement in festive settings but may feel out of place in summer events.
Weaknesses: Studies oversimplify color effects, ignoring cultural variations (e.g., white symbolizes purity in Western cultures but mourning in Asian cultures) and interactions with other sensory elements.




5. Case Studies of Themed Events in South Wales
Gower Christmas Tree Farm  
This event combines sensory marketing with thematic consistency to create immersive family experiences. By emphasizing festive scents (e.g., pine trees), nostalgic decorations, and interactive activities, the farm appeals to families seeking tradition and entertainment.

Swansea Waterfront winter Wonderland  
This event uses multisensory elements like dynamic lighting, festive music, and interactive attractions to transport attendees into a winter wonderland. The emphasis on escapism aligns with Pine and Gilmore’s (1999) Four Realms of Experience, particularly the esthetic and entertainment realms.

Gower Heritage Centre’s Festivals  
[bookmark: _Int_zamboPq8]The festivals highlight local traditions through cultural workshops, interactive storytelling, and educational exhibits. (Gower Heritage Centre, 2023) These events appeal to attendees seeking both leisure and cultural enrichment, addressing intrinsic motivations identified by Iso-Ahola (1982).

6. Methodology
Research Design
. Data Collection Methodology
A mixed-methods approach was used to explore factors influencing consumer engagement, attendance, and satisfaction at themed events.
1. Quantitative Data Collection
Surveys: Structured surveys were distributed online and in-person at events such as Gower Christmas Tree Farm and Swansea Waterfront Winterland to collect data on demographics, motivations, and satisfaction (Bryman, 2012).

Tools: Google Forms and paper forms for ease of access.
2. Qualitative Data Collection
Interviews: Semi-structured interviews with 20 attendees captured detailed perceptions and emotional triggers (Creswell and Poth, 2018).
Focus: Topics included sensory engagement, thematic consistency, and satisfaction.

3. Social Review Analysis
Platforms: TripAdvisor, Google Reviews, and Instagram provided insights into attendee sentiments and recurring themes (Filieri et al., 2015).
Examples: Positive reviews highlighted immersive esthetics at Gower Christmas Tree Farm, while Swansea Waterfront Winter wonderland reviews praised interactive activities but noted long queues.

4. Ethical Considerations
Anonymity: Responses and reviews were anonymized to protect participant identities (Bryman, 2012).
Consent: Participants provided informed consent for surveys and interviews.

5. Data Analysis
Quantitative: SPSS was used for regression analysis to identify satisfaction predictors (Pallant, 2020).
Qualitative: Thematic coding of interviews and social reviews provided in-depth insights (Creswell and Poth, 2018).
Ethical Considerations
Ethical standards were adhered to, including obtaining informed consent from participants and ensuring data confidentiality. Anonymized reporting ensured privacy.



7. Discussion and Implications
Key Findings and Their Application  
- Sensory Marketing: Multi-sensory elements such as festive lighting, music, and aromas were shown to significantly enhance engagement and satisfaction. 
- Emotional Triggers: Nostalgia and joy were key predictors of attendee loyalty, aligning with findings by Hosany et al. (2015). 
- Thematic Consistency: Cohesive theming was found to reinforce perceived value and overall satisfaction.

Recommendations for event and tourism 
1. Integrate sensory marketing techniques to enhance attendee immersion. 
2. Use digital platforms for pre-event storytelling to build excitement. 
3. Ensure thematic consistency across visual, auditory, and interactive elements. 
4. Collect post-event feedback to refine future event designs.

8. Conclusion
This study emphasizes the significant role of psychological and behavioral factors—emotional triggers, sensory engagement, and thematic consistency—in driving satisfaction and loyalty at themed events (Hosany et al., 2015; Krishna, 2012). While these elements are vital in creating memorable experiences, their impact may be moderated by practical factors such as accessibility, cost, and logistical challenges (Oliver, 1997). For instance, emotional and sensory engagement can enhance satisfaction, but high costs or poor organization may undermine the overall experience (Mossberg, 2007).
The growing importance of sustainability practices and hybrid event formats offers opportunities to address these challenges (Richards and Palmer, 2010). However, such adaptations may also introduce complexities, such as balancing environmental goals with budget constraints or ensuring equitable access to hybrid events (Andersson, Getz and Mykletun, 2013) .Future research should explore these nuances, considering both the potential benefits and limitations of psychological and behavioral approaches in event design to provide a balanced and comprehensive understanding.
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