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ABSTRACT 

 

 

 

THE IMPACT OF MOTIVATIONS, SETTING ATTRIBUTES, BRAND IMAGE, 

AND SOCIAL MEDIA PROMOTION ON CONCERT ATTENDEES’ REVISIT 

INTENTION THROUGH SATISFACTION AND TRUST 

 

 

By 

 

Kezia Sarah Damairis Manurung 

Dr. Fiter Abadi, M.B.A, Advisor 

 

 

 

SWISS GERMAN UNIVERSITY 

 

 

This study investigates the factors influencing revisit intention to international music 

concerts in Indonesia, focusing on motivations, setting attributes, brand image, social 

media promotion, satisfaction, and trust. With the increasing number of international 

concert attendance, understanding audience behavior is crucial for enhancing promoter 

strategies and maximizing event profitability. Based on Crompton’s Push and Pull 

Theory and the Theory of Planned Behavior (TPB), a quantitative approach was 

adopted. Data were collected via structured online questionnaires from 297 suitable 

respondents and analyzed using Structural Equation Modeling (SEM) through 

SmartPLS 4. The findings indicate that motivations and setting attributes significantly 

influence satisfaction, while brand image and social media promotion significantly 

impact trust. Furthermore, both satisfaction and trust are strong predictors of revisit 

intention. This research provides practical implications for event organizers to improve 

promotional strategies and build stronger brand trust. By addressing attendee 

expectations through valuable experiences and effective marketing, concert promoters 

can maintain long-term audience loyalty and sustain business growth. 
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Trust, Social Media Promotion, Event Marketing, SEM-PLS 
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