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summary

Today's urban policies in Central and Eastern 
Europe place an increasing emphasis on cultur-
al and creative activities, as the industrial activi-
ty is not always sufficient for the development of  
cities – and thus the regions run by them – and 
needs to be supported by tourism, especially 
cultural tourism. Organising cultural events, art 
festivals and happenings has a major impact on 
the development of  the urban milieu.
Today, events and festivals make a significant 
contribution to shaping the cultural image of  a 
city. The key to the successful organization of  
festivals is the knowledge of  the target audience, 
the differentiation, the most accurate segmen-
tation of  consumer groups.  The present study 
showcases a detailed and comprehensive visitor 
analysis through 31! - 3 Rivers, 1 Island Total 
Art Happening organized by Győr in Hungary. 
The organizers aimed to rethink and conscious-
ly use the genre (happening instead of  festival) 
to differentiate the event effectively, and to cre-
ate a unique image, consciously building on the 
needs of  a young target group, with a new em-
phasis on visuality.
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The effeCTs of CulTural fesTivals anD 
haPPenings

In the field of  cultural tourism, cities can gain 
major achievements in the field of  event man-
agement (Kundi, 2012). For many destinations, 
festivals can act as a catalyst, helping to revital-
ize lesser-known areas by enhancing their im-
age and developing tourism (Smith, 2009). The 
role of  festivals in urban development has been 
the subject of  intense and critical discourse 
both domestically and internationally since the 
1990s, and despite their many and often voiced 
negative effects, their role in urban develop-
ment continues to increase (Pachaly, 2008:16).

Cultural festivals, the so-called urban festi-
vals, became widespread in Europe after World 
War II. Their characteristic was that they usu-
ally did not involve performers from a single 
field of  art, but, from the outset, presented sev-
eral forms of  performing arts (initially mainly 
choir, music, and theatre). The choice of  names 
of  urban festivals in Western Europe was main-
ly determined by the place where the festival 
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was held (e.g., Lucerne Festival (1938), Dutch 
Festival (1947), Berlin Festival (1951)), and the 
type was also included in the name next to the 
venue, e.g. opera festival (e.g., Verona Opera 
Festival, 1913) or music festival (e.g. Strasbourg 
Music Festival, 1932) (Szabó, 2011). 

Eastern and Central Europe chose other 
means to identify festivals. It was not the name 
of  the arts field or the city that determined 
the name of  the festival and its function, but 
it deliberately focused on the target group, es-
pecially young people. Initially, the Association 
of  Young Communists, later the World Federa-
tion of  Democratic Youth organized the World 
Festival of  Youth and Students. The first such 
meeting took place in Prague and then every 
2-7 years it was always held in different coun-
tries. Of  course, the hippie movement also ap-
peared in this area in the 1960s, intending to 
contrast the young people's own culture with 
the prevailing lifestyle, customs and artistic 
trends. The organization of  rock festivals be-
gan in the 1970s, and then folk music and am-
ateur festivals came to the fore. Pop and rock 
festivals started in the 1980s, later the festivals 
gave way to the formation of  ever larger sub-
cultures in Eastern and Central Europe. With 
the easing of  the dictatorship, cultural urban 
development ideas came to the fore, new types 
of  festivals emerged (e.g., spring, summer, win-
ter festivals). In the 1980s and 1990s, new types 
of  festivals appeared in the Central and East-
ern European region, based on popular music. 
Festivals were organized primarily to entertain 
the urban population because of  the political 
message of  the liveable city (Szabó, 2014).

Today, the demand for cultural tourism has 
increased to such an extent that we can also re-
fer to it as an independent sector of  tourism. 
This is also contributable to the fact that festivals 
are branded and have a complex supply pro-
file, and the festival atmosphere also provides a 
unique experience that can be felt throughout 
the event area and promotes well-being. The 
atmosphere of  festivals is the element that de-
fines and distinguishes them from other musi-
cal events, and it also gives them outstanding 

attractiveness (Jászberényi et al., 2017). Today, 
the festival phenomenon has grown into a meg-
atrend of  cultural tourism. The number of  
festivals has grown exponentially over the past 
decade and a half  (for example, 900 new small 
and large festivals were registered in Britain as 
early as 2007 (Long, 2008)). 

The importance of  festivals and happenings 
is unquestionable; today, it is a basic need of  
the young generation (experience society), a 
cool leisure programme, a competitive product 
that can be put on the market (Szabó, 2014). 
Most festivals held in cities are free of  charge, 
which provides an opportunity to cultivate 
community relations, strengthen local patriot-
ism, and in many cases, they bring significant 
tourism benefits (Tóthné, 2016; Jászberényi et 
al., 2016).

In Győr, home to 31!, an exemplary cooper-
ation model has been established in the recent 
period, which called for a partnership of  eco-
nomic, cultural, scientific, regional, etc. actors 
interested in the city in the spirit of  the con-
cept of  integrated urban development (Fekete, 
2018). The 31! happening takes place in one of  
the most economically important cities in Hun-
gary, where significant revenues are generated 
through the key role of  the automotive industry, 
which the city also recycles for the development 
of  its cultural life (Fekete-Rechnitzer, 2019).

The development of  cultural tourism un-
doubtedly contributes to the social and eco-
nomic well-being of  the city. Nowadays, the 
spread of  COVID-19 has drastically hampered 
the activities of  the cultural sector. Evidently, 
culture is an important complement to the eco-
nomic activities of  urban regions, and we are 
now seeing good examples across Europe of  
being able to play a counterbalancing role to 
losses caused by traditional industrial and other 
economic activities.

Examining the new trends, events as a stra-
tegic tool are still much needed in the life of  
cities. Due to the coronavirus, the content of  
event as a term also changed by 2020, as it also 
received a new meaning due to the epidemic. 
Our study covers the findings of  31! - 3 Rivers, 
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1 Island All Art Happening, drawing from 
events requiring personal offline participation, 
and it does not include the virtual and hybrid 
forms of  the happening. 

The imPorTanCe of grouPing evenT 
visiTors

Cities are different in terms of  size, geography, 
role, image, cultural and historical heritage. It 
should be borne in mind that each city also has 
different endowments in Europe, for example, 
historic cities offer a rich cultural heritage (e.g. 
Prague, Vienna, Brno, Kosice, etc.). Cultural, 
historical cities are already more attractive 
to visitors interested in culture. On the other 
hand,  some cities can build less on their histori-
cal or cultural heritage in the field of  tourism, 
so tourists visit them for completely different 
reasons, e.g. because of  their natural attractions 
(Borg, 1994). 

Urban events of  increasing importance have 
emerged since the 1990s, and the new millen-
nium has highlighted the importance of  dif-
ferentiation and diversification for organizers 
of  urban events (Peters – Pikkemaat, 2005). 
Since urban tourism products are complex 
and consist of  many elements, differentiation 
procedures can be diverse, requiring a clear 
division of  interest groups in cities. There are 
three main interest groups in cities: residents, 
economic actors, and tourists.

Residents of  different ages, as the largest lo-
cal consumer group, not only look for everyday 
services and products but also become tourists 
of  their settlement themselves when attending 
an event. At the same time, urban entrepre-
neurs also have a direct influence, for exam-
ple through their social role. Finally, domestic 
and international tourists are a third important 
group of  stakeholders, who are specifically 
looking for unique products and services as well 
as local culture and attractions, and therefore 
come to the given settlement (Peters – Pikke-
maat, 2005). A combination of  different factors 
is required for tourists to gain an urban tourism 
experience, with which the urban service pack-

age is assessed qualitatively (Haywood – Muller, 
1995).

More than 70% of  Europe's population 
lives in cities. As a result, the majority of  po-
tential travellers who provide tourist demand 
are themselves urban dwellers, so they have a 
daily experience of  how to utilize urban leisure 
spaces, how to “consume” the city, urban festi-
vals. Urban spaces can be interpreted as a spe-
cial cultural hub, where, in addition to the built 
heritage, cultural events are the most important 
attraction.

eXamPles in easTern anD CenTral euroPe

In recent decades, cities in Eastern and Cen-
tral Europe have sought to catch up with the 
economic development of  Western European 
countries mainly through the forced pace of  in-
dustrial development and related programmes 
(Szirmai, 1996), while Western countries have 
invested in research and development, innova-
tion, human capital and the cultural economy 
instead of  fixed capital. In Western Europe, 
attempts have been made to offset the decline 
of  the industrial pull sectors in a new way, 
through cultural and creative investments and 
the creation of  research centers (Enyedi, 2005). 
Launched in 1985 as the European Capital of  
Culture (ECOC) initiative, the award-winning 
cities have been able to embark on cultural and 
creative renewal as a means for cities to embark 
on urban development processes, including the 
modernization of  cultural infrastructure and 
the reinterpretation of  the creative and cultural 
economy, but this included the organization of  
events and happenings (European Communi-
ties, 2009).

There are several cities in Central and East-
ern Europe, some 120, with a population of  be-
tween 70,000 and 500,000. This distinction is 
also important for cultural events, after all, the 
festival market is of  an atomized nature, with 
a few international and national events with a 
particularly high number of  visitors, as well as a 
small number of  regional and local events that 
often attract fewer people due to their nature. 
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The possibilities of  grouping visitors, the 
importance of  exploring the needs of  tour-
ists, and the importance of  differentiation have 
been recognized by many event organizers in 
Eastern and Central European cities, who have 
been able to provide a more successful festival 
experience for their audiences, directly and in-
directly in shaping cultural tourism.

For example, Ruda Slaska in Poland (popula-
tion 139,412) organized the Festival of  Colours 
in 2019 by appealing to a very wide age group, 
thanks to a targeted programme offer, and in-
vited families and groups of  friends to spray 
colorful powders on their guests while dancing 
at an outdoor music concert.

In Maribor, Slovenia (population: 94,370), 
the knowledge of  the target audience also re-
sulted in the successful Lent Festival, which of-
fered a series of  events of  various genres, yet 
harmonized, with its gap-filling programme. 
Opera and ballet, theater and dance perfor-
mances, jazz concerts, classical music, world 
music concerts, singer-songwriting concerts, 
ethno music concerts, folklore evenings, street 
theater performances, summer cinema, sports 
activities and children's programs appeal to a 
genre-sensitive audience.

Brno (population: 381,346 people) in 
Czechia hosted an event called PonavaFest de-
spite the coronavirus. Although the event was 
held only for the 5th time in 2020, it has been 
already so intertwined with the city’s cultural 
values that despite the pandemic, a significant 
portion of  the community has been in demand 
for the festival. The festival attracts several ge-
nerations from families with small children to 
older music-loving audiences.

Sziget Fesztivál (Island of  Freedom) in Buda-
pest (population: 1,752,286), almost adherent 
to foreign young people, cannot be left out of  
the list either,.

It was first organized in 1993 primarily for 
young, more open-minded Hungarian audi-
ences who are passionate about cultural and 
musical events, but today the festival has been 
targetting international, higher-spending for-
eign visitors, also through marketing activities.

In order to be successful, event organizers 
aim to reach the widest possible target group 
and the highest number of  interested people 
through their programmes. Perhaps one of  the 
most important things to do at the beginning 
of  organizing events is to clarify who they are 
primarily for, who will visit them and for what 
purpose, that is, to clarify the purpose of  the 
event and its message to its target audience. 
Whatever the event is, it is essential to identify 
the target group(s), because if  the target group 
whom we want to address is determined, the 
fundamentals of  compiling an event theme are 
well defined and given.

When organizing events, the needs and 
trends of  the primary target groups must al-
ways be considered, and this also applies to the 
structure of  marketing communication. Inte-
grated marketing communication, online and 
offline channels, and conscious coordination 
of  tools is the primary goal in order to get the 
event’s existence and message to the target au-
dience as effectively as possible. It is fortunate 
to have the opportunity to conduct indicator-
based research during and after the event, be-
cause feedback will help the event organizers’ 
work. The aim of  the research is for the organ-
izers to get to know the target audience, to be 
able to differentiate, to segment the consumer 
groups as accurately as possible to further in-
crease the access to the main target group and 
their satisfaction at the next event. 

31! - 3 rivers, 1 islAnd, totAl Art 
haPPening

Before 2018, one of  the major regional centres 
of  Hungary, Győr (population: 129,435), had 
a large market gap due to the lack of  an event 
with artistic synergies for the Generation Y and 
Z target audiences, thus, recognizing the needs 
of  the audience, the city event organizing of-
fice, the Győr Art and Festival Centre, designed 
the 31! – 3 Rivers, 1 Island, Total Art Happen-
ing (hereinafter: 31!).

The happening aims to tear young people 
out of  cyberspace and strengthen social rela-
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tionships, making generations Y and X sensi-
tive to culture and cultural consumption.

The riverbanks of  Győr are the scene of  
social life of  young people, so it was the per-
fect scene for 31! as well. With this, the organ-
izers take the happening directly to the selected 
“consumer” group and make the cultural expe-
rience with unique visual elements that are not 
available on a smartphone.

The 31! is a very young event: it was held for 
the first time in 2018, so it took place only twice 
until the article was published. On both occa-
sions, 7 branches of  art were given the oppor-
tunity to introduce themselves: music, dance, 
photography, literature, architecture, fine arts 
and light art.

What made the event special was that the 
programme of  each branch of  art  was work-
ing as an independent microfestival itself. The 
involvement of  local artists or local profession-
als was a prerequisite when selecting the con-
tributors.

The event is built around a specific theme 
every year; in 2018, in the year of  the European 

Capital of  Culture 2023 competition, in con-
nection with the competition, it was “FLOW / 
Győr, the city of  rivers”.

In 2023, a Hungarian city will become the 
European Capital of  Culture, and in 2018, 
the international jury decided in favour of  
Veszprém against Debrecen and Győr in the 
second round of  the selection process.

In 2019, the theme of  the happening was 
“SECRET”, which was chosen because shared 
secrets connect people most closely through 
their experiences, exactly as art leaders connect 
this theme to the 7 branches of  art. The or-
ganizers are committed to the environment and 
sustainable development, so the theme planned 
for 2020 would have been “NATURE”. As for 
the happening in 2020, due to organizational 
problems and in accordance with the decision 
of  the Hungarian government, the 2020 event 
was cancelled following the guidelines related 
to the global health emergency.

Despite its young age (2 years), the event al-
ready boasts of  two trademarks: the EFFE La-
bel, a quality stamp for remarkable arts festivals 

Picture 1: The 31! happening

Source: http://31gyor.hu, downloaded: 29/09/2020
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awarded by the European Festival Association, 
and a double City Marketing Diamond Award.

The basic mission of  the event is to make 
young people open and receptive to the cultural 
and creative “industry” and remain interested 
in culture and arts as adults. The long-term im-
pact of  the 31! event on culture and its role as 
catalyst in the social relations of  the young ge-
neration was measurable for the first time.

The Győr Art and Festival Center has recog-
nized the market niche and the importance of  
the above-mentioned differentiation since the 
early days of  31st!. In our present study, the 31! 
presents a cluster analysis of  its visitors based 
on two questionnaires.

PresenTaTion of The samPle

For a better understanding of  the audience and 
potential audiences, and to be able to differenti-
ate more precisely, we examined the attitudes, 
motivations and preferences of  the subjects 
during our research.

The questionnaire, as a data collection tool, 
ensured non-interference with personal space, 
anonymity, the processability of  a large number 
of  items and controllable probability sampling.

Our research was based on the distribution 
of  two questionnaires. The questionnaire for 
the local, targeted sample was completed by 
235 people during the event from 12 to 14 July 
2019 in the presence of  volunteer interview-
ers, on paper, coded in the week following the 
event.

The second questionnaire was filled in on-
line, on the platforms of  the organizing Győr 
Art and Festival Centre, on the social media 
channel of  31!, and on the official website and 
Facebook site of  the City of  Győr. This oppor-
tunity was given for 5 days from the second day 
of  the event. The statistical population in this 
case consisted of  210 people.

ClusTer analysis - online QuesTionnaire

In order to get to know the habits of  the con-

sumer segments as much as possible, to map 
them, and thus devise the strategy of  the 31! 
happening in a more conscious manner, we 
performed a cluster analysis.

Namely, if  we know the habits of  the con-
sumer segment, it is possible to plan the in-
troduction of  a product in a targeted way, the 
demand for a new product can be estimated, 
and the audience can be further differentiated 
into smaller segments. Cluster analysis helps 
to accomplish such tasks. The task of  the pro-
cedure is to identify individuals, products, or 
their characteristics, etc. and group them with 
the least possible overlapping between them 
(Lehota, 2001).

During the development of  the question-
naire, we made scaling questions and attitude 
statements so that the main segments could be 
identified and outlined accurately. The main 
procedure for this was hierarchical cluster 
analysis, in which we grouped each respond-
ent based on squared Euclidean distance, and 
we grouped each cluster member using Ward’s 
method.

Based on the leading distances, we had the 
opportunity to create four separate clusters, so 
based on the data of  the online questionnaire, 
we can distinguish the following cluster groups: 
a group of  real lovers of  art, a group of  emerg-
ing lovers of  art, a self-seeker group, and  re-
tractable people.

 – Real lovers of  art: They are  interested 
in art festivals / happenings,  go to fes-
tivals rather than theatre, prefer live art, 
like to build community life and rela-
tionships.

 – Emerging lovers of  art: Their interests 
are quite similar to the previous ca-
tegory, but their attitudes towards art 
are still developing. For each statement, 
the standard deviation of  the responses 
is almost the double of  that of  the first 
cluster.

 – Self-seekers: Although they are interest-
ed in art, they have a hard time choos-
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Table 1: 31! happening cluster statistics by the year of  birth (n=209)

Group Statistics

Ward Method Mean Std. Deviation
Valid N (listwise)

Unweighted Weighted

1 Year of  birth 1990,17 8,881 42 42,000

2 Year of  birth 1983,75 13,895 63 63,000

3 Year of  birth 1980,41 11,785 64 64,000

4 Year of  birth 1986,60 10,495 40 40,000

Total Year of  birth 1984,56 12,185 209 209,000

Source: IMB SPSS output table (created by own analysis)

 � ing between theater and festival, even 
cinema; they love book shows and com-
munity building programmes.

 – Retractables: They are  not really open 
to festivals, prefer to go to the cinema, 
do not like to be in a community, do not 
like book presentations, find them pre-
sumably boring, prefer pop music.

Table 1 shows the mean year of  birth and 
summarizes standard deviations. As it can be 
seen, in the first cluster – the group of  Real lov-
ers of  art – young people can be found; tak-
ing the ages (~ years of  birth) into account, 
the lowest standard deviation can be seen here. 
Based on the above data, Real lovers of  art are 
surprisingly open to arts, which is also indicated 
in the description of  their cluster characteriza-
tion. Based on these aspects, we can call this 

the “strongest” cluster, it is worth continuing to 
target their group. The Self-seeker camp has 
the highest average age. In this camp, it is not 
worthwhile to focus on communication, be-
cause the people who belong here do not have 
a really developed attitude, they have a more 
attitude-forming effect on the 31! happening, 
so marketing and programming should also be 
addressed with this in mind. 

The proportion of  women in the total sam-
ple population is outstanding, which affects all 
clusters due to the composition of  the sample, 
so gender could serve as a distorting factor in 
the analysis, but as Table 2 shows, the signifi-
cance level is above 0.05, i.e. belonging to a 
cluster is not significantly affected by gender.

Table 2: Gender and cluster membership Chi-Square test (n=209)

Value df Asymptotic Signifi-
cance (2-sided)

Pearson Chi-Square 1,860a 3 ,602

Likelihood Ratio 2,018 3 ,569

Linear-by-Linear 
Association 1,248 1 ,264

N of  Valid Cases 209
a 0 cells (,0%) have expected count less than 5. The minimum expected count is 7,66.
Source: IMB SPSS output table (created by own analysis)
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Table 3: Cross-tabulation of  clusters and education (n=209)

Ward Method Clusters' No. (col.)
Total

1 2 3 4

Educa-
tional at-
tainment 
(row)

1

Count 5 2 2 3 12

% within row 41,7% 16,7% 16,7% 25,0% 100,0%

% within col. 11,9% 3,2% 3,1% 7,5% 5,7%

2

Count 0 7 2 3 12

% within row 0,0% 58,3% 16,7% 25,0% 100,0%

% within col. 0,0% 11,1% 3,1% 7,5% 5,7%

3

Count 10 15 8 10 43

% within row 23,3% 34,9% 18,6% 23,3% 100,0%

% within col. 23,8% 23,8% 12,5% 25,0% 20,6%

4

Count 1 1 2 1 5

% within row 20,0% 20,0% 40,0% 20,0% 100,0%

% within col. 2,4% 1,6% 3,1% 2,5% 2,4%

5

Count 4 3 2 6 15

% within row 26,7% 20,0% 13,3% 40,0% 100,0%

% within col. 9,5% 4,8% 3,1% 15,0% 7,2%

6

Count 22 35 48 17 122

% within row 18,0% 28,7% 39,3% 13,9% 100,0%

% within col. 52,4% 55,6% 75,0% 42,5% 58,4%

Total

Count 42 63 64 40 209

% within row 20,1% 30,1% 30,6% 19,1% 100,0%

% within col. 100,0% 100,0% 100,0% 100,0% 100,0%

Source: IMB SPSS output table (created by own analysis)

A cross-examination of  education and clus-
ters (Table 3) shows that the proportion of  real 
lovers of  art (cluster group 1) is extremely high 
among those with primary education. How-
ever, this is not due to illiteracy, but rather to 
the younger average age found above, so pre-
sumably, most of  them have not yet completed 
secondary education.

The proportion of  graduates represents the 
highest proportion of  all “festival-goers” visit-
ing the happening, whose number is the highest 
in the 3rd cluster.

As their attitude cannot be clearly inter-

preted, they need to be offered the widest range 
of  programs. Vocational school graduates / 
secondary school graduates and those with a 
secondary school leaving qualification are most 
likely to be found in cluster group 2, emerg-
ing lovers of  art, and those currently pursuing 
higher education can be found in cluster 4, 
among retractable people.

These correlations are also confirmed by the 
Chi2 test, which confirms that belonging to the 
cluster is significantly influenced by educational 
attainment.

However, the test did not show a significant 
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correlation in terms of  the financial situation. 
Although we cannot talk about a correlation, 
it can be shown that 66.7% of   real lovers of  
art can not make a living from their income, 
25.9% of  them do not have an independent 
income. The latter income category charac-
terises 37% of  emerging lovers of  art, 36.7% 
of  them live well and have savings, and 33% 
can not make a living. In the Self-seeker camp, 
46.2% can make a living from their income, 
40% make a living from their income but can-
not save, and 30% are well off and can put 
some money aside. The largest proportion of  
retractables did not want to answer the ques-
tion (26.8%), the other categories had roughly 
the same proportion (average: 18.5%).

As far as the relationship is concerned, 
33.8% of  those living without children are 
emerging lovers of  art, 22.5% are real lovers 
of  art and retractables respectively, and 21.3% 

are self-seekers. Singles are mostly self-seekers 
(32.8%) or emerging lovers of  art (31.3%), 
while a smaller proportion (20.9%) are real lov-
ers of  art or (14.9%) retractables. An outstand-
ing percentage of  people with children (41.4%) 
came from the category of  self-seekers, 20.7% 
-20.7% from emerging lovers of  art and re-
tractables, and finally 17.2% from the real lov-
ers of  art group.

Table 4 shows the average responses of  the 
four clusters about the programmes. In the first 
case, when surveying modern dance, we can 
see that those belonging to cluster 1 are most 
interested and the members of  group 4 are the 
least. However, the majority of   real lovers of  
art come from the younger age group, so this 
line-up is also logical. Interest in modern dance 
is most scattered in cluster 3 (1,807), which may 
also be due to the fact that the members of  this 
cluster do not yet have an acquired taste.

Table 4: Mean value and standard deviation of  programmes in cluster breakdown (n=209)

Program Cluster Mean 
value

St. 
dev. Program Cluster Mean 

value
St. 

dev.

Modern 
dance

Real lover of  art 4,51 1,675 Perfor-
mance 
by young 
poets / 
poets / 
slam-mers

Real lover of  art 4,63 1,496

Emerging lover 
of  art 4,05 1,745 Emerging lover 

of  art 4,27 1,537

Self-seeker 4,19 1,807 Self-seeker 4,70 1,560

Retractable 3,95 1,782 Retractable 2,90 1,646

Art out-
doors 
(E.g. open 
painting 
work-shop, 
com-
munity 
painting, 
mosaic 
painting)

Real lover of  art 4,59 1,612

Book pre-
senta-tions

Real lover of  art 4,00 1,803

Emerging lover 
of  art 4,73 1,358 Emerging lover 

of  art 4,63 1,195

Self-seeker 4,86 1,479 Self-seeker 5,08 1,276

Retractable 3,15 1,688 Retractable 2,78 1,544

Photo 
exhibition

Real lover of  art 5,00 1,396

Literary 
pro-
duc-tions

Real lover of  art 4,12 1,706

Emerging lover 
of  art 4,90 1,254 Emerging lover 

of  art 4,46 1,378

Self-seeker 5,06 1,344 Self-seeker 4,84 1,371

Retractable 3,83 1,838 Retractable 2,58 1,394
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Program Cluster Mean 
value

St. 
dev. Program Cluster Mean 

value
St. 

dev.

Detective 
games

Real lover of  art 4,24 1,700
Sand 
animation 
/ UV felt 
paint-ing

Real lover of  art 4,78 1,458

Emerging lover 
of  art 4,22 1,453 Emerging lover 

of  art 4,65 1,405

Self-seeker 3,91 1,659 Self-seeker 4,72 1,506

Retractable 3,28 1,867 Retractable 3,63 1,628

Board 
games

Real lover of  art 4,05 1,788

Light ins-
talla-tion

Real lover of  art 5,15 1,424

Emerging lover 
of  art 4,37 1,324 Emerging lover 

of  art 5,29 ,974

Self-seeker 4,06 1,680 Self-seeker 5,42 1,096

Retractable 3,13 1,786 Retractable 4,28 1,739

Music 
concerts

Real lover of  art 5,68 ,879
Light 
painting 
/ Light 
animation

Real lover of  art 5,29 1,188

Emerging lover 
of  art 5,56 ,736 Emerging lover 

of  art 5,29 1,069

Self-seeker 5,47 1,007 Self-seeker 5,42 1,152

Retractable 4,93 1,474 Retractable 4,40 1,823

Source: IMB SPSS output table (created by own analysis)

In the analysis of  variance, the above state-
ment showed a significant correlation between 
belonging to a cluster and interest in the pro-
gramme in all cases, with the exception of  
modern dance.

ClusTer analysis - loCal QuesTionnaire

Like the questionnaire shared online, the local 
questionnaire also identifies four different clus-
ter groups:

 – “Light” art lovers: They have a well-
established, definite taste, they like live 
art, popular music, community pro-
grammes and music festivals, but at the 
same time they don’t particularly like 
book shows and don’t prefer theatre.

 – Super art lovers: They are much more 

likely to choose theatre over both mu-
sic festivals and cinema. Compared to 
the previous cluster, they have a much 
higher interest in live art, community 
programmes, they especially love book 
presentations, their hearts also draw in 
the direction of  classical music.

 – Open-minded: Their personalities are 
extremely open. They have an interest 
in everything, be it a book presentation, 
art or light entertainment, but they like 
popular music and music festivals.

 – Style finder: Their interest is more dif-
ficult to describe, they are not charac-
terized by clear openness. They do not 
have an established system of  prefer-
ences or a definite opinion about artistic 
directions.
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Table 5: Cluster analysis summary table based on online questionnaires

Real lover of  
art

Emerging lover 
of  art Self-seeker Retractable

Average year of  
birth 1990 1983 1980 1986

Highest level of  
education Primary schools

Vocational 
training / 

vocational school
Graduate Currently a 

student

Financial situa-
tion Has no income

Can makes a 
living from his 

income and can 
put it aside

Just makes a living 
from his income Unclear

Marital status Single In a relationship Has a child In a relationship

Attitude Interested in the 
art festival

Interested in the 
art festival

Loves the 
community

Doesn't like the 
commu-nity, 

prefers to go to 
the cinema

Main interests

Music concerts Music concerts Music concerts Music concerts

Loves music 
festivals

Also likes music 
and festivals

Have no specific 
preference system

Not interested 
in art

Community and 
art are im-portant

His point of  view 
can be shaped, 

his personality is 
open

His point of  view 
can be shaped, 

his per-sonality is 
open

Personality is not 
open

Light painting / 
Light animation

Light painting / 
Light animation

Light painting / 
Light animation

Light painting / 
Light ani-mation

Light installation Light installation Light installation Light installation

Least interest

Modern dance Board games Literary 
productions

   Book 
presentations

  Young poet

Source: IMB SPSS output table (created by own analysis)
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Light art lovers are typically graduates 
(30.9%), but many younger visitors of  the hap-
pening who have completed elementary school 
(20.6%) are also included. Among Super art 
lovers, there are even more graduates (46.9%) 
and people who finished vocational training / 
vocational school (21.9%). University graduates 
are represented in the Open-minded commu-
nity at the same rate (25%) as secondary school 
graduates (25%). Most of  Style finders finished 
vocational education (29.5%) or are secondary 
school graduates (25%). The distribution of  the 
most typical marital status is as follows:

 – Light art lovers: 36.4% single; 27.3% 
without a child in a relationship; 21.2% 
have children.

 – Super art lovers: 28.1% raising chil-
dren, 25% living in a relationship, 
18.8% single.

 – Open-minded: 44.4% single, 22.2% 
married or in a relationship, 16.7% in 
a relationship.

 – Style finders: 29.5% in a relationship, 
27.3% single, and 25% raising a child.

As for the average year of  birth of  the clus-
ter groups determined by the data of  the local 
questionnaire, the average year in which both 
Light art lovers and Style finders were born was 
1989 (for the former the standard deviation was 
12.61, while for the latter it was 13.56); for Su-
per art lover it was 1979 (σ = 16 , 47), and 1975 
for the Open-minded (σ = 16.85).

Table 6 explains the assessment of  the pro-
grammes. The data presented are relevant to 
show the scores of  those who actually partici-
pated in specific programs. 106 of  the local 
questionnaire respondents (n = 235) attended 
the dance performance. This programme cap-
tured the Open-minded the most, while the 
average value of  the other clusters is below 4 
(minimum 1 and maximum 6), so we cannot 
talk about clear satisfaction in their case. The 
light painting / light installation (107 partici-
pants) became the favourite of  Super art lovers 
with an average value of  5.24, and they also 
have the lowest standard deviation; however, 
the examined programme performed above 3 

in all cases, so overall its assessment tends to be 
more positive. Also, the second cluster is most 
passionate about sand animation and UV felt-
ing (5.00 with an average of  1.48 standard devi-
ation), but in both cases it performed below an 
average of  3 with 107 also present. Surprising-
ly, perhaps only about half  of  the respondents 
(110 people) were present at the concerts, as this 
met the needs of  almost everyone, but it should 
be noted that the survey took place during the 
day, so it is possible that not all respondents had 
the opportunity to listen to music. 103 of  them 
participated in literary / poetic programmes, 
from which of  course Super art lovers gained 
the highest satisfaction (average 5.12), but this 
figure was significantly lower among Style 
finders, with an average of  1.83. (although 
the standard deviation is above 2). According 
to the 107 participants in the community pro-
grammes surveyed, its positive mood was also a 
primary option for the Open-minded (average 
4.50). The relatively low number of  spectators 
in the photo exhibition (106 people) is also sur-
prising, as it is almost impossible to enter 31! 
without seeing exhibited images. It is also inter-
esting that in this case Super art lovers do not 
belong to the forefront, but it rather caught the 
attention of  Light art lovers (average: 4.28) and 
the Open-minded (average: 4.66). Architectur-
al installations attracted clusters with an overall 
average of  3.41 and 107 participants. The fine 
arts workshop was attended by 108 people, but 
shows numbers below 4 for each cluster, so it is 
definitely worth emphasizing the development 
of  the programme in the coming years.

Overall, local respondents are more interest-
ed in the following programmes offered by 31!: 

 – dance performances (on average ∑= 
4,60, at the happening ∑=3,94),

 – photo exhibition (on average ∑= 4,59, 
at the happening ∑=4,00),

 – music concerts (on average ∑= 5,06, at 
the  happening ∑=4,58),

 – light painting (on average ∑= 3,94, at 
the happening ∑=4,81),

 – literary productions (on average ∑= 
3,48, at the happening ∑=4,09).
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It is a positive result that visitors had a good 
time at 31!. The most enthusiastic ones were 
Light art lovers, who gave an average score 
of  5.63 to the question (“Overall, how much 
do you enjoy yourself  at 31!?") They were fol-
lowed by Super art lovers with a mean of  5.61 

(σ = 0.77), followed by the Open-minded (5.27 
mean, 0.86 standard deviation). Style finders 
were a bit more uncertain about this question 
as well, but they also had a positive result with 
an average of  4.75 (standard deviation 1.29).

Table 6: Assessment of  the programmes offered by 31! by clusters based on participation (n=215)

Prog-
ram Cluster Mean St. dev. Prog-

ram Cluster Mean St. dev.

D
an

ce
 

pe
rf

or
m

an
ce

s Light art lover 3,47 2,555

D
an

ce
 

pe
rf

or
m

an
ce

s Light art lover 3,53 2,458

Super art lover 3,37 2,565 Super art lover 4,16 2,455

Open-minded 4,17 2,230 Open-minded 4,50 2,162

Style finder 2,95 2,368 Style finder 2,85 2,231

∑ clusters 3,56 2,438 ∑ clusters 3,79 2,379

Li
gh

t p
ai

nt
in

g 
/ 

lig
ht

 in
-s

ta
lla

-
ti

on

Light art lover 3,93 2,454

Li
gh

t p
ai

nt
in

g 
/ 

lig
ht

 in
-s

ta
lla

-
ti

on
Light art lover 4,28 2,271

Super art lover 5,24 1,480 Super art lover 3,83 2,526

Open-minded 3,80 2,578 Open-minded 4,66 1,738

Style finder 3,10 2,553 Style finder 2,65 2,412

∑ clusters 3,94 2,437 ∑ clusters 4,00 2,293

Sa
nd

 a
n-

im
at

io
n 

/ 
U

V
 

fe
lt

 p
ai

nt
in

g Light art lover 2,90 2,604

Sa
nd

 a
n-

im
at

io
n 

/ 
U

V
 

fe
lt

 p
ai

nt
in

g Light art lover 3,05 2,724

Super art lover 5,00 1,572 Super art lover 4,72 2,218

Open-minded 3,26 2,543 Open-minded 3,73 2,377

Style finder 2,16 2,167 Style finder 2,45 2,328

∑ clusters 3,22 2,496 ∑ clusters 3,41 2,551

C
on

ce
rt

s

Light art lover 4,69 2,0539

C
on

ce
rt

s

Light art lover 3,38 2,569

Super art lover 5,00 1,1547 Super art lover 3,50 2,640

Open-minded 4,61 1,9609 Open-minded 3,67 2,604

Style finder 3,93 2,0575 Style finder 2,30 2,203

∑ clusters 4,58 1,9084 ∑ clusters 3,28 2,539

Li
t-

er
ar

y 
/ 

po
-e

ti
c 

le
ct

ur
es

Light art lover 3,34 2,464

Super art lover 5,12 1,536

Open-minded 3,70 2,437

Style finder 1,83 2,036

∑ clusters 3,48 2,429

Source: IMB SPSS output table (created by own analysis)
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Table 7: General assessment of  programmes based on clusters (n=215)

Prog-
ram Cluster Mean St. dev. Prog-

ram Cluster Mean St. dev.

M
od

er
n 

da
nc

e Light art lover 5,03 1,349

Yo
un

g 
po

et
s 

/ 
po

et
s 

/ 
sl

am
m

er
s

Light art lover 4,47 1,588

Super art lover 4,23 1,612 Super art lover 5,03 1,224

Open-minded 4,86 1,079 Open-minded 4,63 1,238

Style finder 3,74 1,761 Style finder 3,12 1,942

∑ clusters 4,60 1,478 ∑ clusters 4,33 1,632

Ar
t o

ut
do

or
s Light art lover 4,54 1,440

B
oo

k 
pr

es
en

ta
ti

on
s Light art lover 3,75 1,652

Super art lover 5,03 1,295 Super art lover 5,45 ,624

Open-minded 4,78 1,078 Open-minded 4,59 1,305

Style finder 3,49 1,696 Style finder 2,98 1,752

∑ clusters 4,48 1,455 ∑ clusters 4,12 1,652

Ph
ot

o 
ex

hi
bi

ti
on Light art lover 4,72 1,337

Li
te

r-
ar

y 
pr

o-
du

ct
io

ns
Light art lover 3,94 1,650

Super art lover 5,10 1,165 Super art lover 5,16 1,098

Open-minded 4,85 1,159 Open-minded 4,52 1,340

Style finder 3,58 1,607 Style finder 2,81 1,742

∑ clusters 4,59 1,407 ∑ clusters 4,09 1,669

D
et

ec
ti

ve
 g

am
es Light art lover 4,13 1,714

Sa
nd

bl
as

t-
in

g 
/ 

U
V

 fe
lt

in
g

Light art lover 4,38 1,526

Super art lover 4,48 1,703 Super art lover 4,94 1,315

Open-minded 4,24 1,439 Open-minded 4,68 1,339

Style finder 2,88 1,841 Style finder 3,48 1,890

∑ clusters 3,96 1,734 ∑ clusters 4,38 1,585

B
oa

rd
 g

am
es

Light art lover 3,96 1,731

Li
gh

t 
in

st
al

la
ti

on

Light art lover 4,69 1,569

Super art lover 4,87 1,477 Super art lover 5,28 1,170

Open-minded 4,30 1,448 Open-minded 4,92 1,230

Style finder 3,07 1,827 Style finder 4,09 1,688

∑ clusters 4,03 1,711 ∑ clusters 4,73 1,472

M
us

ic
 c

on
-c

er
ts Light art lover 5,34 1,109

Li
gh

t p
ai

nt
in

g 
/ 

lig
ht

 a
ni

m
at

io
n Light art lover 4,87 1,495

Super art lover 5,34 1,096 Super art lover 5,32 1,137

Open-minded 5,17 ,862 Open-minded 5,04 1,250

Style finder 4,25 1,767 Style finder 3,95 1,834

∑ clusters 5,06 1,268 ∑ clusters 4,81 1,505

Source: IMB SPSS output table (created by own analysis)
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Table 8: Cluster analysis summary table based on local questionnaires

Light art lover Super art lover Open-minded Style finder

Average year of  
birth 1989 1979 1975 1989

Highest level of  
education Graduate Graduate High School / 

Graduate

Vocational 
training / 

vocational school

Financial situa-
tion Single Has a child Single In a relationship

Marital status
Doesn’t like book 
shows, but interes-
ted in art festivals

They love the 
arts, book shows, 

serious music, 
theatre

Extremely open 
all in the direction 
of  easy entertain-
ment and the arts 

as well

They are not 
characterized by 
openness, they 

have no definite 
interest

Attitude         
Main interests 

Music concert Book presentation Music concerts Music concerts

Modern dance Music concerts Light painting / 
Light animation Light installation

Light painting / 
Light animation

Light painting / 
Light animation Light installation  

Light installation Literary 
productions   

 Light installation   

Least interest

Book presentation   Book 
presentations

Literary 
production   Literary produc-

tions

   Community pro-
grams

Source: IMB SPSS output table (created by own analysis)

summary

The constructive role of  festivals and hap-
penings in community development cannot 
be neglected in the development of  cities and 
raising awareness about them. Nowadays, it 

is important to pair up culture with entertain-
ment; the goal is to be unique, to provide an 
experience, and to be able to adapt to today’s 
fast-paced lifestyle. Creating cultural value is a 
social interest, perhaps never before has it been 
so necessary to influence the cultural habits 
of  young people to become culture lovers and 
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consumers in adulthood.
Undoubtedly, the 31! happening in Hungary 

plays a major role in connecting and mediat-
ing different art genres and elements, helping to 
preserve local culture and traditions. 31!, which 
takes place in 3 venues, is a great opportunity, 
especially for young people, to get closer to the 
fun, and an abundance of  it. However, it is also 
an excellent opportunity for Győr to strengthen 
its regional role, to occupy a more prominent 
place in the hierarchy of  settlements, and to de-
velop the city using well-established methods at 
the international level. The consciously applied 
programme offer, the well-known and identifia-
ble target audience, and the attention of  stake-
holders through 31! helps urban development, 
sets an example of  successful differentiation, 
and also joins international trends.
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