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FACTORS OF DEMAND FOR CULTURAL EVENTS IN TOURISM: THE CASE OF THE 

CZECH REPUBLIC  
 

Abstract. The main purpose of the research is to examine selected demand factors for cultural events in tourism 
in the Czech Republic. Eight hypotheses are formulated. The primary research was carried out in the form of a 
questionnaire. There were 1666 respondents interviewed in various tourist destinations in the Czech Republic. While 
testing the hypotheses the Friedman test, Wilcoxon signed-rank test, the Mann-Whitney U test, and Spearman’s rank 
correlation coefficient are used. We confirm the hypotheses that the residents of the Czech Republic think that cultural 
events are organized more frequently than sports events, shopping events (e.g. markets, trades), exhibitions and fairs, 
and religious events in the Czech Republic, the motives for participation in cultural events are mainly experience and 
entertainment, women more often participate in cultural events than men, men more often attend sports events than 
women, and people take the greatest pleasure to participate in cultural events and not in the other events (sports 
events, shopping events, exhibitions and fairs, and religious events). We reject the hypotheses that summer is the 
best season for organizing events, that families are more likely to participate in cultural events than single people or 
people with friends, and that advertising in mass media has the greatest influence on the decision to visit cultural 
events. The benefit of the paper is to focus the research on a new area of tourism development in the Czech Republic 
– organizing events at tourist destinations and trying to reveal the impact of various factors on demand for cultural 
events. Organization of events in tourism is a relatively large area, therefore, it opens further possibilities of exploring 
this issue in terms of the organized events' impact on tourist destinations, the offering of organized events, managing 
organized events.  

Keywords: cultural events, exhibitions, fairs, Friedman test, Mann-Whitney U test, Spearman’s rank correlation 
coefficient, shopping events, sports events, Wilcoxon signed-rank test.  
 

Introduction. The current tourism market is characterized by a strong competitive environment that 
changes the customers and their attitudes and requirements on one side (Çelik, 2019) and requires 
continuous product innovation and creation of new segments of tourist products on the other (Kljucnikov 
et al., 2018; Krajcik et al., 2019). There is also strong competition between the destinations themselves. It 
is therefore essential for tourist destinations to exploit new opportunities for revitalizing and supporting the 
development of tourism, such as various interesting and attractive products. Such tourism products can 
also include organized events that can be used by destinations to attract visitors, develop tourism, 
revitalize various activities and places (Hernandez-Mogollon et al., 2018). In the world, unlike the Czech 
Republic, more attention is paid to organized events, as event tourism is a rapidly developing part of 
tourism that allows countries to profit from growth in income and employment in tourism, to build their 
competitive advantages (Boucher et al., 2018; Christou et al., 2018; Baez-Montenegro & Devesa-
Fernandez, 2017), create destination image and attract foreign investment and visitor attention (Baez-
Montenegro & Devesa-Fernandez, 2017; Duran & Hamarat, 2014). In addition to image creation, event 
tourism reduces crime and poverty and makes people prouder of their country (Boucher et al., 2018). As 
a result of event tourism, marketing activities aimed at promoting destinations are also improving 
(Hernandez-Mogollon et al., 2018; Duran & Hamarat, 2014). Event tourism, like other tourism activities, 
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evokes various socio-cultural (Duran & Hamarat, 2014), economic (Yolal et al., 2012; Duran & Hamarat, 
2014; Valek, 2018) and environmental effects on destinations (Boucher et al., 2018). 

The Czech Republic is one of the countries that have a significant cultural heritage. Cultural heritage 
is well placed to become a part of tourism products such as cultural events. We have therefore focused 
our research on the field of cultural events and factors that influence participation in events of this kind. 
The structure of this research article is the following. In the theoretical part, we present the opinions of the 
leading experts of the researched area. The next part describes the scientific methods and data we work 
within the article and at the same time, we formulate scientific hypotheses. Subsequently, we present and 
interpret the results of our empirical research. In the discussion section, we compare the results of our 
research with similar scientific studies conducted abroad. The originality of our research lies in the fact 
that we present the results of scientific research in a field that is not systematically researched in the Czech 
Republic. 

Literature Review. The importance of event tourism for the development of destination cities is also 
evidenced by the fact that in 2005 the European Commission published a study «The impact of major 
cultural and sports events on tourism-oriented SMEs», it aims to assess social, economic and 
environmental impact of major cultural and sports events on destinations and local tourism businesses. 
The study provided information on the potential of such events and the need for cooperation at the regional 
level to organize events on sustainable development principles for policymakers, small and medium-sized 
enterprises and local communities (Groupe AMNYOS Consultants for DG Enterprise and Industry, 2005). 
In the latest survey of holiday motives of EU citizens in 2016, 9% of EU citizens identified the motive for 
the participation in organized events as the main motive of their holiday in 2015. The results of this 
research shown in Table 1. 

 
Table 1. The main motives to take a vacation in 2015  

The motive to take a vacation/Population in the EU and the Czech Republic (CZ) in % EU CZ 
Sunshine and beach 39 31 

Visit family and friends 38 32 
Nature (mountains, lake, landscape, etc.) 31 55 

City trips 27 19 
Culture (religion, gastronomy, art, etc.) 26 24 

Wellness, spa, resp. health care 13 19 
Sports activities (diving, cycling, etc.) 12 24 

Specific events (sports events, festivals, parties, etc.) 9 9 
Another motive 13 12 
Did not answer 1 1 

Source: Directorate-General (2016).  
 
In addition to traditional holiday motives, such as sunshine and beach, visiting relatives and friends, 

nature, culture, EU citizens quite often travelled outside their usual residence to visit interesting organized 
events. Therefore, in recent years, more and more tourist destinations use organized events as a tool for 
tourism dynamics and through their varied offer, especially in summer, try to attract the visitors’ attention 
(Pompurova, 2014). 

Cultural events are an important part of event tourism and can suitably complement the product range 
of small businesses in rural tourism and agritourism (Mura & Kljucnikov, 2018). Cultural events currently 
account for 1/5 of the total tourism market in the world; organizing these events brings various social, 
economic and environmental benefits for countries and their citizens (Boucher et al., 2018). Cultural events 
include various activities related to visiting festivals, local celebrations, architecture, rituals and other 
interesting events at the destination places (Hernandez-Mogollon et al., 2018; Christou et al., 2018); they 
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may consist of rituals, performances, ceremonies, festivals and celebrations to present socio-cultural 
habits (Oklobdzija, 2015). The atmosphere and uniqueness of cultural events arise from the places where 
events are organized. These factors can be used as appropriate marketing tools to differentiate the 
destination from other places and build its image (Hernandez-Mogollon et al., 2018). As tourism 
destinations and culture are strongly interrelated, tourism policymakers and other stakeholders in tourism 
development can use the destination to attract visitors and make them visit their destination (Christou et 
al., 2018; Hernandez-Mogollon et al. 2018). 

Also, the interconnection of the destination and the culture can improve its identity and intensify the 
development of cultural tourism based on the cultural values and traditions of the destination. Besides, 
during cultural events such as Easter or wine festivals, there is an increase in the capacity use of 
accommodation facilities, which is reflected in the increase in accommodation prices and income growth 
in local economies. Cultural events turn visitors into more cultural and educated people and improve them 
from a psychological point of view (Hernandez-Mogollon et al., 2018). Cultural events are considered 
tourist attractions (Christou et al., 2018). The number of different cultural events and festivals has 
increased significantly in recent years (Baez-Montenegro & Devesa-Fernandez, 2017). Cultural events 
and various festivals have thus become an important factor in the development of tourism Baez-
Montenegro & Devesa-Fernandez, 2017; Christou et al., 2018).  

Methodology and research methods. This article aims to broaden and deepen scientific knowledge 
in the field of organized tourism events, focusing on selected factors of demand for cultural events in 
tourism. Selected factors of demand for cultural events in the Czech Republic are examined. The object 
of the research are factors of demand for cultural events in tourism in the Czech Republic. The primary 
research was conducted in the form of a questionnaire survey. The questionnaire survey was carried out 
by trained interviewers at various tourist destinations in the Czech Republic in 2017/2018. The basic set 
– the population in the Czech Republic older than 15 years, consisted of 8,930,864 inhabitants of the 
Czech Republic, of which 48.79% were men and 51.21% were women (mid-year population by the 1 July 
2017). In determining the sample size, we used the confidence level of 95% and a sampling error of 2%, 
which is the minimum value considered in marketing surveys (its level is 2 – 10%) and defines the accuracy 
of the estimate. After collecting the questionnaires, we have excluded from processing those that were not 
filled in correctly or were incomplete. After omitting these questionnaires, the size of the research sample 
was 1666, while the permissible estimation error increased only slightly, to 2.4%. The selected set was 
representative in terms of gender, we verified the representativeness of the sample by the x2 test (Chi-
square Test), where the p-value = 0.337. The questionnaire consisted of 22 questions. In merit questions 
we asked about the frequency of visits events, their attractiveness, promotion, the influence of seasonality 
on the organization of events, we found motives of attendance, most often kinds of organized events, 
satisfaction with participation in events and so on. At the end of the questionnaire, we asked questions to 
determine the demographic characteristics of respondents (e.g. gender, age). 

We used the statistical analysis tool SPSS (version 25) to analyse the data obtained by the 
questionnaire survey. To test the hypotheses below, we used a 5% significance level and used various 
assays, such as the Friedman test and the Wilcoxon signed-rank test (hypotheses H1, H2, H3, H8), 
Spearman's rank correlation coefficient (hypotheses H4, H5, H6) and the Mann – Whitney U test 
(hypothesis H7). The appropriate statistical test was chosen based on the assessment of several criteria 
– depending on the variable(s), the number of files to be compared and whether we want to compare the 
research files or look for relationships (correlations): 

Hypothesis H1: The residents of the Czech Republic think that cultural events are organized more 
frequently than sports events, shopping events (e.g. markets, trades), exhibitions and fairs, and religious 
events. 

Hypothesis H2: In the opinion of the inhabitants of the Czech Republic, the summer season is the 
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most suitable for organizing events at the tourist destinations. 
Hypothesis H3: The most important motives for visiting cultural events are experience and 

entertainment.  
Hypothesis H4: Women are more often visit cultural events than men. 
Hypothesis H5: Men are more often participate in sports events than women. 
Hypothesis H6: Families are more often participate in cultural events that singles or friends. 
Hypothesis H7: Among all kinds of organized events people take the greatest pleasure to participate 

in cultural events.  
Hypothesis H8: Advertising in the mass media plays a major role in the decision to visit cultural events. 
Results. The results of the research are presented in the following tables. Table 2 and Table 3 show 

the results of testing the first hypothesis. 
 

Table 2. Frequency of individual types of events 
Friedman test 

N 1662 
Сhi-squared test 1935,834 

Df 5 
Asymp. Sig. 0,000 

Source: own data processing. 
 
The Friedman test showed that there is a statistically significant difference between the frequency of 

organizing individual types of events (p-value = 0,000). 
 

Table 3. The sequence of the frequency of individual types of events 
Wilcoxon signed-rank test 

Types of events Asymp. Sig (2-tailed) 
Sports events/Cultural events 0,000 

Shopping events/Sports events 0,632 
Exhibitions and trade fairs/Shopping events 0,000 

Other events/ Exhibitions and trade fairs 0,000 
Religious events/Other events 0,386 

Source: own data processing. 
 
Wilcoxon signed-rank test revealed that, according to the Czech Republic population, cultural events 

(p-value = 0) are organized more frequently in their country than other types of events; cultural events are 
followed by sports and shopping events together (p-value = 0.632), exhibitions and fairs (p-value = 0), 
religious and other events together (p-value = 0.386). The hypothesis was confirmed. The results of testing 
the second hypothesis shown in Table 4 and Table 5.  

 
Table 4. The best time of year for organizing events 

Friedman test 
N 1657 

Сhi-squared test 695,533 
Df 3 

Asymp. Sig. 0,000 
Source: own data processing. 
 
The Friedman test revealed that there are differences between the answers to our question, which 
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part of the year is most suitable for organizing events (p-value = 0.000). 
 

Table 5. The best time of year for organizing events 
Wilcoxon signed-rank test 

Time of year Asymp. Sig (2-tailed) 
Summer season/Doesn’t matter what season 0,001 

Off-season/Summer season 0,000 
Winter season/ Offseason 0,148 

Source: own data processing. 
 
According to the Wilcoxon signed-rank test, respondents most often answered that it doesn't matter 

what season the event is organized (p-value = 0,001), they were followed by a group of respondents who 
consider summer as the most suitable season for organizing events (p-value=0) and then in last place 
respondents considered the winter and off-season together as the least suitable times of the year for 
organizing events (p-value = 0,148). The hypothesis was rejected. The results of testing the third 
hypothesis shown in Table 6 and Table 7.  

 
Table 6. Motives for visiting cultural events 

Friedman test 
N 888 

Сhi-squared test 1671,344 
Df 8 

Asymp. Sig. 0,000 
Source: own data processing. 
 
The Friedman test confirmed that there were statistically significant differences in motives of attending 

cultural events (p-value = 0). 
 

Table 7. The sequence of motives for visiting cultural events 
Wilcoxon signed-rank test 

Motives for visiting events Asymp. Sig (2-tailed) 
Fun/Experience 0,274 
Relaxation/Fun 0,000 

Distraction/Relaxation 0,042 
Obtaining new information/Distraction 0,000 
Learning/ Obtaining new information 0,000 

Shopping/Learning 0,027 
Spiritual enrichment/Shopping 0,001 

Other motives/Spiritual enrichment 0,000 
Source: own data processing. 
 
We used the Wilcoxon test to determine the order of motives of attending cultural events. We found 

that the most common motives to visit cultural events are experience and fun together (p-value = 0,274), 
following is relaxation (p-value = 0), distraction (p-value = 0,042), obtaining new information (p-value = 0), 
learning (p-value = 0), shopping (p-value = 0,027), spiritual enrichment (p-value = 0,001) and other motive 
(p-value = 0). The hypothesis was confirmed. The results of testing the fourth hypothesis shown in Table 8. 
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Table 8. Participation of women in cultural events (Spearman’s coefficient) 
 Gender 

Cultural events 0,138 
Sig. (2-tailed) 0,000 

N 1538 
Source: own data processing. 
 
The hypothesis was confirmed (p-value = 0), but it is a weak dependence (correlation coefficient = 

0.138). The results of testing the sixth hypothesis shown in Table 9. 
 

Table 9. Participation of men in sports events (Spearman’s coefficient) 
 Gender 

Sports events -0,220 
Sig. (2-tailed) 0,000 

N 1539 
Source: own data processing. 
 
The hypothesis was confirmed (p-value = 0), but dependency is weak in this case too (correlation 

coefficient = -0.220). The results of testing the seventh hypothesis shown in Table 10.  
 

Table 10. Family participation in cultural events (Spearman’s coefficient) 
 Families 

Cultural events 0,048 
Sig. (2-tailed) 0,061 

N 1521 
Source: own data processing. 
 
The hypothesis was rejected (p-value = 0.061). The results of the verification of the seventh hypothesis 

presented in Table 11. 
 

Table 11. Satisfaction with cultural events (Mann – Whitney test) 
 Satisfaction with cultural events 

Mann-Whitney U 218478,000 
Wilcoxon W 376119,000 

Z -2,197 
Asymp. Sig. (2-tailed) 0,028 

Source: own data processing. 
 
The hypothesis was confirmed (p-value = 0.028). The results of testing the eighth hypothesis shown 

in Table 12 and Table 13. 
 

Table 12. Impact of various sources influencing attendance of events 
Friedman test 

N 664 
Chi-Square 488,223 

Df 5 
Asymp. Sig. 0,000 

Source: own data processing. 
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The Friedman test revealed that the sources of information we asked did not affect people equally (p-
value = 0). 
 

Table 13. The sequence of various sources influencing attendance of events 
Wilcoxon signed-rank test 

Sources influencing attendance of events Asymp. Sig (2-tailed) 
Relatives and acquaintances recommendation/Own experience 0,023 

Mass media advertising/ Relatives and acquaintances recommendation 0,000 
Coincidence/ Mass media advertising 0,005 

Another source/Coincidence 0,000 
Travel agency offer/Another source 0,063 

Source: own data processing. 
 

Using of Wilcoxon test to determine the order of the sources of information that visitors used when 
deciding to participate in the event. We have found that the most frequently used information source is our 
own experience (p-value = 0,023), following is relatives and acquaintances recommendation (p-value = 
0), mass media advertising (p-value = 0.005), coincidence (p-value = 0), another source and travel agency 
offer together (p-value = 0.063). The last hypothesis was rejected. 

Conclusions. Based on our results, we conclude that according to the population of the Czech 
Republic cultural events are organized in their country more frequently than other events (sports, 
shopping, exhibitions and fairs, religious and other events). This fact indirectly corresponds with 
knowledge from abroad, e.g. Boucher et al. (2018) claim that cultural events and festivals represent around 
20% of the total tourism market, according to Baez-Montenegro & Devesa-Fernandez (2017), the number 
of different cultural events and festivals has increased significantly in recent years. This fact demonstrates 
the importance of cultural events in the development of tourism in tourist destinations in the Czech 
Republic and should not escape the attention of tourism policymakers at all levels and managers of tourism 
development in destinations that have a significant cultural heritage. Through the organization of cultural 
events, they can use and enhance the cultural heritage of tourist destinations. 

Our finding that year season does not matter for organizing events in the Czech Republic. We thought 
that summer would be the main season when events are organized at the tourist destinations. We see a 
contradiction between what we found in the Czech Republic and the findings of foreign authors. When 
examining seasonality, some authors (Muniz et al., 2014) emphasize that people attend sports and cultural 
events more often in summer than at other times of the year. Also, Chengcai et al. (2012) highlight the 
importance of summer for participation in tourism and characterize winter as a less suitable season for 
tourism development. Pompurova (2014) has a similar opinion according to which summer is the most 
suitable for organizing events. Conversely, Mendez-Lazaro et al. (2014) examining seasonality as a factor 
in deciding to participate in tourism in Puerto Rico found that winter is the most suitable season for 
travelling. It should be noted, that Puerto Rico lies in a different climate zone than the Czech Republic. 
Our finding that seasons do not affect organizing events may be related to the fact that, according to 
respondents, that in the Czech Republic cultural events are organized more often and many of them are 
organized in enclosed spaces (theatres, cinemas, concert halls, etc.), and it is obvious that seasons do 
not affect the organization of events. Besides, no drama, opera, operetta or musical performances are 
organized in theatres during the summer season, as theatres have a summer break. Our findings may 
also be related to the fact that the Czech Republic's inhabitants during the holiday season mostly spend 
their time in nature (mountains, lakes, etc.) and therefore are not interested in organized events during the 
summer season.  

While examining motivation to participate in cultural events, we found that the most important motives 
for visiting cultural events are experience and entertainment. This corresponds to the results of foreign 
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authors. According to them, among the most frequent motivational factors of participation in all events are 
not only cultural factors but also new experiences and entertainment (Baez-Montenegro & Devesa-
Fernandez, 2017; Peter & Anandkumar, 2015). Regarding the most frequent motivational factors of 
participation in events, some researchers mention e.g. desire and search for new things, experiences, 
escape from everyday reality, family cohesion, socialization, curiosity, fun, learning, or the attractiveness 
of events itself (Baez-Montenegro & Devesa-Fernandez, 2017; Park et al., 2008; Lee, 2000; Peter & 
Anandkumar, 2015). Other scientific studies have also mentioned other factors, such as education (Duran 
& Hamarat, 2014, Yolal et al., 2012), relaxation, improving relationships (Duran & Hamarat, 2014; Peter & 
Anandkumar, 2015). Knowing the motives of attendance is of great importance especially for the 
management of organized events. Tourist destination managers should use our findings to organize not 
only cultural events in destinations in the Czech Republic but organize them in such a way as to bring 
events visitors new experience and entertainment, distraction, information, lessons, etc. 

The results of our research and the research of foreign authors of gender impact on the choice of 
participation in an organized event are controversial. Some scientific studies from abroad are confirmed 
by our findings and others are rejected. We found that women are more often participate in cultural events 
than men and men are more often participate in sports events than women. This view is also expressed 
by Yolal et al. (2012) and Peterson et al. (2000), who found that women and more often participate in 
cultural events, resp. Montgomery & Robinson (2010), according to which men are more often participate 
in sports and women – in cultural events (Malchrowicz-Mosko & Poczta, 2018). However, there is no 
unambiguous opinion as to whether visitors’ gender has an impact on participation in events in foreign 
literature. Some authors argue that gender impact on participation in events does not exist (Tkaczynski, 
2014; Hernandez-Mogollon et al., 2018), according to others, gender affects the selection and attendance 
of events (Castiglione, 2011; Muniz et al., 2014; Lesic et al., 2017; Montgomery, & Robinson, 2010). Our 
finding that women attend more cultural events and men – sports events can be used by tourist 
destinations management to target groups of people of different genders, offering women participation in 
cultural events and men – in sports events at the same time in different places of the tourist destination. 
However, this kind of organized events is only suitable for larger destinations, as it is demanding on 
finance, human resources, marketing, the actual organization of the event etc. 

Among the demographic characteristics that may affect the attendance of cultural events, we also 
looked at a marital status. We found that families do not more often attend cultural events than single 
people or people with friends. Similar findings have Peterson et al. (2000), Lewis & Seaman (2004), who 
have also found that there is no relationship between marriage (e.g. families) and participation in cultural 
events. However, even in this area, the results are not unambiguous, because Montgomery & Robinson 
(2010), for example, found out by their research that married attend cultural events more than singles. 

While examining visitors' satisfaction with cultural events, we found that the greatest pleasure of 
visiting all kinds of organized events is obtained from cultural events. Similar findings were reached by 
Christou et al. (2018). Our findings are of great importance in relationship-building between cultural event 
organizers and their visitors. The fact that events visitors are most satisfied with cultural events is both 
gratifying and obliging, as it demands continually improving the quality of cultural events. It is challenging 
for those who decide to organize cultural events. 

The last area we investigated was the impact of mass media advertising on the attendance of cultural 
events. We found that own experience was of the utmost importance to decide whether or not to visit a 
cultural event, this is followed by recommendations from relatives and acquaintances, and in third place – 
advertising in the mass media. In foreign literature, however, advertising in the mass media is of great 
importance (Valek, 2018; Yoon et al., 2010; Christou et al., 2018). This finding may also be related to the 
fact that visitors to cultural events in the Czech Republic are very satisfied with this type of event, know 
the offer and their own positive experience is enough for them to decide whether to attend the cultural 
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event again. In our view, if destination managers want to attract more visitors to cultural events, they 
should use marketing tools to build public relations, as it has the effect of maintaining and deepening 
relationships with the visitor (own experience) as well as recommendations from relatives and 
acquaintances. At the same time, they should intensify their advertising campaign in mass media. 

The benefit of our work lies in the fact that we focused our research on a new area of tourism 
development in the Czech Republic – organizing events at tourist destinations and trying to reveal the 
impact of various factors on demand for cultural events. Most of our findings also correspond to foreign 
knowledge. Organization of events in tourism is a relatively large area, therefore, it opens further 
possibilities of exploring this topic in terms of the organized events' impact on tourist destinations, the 
offering of organized events, managing organized events and so on. These are the areas in which we plan 
to target our further research in the future. 

Author Contributions: Conceptualization, L. K.; data curation, L. K.; formal analysis, A. K.; 
investigation, L. K., J. M.; methodology, A. K.; project administration, L. K.; resources. M. C.; J. M.; 
supervision, L. K.; validation, L. K., J. M. and A. K.; writing-original draft, L. K., M. C.; writing-review & 
editing, L. K., J. M. and A. K. 
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Фактори впливу на попит культурних івентів в туризмі: кейс Чеської Республіки 
Основною метою дослідження є аналіз факторів, які впливають на попит проведення 

туристичних культурних івентів в Чеській Республіці. У рамках статті авторами висунуто вісім 
гіпотез. Інформаційну базу дослідження було згенеровано на основі результатів опитування 1666 
респондентів серед подорожуючих різними туристичними напрямами Чеської Республіки. 
Методологічною базою дослідження є економіко-математичні та статистичні методи, а саме: 
тест Фрідмана, знаковий критерій Вілкоксона, U-тест Манна-Вітні та коефіцієнт кореляції 
Спірмена. Емпіричні результати дослідження підтвердили висунуту гіпотезу про те, що населення 
Чеської Республіки вважають, що культурні івенти організовуються частіше, ніж спортивні та 
торгові заходи (наприклад, аукціони, виставки, ярмарки та релігійні заходи) в Чеській Республіці. У 
статті наголошено, що основними мотивами участі у культурних івентах серед суспільства – 
сприйняття даних подій у якості розваг. Результати дослідження свідчать, що жінки частіше 
беруть участь у культурних івентах, ніж чоловіки. Встановлено, що чоловіки частіше відвідують 
спортивні змагання, ніж жінки. При цьому вищий рівень задоволення отримують від участі в 
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культурних івентах, аніж в інших заходах (спортивних заходах, виставках та ярмарках, релігійних 
заходах). Окрім цього, авторами спростовано гіпотезу, що літо – це найпривабливіший сезон для 
організації івентів. Визначено, що сім’ї частіше беруть участь у культурних івентах, ніж самотні 
особи чи особи з друзями. Авторами обґрунтовано та емпірично підтверджено, що реклама у 
засобах масової інформації має найбільший вплив на прийняття рішень щодо відвідування 
культурних івентів. На основі отриманих даних авторами систематизовано основні напрями 
активізації попиту на туристичні культурні заходи у Чеській Республіці. При цьому авторами 
виокремлено перспективні напрями подальших досліджень, а саме: вивчення специфіки організації 
та управління туристичними івентами, вплив якості організації туристичного івента на його 
популярність та кількість учасників.  

Keywords: культурні заходи, виставки, ярмарки, тест Фрідмана, U-тест Манна-Вітні, коефіцієнт кореляції Спірмена, 
торгові події, спортивні змагання, знаковий критерій Вілкоксона. 
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