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The Panagbenga has become one of the country’s most visited festivals.  For 20 years now, this 

colorful event born in the Philippines’ Summer Capital had drawn significant number of tourists 

from all over to enjoy its month-long festivities.  Throngs of jubilant spectators congregate the cool 

mountain town, exhilarated with February’s cold front, to witness street dancing, floral float parades 

and midnight bazaars in thecity’s central business district. With all these, it is the objective of this 

study to identify the most common type of tourists in the festival and investigate where they come 

from, where they stay, the facilities they look for in an accommodation; and how much they were 

willing to spend for it.   It aims to provide local hospitality businesses information they can use in 

order to improve, develop and manage their products and services.  The survey was done during the 

week of the street dancing and float parades and was conducted in areas frequented by tourists such 

as restaurants, lodging facilities, bus stations, parks, and along major roads. Cross section data was 

used and was tested based on its distribution and the tourists’ willingness to spend for leisure was 

also established with respect to the salaries or the wages they receive.  

 

The study involved 1, 829 subjects, all of whom were non-Baguio residents and were in the city only 

to witness Panagbenga. Results show that the festival attracts tourists belonging to the middle income 

bracket who travels together with their families with older children, and normally spend the vacation 

on a budget.  While there are 90 DOT-accredited hotels in the city, classified as Class A Resorts, 

standard hotels, lodges, inns and pension houses, most of the respondents stay at transient houses or 

small lodging homes that provide a “feel of Baguio at the lowest cost.”  A significant number stays 

with friends and relatives.  Although majority traveled via PUBs, it’s remarkable that those who 

travel using their own vehicles stay only for 2 nights.  Despite, most respondents prefer an 

accommodation that gives value for money and looks for well-appointed guest rooms, internet 

connectivity and restaurant outlets, among others. In retrospect, Baguio hospitality and tourism 

businesses should improve products and services to meet shifting consumer preferences, thrive in the 

competitive lodging business environment, and create strategies that can extract full economic 

opportunities from the tourist activities. Nonetheless, Panagbenga will remain Baguio City’s main 

attraction and the tourists require more suitable lodging for theirpotential return. 
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