B Sc Motorsport Management


Event Management




Motorsport Events

Make a list of all the types of Motorsport Event that you can think of:

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
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……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
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……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

List positive and negative impacts that can come about as a result of a motorsport event:

Positive:






Negative:

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Now consider how each one might be harnesses or resolved:

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
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……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Socio-cultural factors

Events can have a mixture of social and cultural impacts on a range of groups:
· Community ownership:  Assets or organisations owned of controlled through some representative mechanism that allows a community to influence their operation or enjoy the benefits e.g. football field, tennis court.

· Community cohesion: Factors that include age, gender, wealth, ethnicity, religion, sexuality, political ideology. 

· Common vision or sense of belonging for all communities involved.

· Diversity of peopled different back grounds and circumstances is appreciated and positively valued.

· Those from similar backgrounds have similar life opportunities.

· Strong and positive relationships are being developed between people from different backgrounds and circumstances in the workplace, school and within neighbourhoods.

Exercise

Consider and list the social impacts of each of these events:

· NEC Autosport Racing car show

· Wales Rally GB

· Formula 1 @ Silverstone.
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……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Event Evaluation
Evaluation of an event is frequently neglected but has many benefits specifically in terms of quality.  Those who were involved in the events organisation can learn from the experience and improve on the operations, and can supply good information for those who plan to organise an event in the future.

Evaluation needs to be planned before the event with the objectives as a guideline.  The information required needs to be established too.  For example age, address, gender, had the customer been before, how did they find out about the event, give a good idea of demographic and can be asked, just before, during or after an event.

The following are a list of example questions for a customer survey, which constitute an informal post event report.  However, market research companies can be hired to perform a more in depth study.

· How did you find out about this event?

· Why did you decide to come to the event?

· When did you decide to come to the event?

· Did you come to the event with other people?

· Who was the decision maker?

· How did this event meet your expectations?

· Was the transport/ parking adequate?

· Did you get value for money?
· Was the food and beverage adequate?

· Were the seating sound and vision adequate?

· Would you attend this event again?

· Why would you recommend/ not recommend this event to others?

· How could the event be improved?

For Exhibitions:

· Why did you come to this exhibition?

· Do you have the authority to purchase at this exhibition?

· Did you place any orders at this exhibition?

· Do you plan to place any orders as a direct result of the exhibition?

· Did you come to this exhibition last year?

· When did you decide to come to the exhibition?

· How far have you travelled to get to the exhibition?

· What were the best features of the exhibition?

· How could it have been improved?

Staff debriefings

Feedback from staff will open new dimensions to the event from the management and running of the event. 

· What went well and why?

· What went badly and why?

· How could operations have been improved?

· Were there any significant risk factors which were not anticipated?

· Was there a pattern to any incidents?

· Are there any outstanding legal issues with regard to incidents or injuries?

· Are the any implications for staff recruitment and training?

Financial Records

Other useful contributors to post event analysis and reports can be financial records, including:

· audited financial statements

· budgets

· revenue, banking and account details

· payroll records

· the risk management plan

· incident reports

· minutes of meetings

· insurance policies

· contracts with other agencies and organisations, such as hire companies and cleaning companies

· asset register

· promotional materials

· operational plans

· policies and procedures

· training materials

· database of attendees/participants if possible

· record of results of competitors.

· event evaluation and statistics

· event or sponsor report.

A summary report evaluating and proving the success of the event increase the likelihood of a repeat performance.

Other Impacts of Events

Economical, political, physical and social issues can impact on the local community as a result of the event.

An Economical impact can be direct or indirect, spending by visitors and spending by visitors with related local businesses as demand increases.  Political benefits can be the increased profile of the host town or city or increased employment as a result of the event.  Physical impacts can be in the form of improved infrastructure and community spirit and new perspectives can be some of the social impacts.

Activity

Divide the strips of card with types of information or data on and divide them into either qualitative or quantitative information:
Quantitative:



 

    Qualitative:


…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
Boosterism

Boosterism is the act of "boosting" or otherwise promoting one's town, city or organization, with the goal of improving the overall quality of the city or organization, as well as its public perception. This can be as simple as "talking up" the entity at a party, or as elaborate as establishing a visitors' bureau. It is somewhat associated with American small towns. The concept is also employed, to a large extent, in political settings, especially in regards to unpopular or questionable policies and events.

During the expansion of the American and Canadian West, boosterism became epidemic as the leaders and owners of small towns made extravagant predictions for their settlement in the hope of attracting more residents, and not coincidentally inflating real estate prices.

A booster is also a name for a supporter or fan of a college or its athletic teams who contributes monetarily to the program.

British new town schemes considered these North American and so came up with contemporary promotional representations.

Boosterism typically uses characteristics and behavior stereotypes in two specific ways for place promotion:

1. Promotional materials based on the stereotype to communicate with an audience.

2. Promotional work to counter new/other stereotypes.

i.e focus on the good things to eradicate the bad.

MINI CASE STUDY: Glasgow’s long term campaign against negative stereotypes.  Once popularly stereotypes as a city of poor housing, worn out industry, labour discontent and gang violence, Glasgow has tried multiple times to create a new image of culture and progress.  Once typified by its ‘Glasgow is Miles Better’ promotion in the 1980’s, and then superseded by ‘Glasgow’s Alive’ and ‘Glasgow’s on the Move’.  Eventually it was named City of Culture in 1990 and in 2014 hosted the Commonwealth games.

MINI CASE STUDY:  Northern Ireland has been trying to change their powerful negative stereotype of violence and sectarian conflict, in order to attract new industry to an area of high unemployment.  Regeneration of the River Langlan waterfront is one such example of a project.  One such promotional exercise summarised the merits of the city without actually naming it.

Can you think of any current examples of Boosterism?................................................................................................

.............……………………………………………………………………………………………………………………………………………………………………

Advantages





Disadvantages

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Exercise

Explain how Motorsport can play a part in boosterism for a town/ city of your choice.  Describe how such an idea can be used to improve the social perception of motorsports image.

When researching you should also consider the following:

· Tourism

· Seasonality

· Linking with existing features and local attractions

· Infrastructure

· Existing boosterism strategies
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Promotion

Promotion is the communication of marketing, and involves the details of how the product or service will be brought to the attention of the possible participants and/or customers.  Hence a promotional scheme should aim to achieve attention, interest, desire and action.
The following should be considered under promotion.

Logo

A logo is a critical part of any public image, consultation of any relevant agencies or authorities is important to avoid any breach of regulations, legislation, or trade marks.   Colour combinations can often be used ingeniously to give companies identity, particularly when operating on an international basis.   Large companies can gain much for a logo but smaller companies or short term projects need to ensure they are not left with stock at the end.

Good logos should:

· Reflect the event

· Pass on what it is about

· Be attractive and eye catching

· Portray an event image

· Give relevant messages

· Be colourful

Mascot

Mascots are not a must but can be particularly effective with the right target audience.  The mascot should be relevant, attractive, appropriate, and saleable.

Advertisement

Advertisement can make or break a promotional campaign.  Since advertising can be expensive, clear and specific objectives need to be applied.  Also linking high profile (and expense) forms of advertisement with cheaper ones can often be as effective as just the expensive option.  Despite this the following need to be considered:

· Why?

· Who for?

· When?

· Where?

· How much?

· What exactly?

· Who will judge the response?

· Which media?

· How is it evaluated?

Successful campaigns have several key features:

· Promote awareness of the event.

· Pass on relevant event details.

· Encourage the desire to participate.

· Promote the event as being worthwhile.

· Aim to establish attendance patterns for future events.

· Encourages interest into attendance.

· Promote the event and image and logo.

· Be positive.

List the advantages and disadvantages of the following types of advertisements.

Local Press:        ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Radio: ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

TV:
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Newspapers:

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Internet:

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Media Relations and Publicity

Publicity and advertising should be run in parallel, over a period of months leading up the event.  This gives plenty of opportunity and notice for potential participants and spectators to book advanced tickets.  Imaginative solutions for publicities, combined with early contact with the media are essential.  All campaigns can be executed through the usual means as well as mail drops, billboard firms, bus companies, or car stickers.

Other more formal solutions to publicity are press releases, press conferences and photo opportunities which can be effective depending on the scale and type of the event.

Public Relations

Managing the public and the image of the organising group are pivotal the success of the event, public relations combines all of the above factors logo, media, etc with customer care.  Celebrity endorsements, good critic reviews, support of experts in the field will also help to better the image of the event in the public and paying customers.

Selling
Everyone involved with an event have a role to play in selling an event, especially those who are first base with the customer.  Each member of the organising team must embody the image, ethos and aim of the event in order to be capable of selling.

Event merchandise and souvenirs sales can be lucrative for any event providing sufficient though has been put into the logo etc.   Franchising these sales out can be profitable provided the deal is suitable to both parties and the amount of goods sold is high.

Exercise

Discuss how the factors above have been considered with reference to a motorsport event with which you are familiar, e.g. Silverstone GP, BRC live, Formula Student.
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Ethics

Ethics and the idea of ethical advertising have recently become an extremely hot topic at. The whole issue has captured peoples’ attention both for personal and professional reasons.

What does ethical mean?

One of the key issues here is that ethical is such a subjective term – what is ethical to one person may not be to another. Moreover the concept of what is ethical is not fixed in stone – for example it used to be thought ethical to advertise cigarettes but not condoms however, however now the industries position has completely reversed.

The reality is that ethical is not an absolute term and the word ethics merely means the moral code by which someone decides right from wrong and therefore can be highly personal.

The term ethical has acquired a very specific meaning over the recent past. For example the term ethical investment fund implies that money will not be invested in companies that cause harm to people, animals or the environment.

In a sense then ethics can be directly related to respect. Ethical people, ethical companies and ethical activities show respect for the world around them and are aware of the consequences of their actions upon others. Contrast the respective reputations of both Esso and BP both of which are engaged in the same industry. Esso has recently been subject to a global consumer boycott because its denial of climate change and is seen to show enormous disrespect to the environment. BP on the other hand is seen as more ethical because they show increasing respect such issues.

Where do ethics need to be considered?

Clearly the concept of ethics becomes a little unmanageable where the environment is concerned. Fortunately there are easier ways of understanding what you need to respect in order to be more ethical.

The three components most companies are concerned with:

· Profitability – respect for a business’ effect on the economy

· Social responsibility – respect for a business’ effect on society

· Environmental responsibility – respect for a business’ effect on the environment.

So for a business to be sustainable it needs to generate a profit, not harm society and not degrade the ‘natural’ capital (resources) that it requires to function. 

Where is this involved with advertising?

Advertising can be associated with a lack of respect.

The advertising industry has rarely looked beyond the immediate success of its work and the profitability of individual agencies. It has tended to operate in a vacuum with its only responsibility being to the Client’s marketing objectives. 

Sustainability, either of the advertising industry or its Client’s businesses has also rarely featured in the consciousness of agencies. Selling today is of paramount importance and not respecting society or the environment.  So despite the supposed ethos of being advertising being geared to lasting brands, longevity is not always the case. 

In short advertising has lacked respect for the wider world. And people in the advertising industry have traditionally seen it as ethically neutral. The way advertising people used to justify the continued advertising of tobacco in the face of overwhelming opposition. The argument went that it wasn’t for the advertising industry to decide what was right or wrong, that was the job of governments. As long as tobacco was a legal product, it was argued, we should be allowed to advertise regardless of the harm it was doing to people.

And there is the small issue of sanctioning strategies and creative ideas that manipulate consumer desire by making people deliberately dissatisfied with what they have and with their lives. Think, for instance, about the way insurance companies scare people into buying a policy or the way that the relentless advertising of expensive brands to children has helped fuel the increase in playground bullying. 

This is not the immediate intention of advertising but business success is paramount.

In a recent US (Gallup) poll advertising was ranked 43rd out of 45 professions based on ethics and honesty. While for many advertising is a stimulating and rewarding way to make a living, but it is increasingly criticised. Advertising has a powerful influence both intentionally and accidentally on the economy, society and environment. 

Truth in Advertising.

The world's best example of truth in advertising may be a tiny "Help Wanted" ad that appeared in the London papers in 1900:

"Men wanted for hazardous journey. Small wages, bitter cold, long months of complete darkness, constant danger, safe return doubtful. Honour and recognition in case of success. Ernest Shackleton."

Englishmen being what they are, the ad drew an overwhelming response. And Shackleton's Polar expedition turned out to be far, far worse than his bleak copy promised - a rare case of an advertisement over-delivering on its claims.

Volvo commercial: In a real-life monster truck show, the Volvo was the only car left uncrushed - a great idea for a commercial! But to make the ad, the film company needed to shoot several takes. So they reinforced the beams inside the car to stand repeated squashing. When this came out in the press, Volvo was slated and their ad agency got fired, ultimately going out of business. Although the Volvo was rigged the advert showed was the truth: if a monster truck runs over you once, you're safer in the Volvo.

Exercise

Discuss and list the ethical implications of advertising the following.

· Tobacco

· Alcohol

· Condoms

· Children’s Shampoo

· Pharmaceuticals

…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………..……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
International Special Events Society (ISES)

· Promote and encourage the highest level of ethics within the profession of special events industry while maintaining the highest standards of professional conduct.

· Strive for excellence in all aspects of the profession by performing consistently at or above acceptable industry standards.

· Use only legal and ethical means in all industry negotiations and activities.

· Protect the public against fraud and unfair practices and promote all practices which bring credit to the profession.

· Maintain industry standard of safety and sanitation.

· Maintain adequate and appropriate insurance coverage for all business activities.

· Provide truthful and accurate information with respect to the performance of duties.

· Use a written contract stating all changes to services, products, performance expectations and other essential information.

· Commit to increase professional growth and knowledge, to attend educational programs and to personally contribute expertise to meetings and journals.

· Strive to co-operate with colleagues, suppliers, employees and employers and all persons supervised, in order to provide the highest quality service at every level.

· Subscribe to the principles of ethics and professional conduct and abide by laws and politics.

Such a code of ethics assists the customer to feel in the event, manager, supplier or contractor.

Example Case Study

A group of enthusiasts decide to organise a 24 hour motorcross endurance event, in a forestry in December and advertised it on the internet.

200 competitors attended the 2 day event consisting of preparation, set up, the race and prize giving celebrations.

One competitor said ‘The track was in the bottom of a small valley, so to get to service they had to ride up a very steep and slippery hill to the designated area.  Food facilities were scarce and of poor quality.  Toilets were so far away that spectators and riders didn’t bother to use them.  Also my team mate was injured and there was no professional medical help.’

· What were some of the things that could have gone wrong?

· List 3 ways in which the organisation were negligible.

· List 3 ways in which the event could have been improved.

· This event had been described to the authorities as a ‘sporting attraction’ do you think this is accurate?

· What are some of the ethical issues involved in this event?
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