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Abstract
The main aim of this study was to analyse the purpose of the event program at Beaulieu National Motor Museum, evaluate the current program of events, and recommend improvements to the event program.

In order to meet the aims of the study, primary and secondary sources of research were necessary. The secondary research focuses on the purpose of events with regards to marketing, finance and heritage anniversaries, and the disadvantages of events regarding detraction/ bad publicity of an event and the environment.

The primary data was collected in the form of questionnaires. Thirty questionnaires were distributed to the staff at Beaulieu National Motor Museum, and twenty questionnaires were distributed to the local community. They were asked for their answers and opinions to questions stemming from the discussion in the literature review. The findings from this study were analysed allowing conclusions and recommendations to be made. 

Thorough analysis of the results suggest the event program at Beaulieu National Motor Museum is generally perceived positively by staff and the local community in terms of increasing awareness of an organisation, enhancing the image of the organisation and benefiting the area economically. However there are still concerns as the event program has remained the same for the past twenty years resulting in a decline in visitor numbers and threats from local competition. 
Introduction

Background

Beaulieu is a small village located on the south eastern edge of the New Forest National Park in Hampshire, England. 
Palace House, which overlooks the village from across Beaulieu river, began life in 1204 as the gatehouse to Beaulieu Abbey, and has been the ancestral home of the Montagu family since 1538, after much of the Abbey was destroyed in the 16th Century by Henry VIII. The house was extended in the 16th century, and again in the 19th century, and is today a fine example of a gothic country house. Although still home to the current Lord and Lady Montagu, parts of the house and gardens are open daily to the public. 

The village is also home to the British National Motor Museum. Palace House first opened to the public in April 1952 with a small display of veteran cars in the front hall of the house. The collection quickly outgrew the family home, leading to the creation of a separate motor museum. Supported by the British motor industry and enthusiasts, it eventually became recognised as Britain’s National Motor Museum in 1972.

The settlement of Bucklers Hard, situated on Beaulieu River and part of the 9000 acre Beaulieu Estate was the birthplace of many British naval vessels, including many of Admiral Nelson's fleet, and today houses a small maritime museum, plus a modern yachting marina. 

Beaulieu village has remained largely unspoilt by progress, and is a favourite tourist stop for visitors to the New Forest.

Justification of research
This study of Beaulieu National Motor Museum was of interest to the author, since part of the author’s BA (Hons) Tourism Management course, had been spent in the organisation on work placement. During this time the author was involved with the events program that the organisation holds each year, which led to suggestions for improvement.
This situation inspired the author to look at Beaulieu National Motor Museum in terms of what the event program is at present, what the staff at Beaulieu and the local community’s perceptions are of the event program and any recommendations considered for improvement. Therefore, the purpose of this research is an evaluation of the event program at Beaulieu National Motor Museum. The event program for 2005 can be seen in Appendix 1.   

Ultimately, this research aims to establish how effective the current event program is and what improvements should be made. It will do so by presenting primary research information collated from staff of the organisation and the local community. 

The aims of the Research 

The following aims will aid the researcher throughout the study to stay focussed and give the reader a better understanding of the objectives to be achieved. 

1) Analyse the purpose of the event program at an attraction.
2) Evaluate the current program of events at Beaulieu National 

Motor Museum.
3) Recommend improvements to the event program. 

Review of Literature

From the aims at the end of the last chapter, the following issues need to be reviewed.

· The Purpose of events


- Recognition in a field 


- Marketing


- Financial


- Heritage anniversary

· The Disadvantages of events


- Detraction/ Bad publicity


- Environment

Events happen every day and take up much of our time as they are constantly on TV and in the newspapers. They have become a growth industry. Special events happen on a one-off basis and attract people nationally, not just locally.

“A special event is a onetime or infrequently occurring event outside the normal program or activities of the sponsoring or organising body.


To the customer, a special event is an opportunity for a leisure, social, or cultural experience outside the normal range of choices or beyond everyday experience.”
(Getz 1991 pg44)

An event can be described as something that happens, which is outside the normal routine of an organisation.

“It usually attracts a crowd or an audience or draws the attention of the media. An event can be international, national, regional or local. It can be competitive, fund-raising, social or just ‘plain-fun’. It can be an exhibition, a meeting, a rally or a talk. The score of major events is as wide as the score of the leisure and recreation spectrum.”

(Torkildsen 1999 pg471)

Managing an event is a one-off basis rather than the predictable and regular day-to-day running. Special events can vary in size and importance and no two events are the same. They may have the same name, but factors within the event will be different, such as the weather or the people involved.

“Special events perform a powerful role in society, and they have existed throughout human history in all times and all cultures.

The field of special events is now so vast that it is impossible to provide a definition that includes all varieties and shades of events.”

(Allen, O’ Tool, McDonnell, Harris 2002 pg17)

Brown (2002) suggests that the main characteristics of any event are:

· An instrument of change

· Has a clearly identifiable start and finish

· Has a specific aim

· Results in something being delivered

· Is unique

· Is the responsibility of a single person or body

· Involves cost, resources and time

· Uses a wide variety of resources and skills

All these characteristics will not necessarily be obvious when a project is initiated.
Recognition in a field

Events can involve the community, increase awareness and help put an organisation on the map. As Torkildsen (1999) suggests, events can provide entertainment, novelty, adventure and fun, and could also bring some glamour to a program.

Managers may wish to initiate an event for a number of reasons, e.g. take up off-peak time, motivate staff, increase income, bring about a change or increase awareness of an organisation. A manager may put on an event to attract visitors not only to the event, but also to the site in which it is held e.g. Beaulieu National Motor Museum.

Events of all kinds and sizes are important activities for tourists who already happen to be in the destination area or passing through. Successful events can enhance the image of the destination, generating an important but often un-measurable increase in general purpose tourism. An example would be the Olympics as subsidies and grants are provided to enhance infrastructure and transport facilities and perhaps the re-development of architecture in the cities central to the games. 

Events may have many positive and negative impacts on an area such as Social impacts, Cultural impacts, Political impacts, Economic impacts and Environmental impacts, which all need to be taken into consideration when hosting an event. For example, Environmental Impact Reports and SWOT and PEST analysis systems would be used to identify such impacts when planning an event. 

Events held in the out-of-season months, (winter months), could result in a problem solver as it helps sustainable tourism because the tourists will visit all year round. Some organisations change their out-of-season resorts into conference centres so they can hold meetings and still keep the venue in business. 

Trends are forever changing and since the 1980’s, there has been an increase in business and events. New destinations are in demand as people want to go somewhere different and new, and see different events going on e.g. Stately Homes, Country Parks. 

Loyalty schemes have been introduced by organizations to attract tourists back to the destination by offering reduced prices. This will enhance repeat business and more visitors spreading the word and bringing visiting family and friends to the attraction.
Marketing

An event is a major marketing tool. It needs to fulfil its aims and objectives in order to be a success. If the event is not marketed well, it could turn into a disaster. The success of an event depends on the marketing especially the product, as it has to be what the public want.

“A common misconception held by many in the festival and event area is that marketing means nothing more than advertising. But marketing is a structured and coherent way of thinking about managing an event or festival to achieve the objectives of customer satisfaction and either profit or increased awareness of a cause or movement.”

(Allen et al 2002 pg 192)

An essential exercise to any marketing project is the undertaking of a situational analysis, past, present and future. This is best undertaken by a S.W.O.T. (strengths – the internal strengths of the organisation, weaknesses – the internal weaknesses of the organisation, opportunities – the external opportunities which may arise and threats – the external threats facing the organisation) analysis, the identification and examination of the event. 

This exercise helps with realistic planning for the whole enterprise, but in particular will help with the devising of a marketing strategy. Watt (1992) suggests a few possibilities that may apply to the generality of events.
· “ Strengths - Staff ability



- Detailed specialist knowledge



- Local reputation



- Political support



- Enthusiasm and commitment
         

· Weaknesses- Poor transport framework



- Limited financial resources



- Lack of general management skills



- Poor public image

· Opportunities- Increased public awareness



- Developing partnerships



- Financial returns



- Changing attitudes



- Offering new possibilities

· Threats 
- Lack of commercial support



- Competition from similar promotions



- Changes in funding priorities



- Economic trends”

(Watt 1992 pg 53)

The SWOT Analysis provides information that is helpful in matching the organisations resources and capabilities to the competitive environment in which it operates. As such, it is instrumental in strategy formulation and selection. (Citied www.quickmba.com/strategy/swot/ 2005)
The data that an organisation collects through its environment research must then be analysed. Masterson and Pickton (2004) suggest that this process involves sorting the data, categorising it and then looking for trends, changes in trends, patterns, dangers and opportunities. There are a number of models of the marketing environment that an organisation can use to help it to analyse environmental data. 

Probably the best-known environment model is PEST:

“Political

 Economic

 Social

 Technological”
(Masterson et al 2004 pg 60)

Masterson et al (2004) goes on to say that there are other variants including PESTEL, where the extra ‘E’ stands for environmental or ecological and the extra ‘L’ stands for legal. However this only covers the external environment, also known as macro environment. Marketers must consider all of the external environment and also the internal environment as well. The more immediate environment is referred to as the microenvironment. It compromises competitors, distributors, suppliers and the organisation’s own internal resources. Pickton and Broderick (2001) citied in Masterson et al (2004) proposed a more comprehensive environment model: PRESTCOM, considering both internal and external environments.

“Political


 Regulatory

 Economic

 Social

 Technological

 Competitive

 Organisational

 Market” 




  
(Masterson et al 2004 pg 62)

Dibb, Simkin, Pride & Ferrell (2001) suggest that a product life cycle has four major stages: (1) introduction, (2) growth, (3) maturity and (4) decline. As a product moves through its cycle, the strategies relating to competition, promotion, place/ distribution, pricing and market information must be periodically evaluated and possibly changed.

· “Introduction stage – a product’s first appearance in the marketplace, before any sales or profits have been made

· Growth stage – the stage at which a product’s sales rise rapidly and profits reach a peak, before levelling off into maturity

· Maturity stage – the stage during which a product’s sales curve peaks and starts to decline, and profits continue to decline 

· Decline stage – the last stage of a product’s life cycle, during which sales fall rapidly”

(Dibb et al 2001 pg 256)

It is clear the concept of life cycle stages has a significant impact upon business strategy and performance. The Product Life Cycle method identifies the distinct stages affecting sales of a product, from the product’s inception until its retirement (citied www.valuebasedmanagement.net/methods-product-life-cycle.htlm. 2005)

Ali (2001) understands that the marketing mix of product, price, place and promotion is known as the “Four P’s”. Marketing involves developing the right product (one that meets customer needs); setting the right price (one that delivers a profit and keeps customers happy); getting the product to the right place (where customers can buy it); and promoting it (to encourage customers to buy it). The ingredients of the mix are the same for all organisations, only quantities vary. Where customers are price conscious, for example, price dominates the mix and setting the right price is vital.

Jobber and Fahy (2003), propose that the choice of what products, services and benefits should be offered to a group of customers is known as the ‘product decision’. An important element is new product/ service development. As technology and tastes change, products become out of date and inferior to those of the competition, so companies must replace them with features that customer’s value. 

As price represents, on a unit basis, what the company receives for the product or service that is being marketed, it is a key element of the marketing mix. All of the other elements represent, for example, expenditure on product design, advertising and salespeople, and transportation and distribution. Marketers therefore, need to be clear about pricing objectives, methods and the factors that influence price setting. They must also take into account the necessity for discounting and offering allowances in some transactions. 
Decisions have to be taken with due attention to the promotional mix: advertising, personal selling, sales promotions, public relations, direct marketing and Internet and online marketing. By this means, the target audience is made aware of the existence of a product or service, and the benefits (both economic and psychological) it confers to customers. 
The aspect of place is to do with those decisions concerning the distribution channels that are to be used and their management, the local outlets, methods of transportation and the inventory levels to be held. The objective is to ensure that products and services are available in the proper quantities, at the right time and in the right place.

Along with the ‘Four P’s’, there are an additional ‘three P’s’, People, Physical evidence and Process. Masterson et al (2004) suggest that it is the organisation’s people who deliver the service, and their attitudes, skills and efficiency often determine how satisfied customers are. It is therefore important that customer-facing staff should be well trained, appropriately turned out and courteous. Most services do have a tangible element. These tangible aspects are known as Physical evidence and are the key in shaping the customers’ perception of the quality of the service. Process is the way in which the service is provided. Processes involved are different, although each scenario is capable of providing competitive advantage. A table of the seven P’s can be found in Appendix 2.
Marketing is about what customers want and how their needs can be satisfied. Marketing, advertising and public relations are constantly being used around the world. Everyone knows about ‘Coca-cola’, ‘Kellogg’s’, ‘McDonalds’, even if people do not speak English. They are brand names in every country. The use of marketing helps these brand names stick in people’s minds’, therefore proving that the marketing works.

“There is no one definition of marketing that describes it, as it is used in every organisation. It can:

· Identify customer needs

· Determine the best way of getting customers to buy products

· Ensure products are available when and where customers want 

· Tell customers about the existence and features of the product

· Decide on a price

· Ensure after-sales service is of the right quality” 

(Stanley 2003 pg6)

A marketing analysis should lead a business to develop a marketing strategy that takes in to account, market trends, aims to satisfy customers, awareness of competition and targets the right customers. In doing so, a business should benefit from customer loyalty and achieve advantages over its rivals, while making the most efficient use of resources effectively to produce the specific requirements of its market. 

When marketing a product or service, there are two types of approaches a manager can take. This is called the ‘Marketing Approach’. The first one being ‘Product orientation’, when products and services are devised which takes no account of the market demand. A product is produced and then tried to sell to customers. The other being ‘Market oriented’, when the company identifies what the market would like, and then devises a product that matches the markets needs. This way is normally more successful as there is guaranteed more sales.

Financial
Shone & Parry (2001) understand that the financial implications of organising even a relatively simple activity or celebration are significant. Knowledge of finance is an especially useful attribute in an organising team or committee. Not only have the obvious issues of cost control to be addressed, but a good understanding of the sources of revenue and income, and the mechanisms for adjusting ticket prices, as well as subsidiary revenue streams, such as catering and retail, is increasingly useful. Careful monitoring and recording of purchases, expenditure and income is an integral part of the financial officer’s responsibilities, as is the setting up of systems and procedures to ensure cash and other monetary control. 

Every event has different aims and so budgets are going to be different. Well organised events can bring success to an organisation in terms of profit, recognition and reputation. But on the other hand, poorly organised events can detract all of these. 

“Without the availability of suitable finance, no strategy can be put into place. Availability of, or access to funds, is an obvious strength for any event organisation. This includes the ongoing involvement of government and corporate sponsorship funds. Without it, a serious weakness is identified that must be corrected if marketing objectives are to be met.”

(Allen et al 2002 pg208)

Even if the manager has been given a budget and a deadline, and knows the aim of the event, there will still be hidden agendas like having little idea of the real cost, resources and time considerations.

“A budget represents the income and expenses of an organisation or an individual event. An event budget is based upon the following factors.

· The financial history of previous identical or similar events

· The general economy and your forecast for the future

· The income expenses you reasonably believe you can expect with the resources available”
(Goldblatt 1997 pg 106)

Once the financial objectives have been set, it is possible to prepare and agree a budget. Irwin (1994) suggests that, budgets are generally only set for the short term e.g. to the end of the next financial year. The starting point is the sales forecast – how many products at what price, where and when. This can then be turned into a sales budget. Although the budget is based on forecasts, it is the target. Once the sales budget has been prepared it is possible to produce a production budget (direct costs) and a resources budget (overhead costs). These can be combined to give a cash budget (or cash flow forecast), budgeted capital requirements and a budgeted profit and loss account. 

Local authorities are likely to have many other influencing factors, political gains, enhancing the quality of life, broadening community opportunities and stimulating local economic activity. 

“Today events are central to our culture as perhaps never before. Increases in leisure time and discretionary spending have led to a proliferation of public events, celebrations and entertainment. Governments now support and promote events as part of their strategies for economic development, nation building and destination marketing.”

(Allen et al 2002 pg 5)

Richards (1992) suggests that out of season markets generate income all through the year. This income can be used to benefit the venue by improving facilities already there, buying more facilities and paying wages. If the economy is doing well, there will be an increase in exhibitions, events etc. It is the catalyst for sustainable tourism.

If the visitors are on business meetings or are exhibitors at an event, there will be a very concentrated high spend in that area as they often would not venture
too far. There would be a high secondary spend because everything is already paid for so they spend more on food and drink or local souvenirs. Although money spent by tourists over a longer period of time in area hotels, shops, restaurants, and so on has a much wider economic impact than money spent at the event site, both can be important to the community’s economy. For maximum tourism impact the event must actually attract visitors, or stimulate spending that would not have occurred in the absence of the event.

Getz (1991) understands that community festivals and minor events generally have only a level of attractiveness capable of drawing mainly day-trippers and weekenders, although they should aim to attract bus tours and event participants from farther a field. If the event is held over a number of days or two consecutive weekends, the tendency of visitors to stay longer will increase, therefore generating more expenditure within the host community. 

An organisation must sell its products and services to survive and to grow. They can sell them indirectly or directly and by doing so, they generate financial resources that can be used to develop products. New products allow an organisation to better satisfy customers’ changing needs, which in turn enables them to generate more profits. Profits are essential to economic growth because without them, businesses find it difficult to buy raw materials, hire more employees, attract more capital and create additional products which will lead to more profits.

There is additional local income when an event is being held, which can also lead to increased local employment, long term and short term, depending on what sort of event it is. Bowdin, McDonnell, Allen & O’Toole (2001) suggest that there are direct spending impacts, which is the total visitor expenditure e.g. hotels, food etc, which stays in the local economy from locally produced goods and services, and indirect spending impacts, which benefits from visitor expenditure, but not directly received e.g. suppliers to hotels and restaurants. There are induced spending impacts which are the re-spending of the direct and indirect revenue in the local area and the multiplier effect which is the initial visitor expenditure from direct, indirect and induced income. Another form of expenditure is dead weight expenditure which is expenditure by visitors not attributed directly to the event e.g. petrol, and the local resident spend which is the money that the local residents will spend whether there is an event on or not. All these forms of expenditure will help boost the income and make as much money as possible. These will determine whether the event will make a profit, break even or loss. 

Yeoman et al (2004), suggests that Revenue Management (RM) marries the issues of supply, demand and price, and is considered to be a method of managing capacity profitability. It has gained wide acceptance in many service industries (airlines, hotels, golf, cinemas, car rentals and cruising) and there is substantial evidence that it is effective in improving revenues. RM for the festival and event sector is all about selling tickets at the right price to the right customer at the right time in order to maximise revenue. A successful event cannot happen without adequate financial support. 
Watt (1998) suggests a list of special items in which the RM must ensure are looked at and taken into consideration when managing capacity profitability. 
· VAT

· Inflation
· Insurance

· Currency Rates

· Contingencies

· Timetable – when money is coming in and going out

Skinner & Rukavina (2003) suggest that sponsorship can be defined as financial aid to cultural activities, with the expectation of a return on the investment. Sponsorship is more than advertising. Advertising is a one-way business street; the manager advertises products, services and activities in order to maximise sales and profits. Sponsorship is a two-way business activity, mutually beneficial to the sponsor on one hand, and to the event on the other. It combines commercial and charitable activity, providing for profit goals and non-profit intentions at the same time.  
Richards (1992), proposes that there are two major reasons for developing pre-sold admissions. First, they may improve the cash flow position even though it may require offering the purchasers a discount. Secondly, for attractions that are perceived as ‘outdoor’ attractions, pre-sold admissions help to guarantee daily visitor flows and income irrespective of the weather or other adverse conditions. Once a potential visitor has committed their money they are most unlikely to cancel their proposed visit.  This can help ensure guaranteed visitor numbers and income.
Heritage /anniversary

Tibbot (2003) proposes that there are more than 2,500 museums in the UK, which together receive some 80 million visits each year. Visitors to the UK’s national museums doubled in number since the removal of admission charges in December 2001.

Authenticity is central to much heritage tourism as the products on display are often re-creations of a region’s past in terms of both built and cultural landscapes. Getz (1991) suggests that resorts, museums, historical districts, heritage re-creations, archaeological sites, markets and shopping centres, convention centres and even theme parks are all increasingly adding special events to their programs. There are many potential benefits to this. This means increased employment opportunities and increased external spending.   

· “Animate the site or facility, such as through historical re-enactments or cultural events that attract people who might otherwise not make a visit.

· Encourage repeat visits by people who might otherwise think that one visit is enough for a lifetime.

· Encourage people to bring visiting friends and relatives who might otherwise not include certain static attractions on their list of things to do.

· Attract publicity for the site or facility.”
(Getz 1991 pg 8)
Event initiatives have naturally accompanied national or regional anniversaries and other political celebrations, inspiring many new events and new demand for quality event attractions. Yale (1997) suggests that anniversaries offer excellent opportunities for attractions to get extra visitors and publicity.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                               

“Although the value of learning experiences provided by interpret services is vast and contributes to the enjoyment, education and appreciation of an attraction by visitors, the cost of telling the story is enormous, as is site conservation in light of increasing visitor and other environmental pressures.”

(Timothy & Boyd 2003 pg 143)

Traditional heritage and cultural sites interpret services which are static and have only so much potential for visitors and school-group tours. But nowadays, visitors need more to keep them interested and due to the change of culture and the fast and ever changing industry, visitors are now looking for more interactive and fun-filled attractions. Getz (1991) describes how European cultural heritage sites are being made more attractive to visitors by using costumes and ‘living history’ where staff dress up in periodic costumes and re-enact pastimes. E.g. Disney Epcot Centre. Many people visit these sites specifically to see re-enacted events. Visitors tend to enjoy themselves more on event days, rather than normal days, and they generally stay longer when a re-enactment is taking place.  

“By functioning as part of the existing attraction base and also by attracting attention to previously ignored areas, interpretation can attract additional visitors and cause them to stay longer in the destination community.”

(Timothy et al 2003 pg 205)
Timothy et al (2003) suggests that some locations are visited so intensely during high seasons that heritage managers have had to resort to limiting access as a means of preventing wear and tear. Large numbers of visitors crowded into relatively small spaces can have significant implications for the conservation of both built and natural heritage.

Detraction/ bad publicity

If an event has bad publicity and is unsuccessful this has a negative effect on the site itself. A manager could plan everything down to the last time slot, but on the day things could go wrong. Some factors could be the weather, facilities not turning up on time, staff being late, or expected number of visitors not showing up.

In order to run an efficient and memorable event, the manager should look at previous events to consider the potential problems and try to avoid these as best as possible. An event should always have a contingency plan to use as a backup. 

Events can fail for many reasons. The loss in monetary terms can be most easily forecast, but there might also be losses of image and prestige, credibility, and effectiveness in other areas of an organisation. Parades and street festivals can involve physical barriers that reduce accessibility to establishments; or the crowds and traffic might simply discourage customers from approaching the area, leading to the Royal Wedding Effect, where visitors do not visit a place because they think it is going to be too busy. 

Occasionally the media focus on events that have clearly gone wrong, presenting the organisers with serious problems. Getz (1991) suggests that some examples are annual events, at which drinking, drug use, rowdy behaviour, and even rioting has become almost institutionalised. Others have experienced bad publicity from accidents or injuries, overcrowding, political protests, boycotts, terrorism, blatant rip-offs, or organisational failure resulting in substandard services and a very poor visitor experience. 
“Growth and decline are common, particularly in public festivals. Occasional lapses in an annual production can also be found, with some years being missed due to poor weather, lack of money, volunteer burnout, or other reasons beyond the organisers’ control.”

(Getz 1991 pg 240)

Some visitors may become bored with the event if it is annual, especially if no changes have been made from the previous years. An example of this is Beaulieu, where events have been going for over twenty years, but no changes have been made to the program. Even the exhibitors were loosing interest as the prices of the stalls were becoming too expensive compared to past years and it was cheaper for them to set up stalls elsewhere. No matter how good the product and its management may be, over time the established markets might lose interest. 

Environmental impacts

The kinds of damage resulting from events can include those of infrastructure and site development, for example, road improvements, air and water pollution, from traffic and wastes, litter, disruption of habitat, trampling on vegetation, and property damage from vandalism or overuse. Getz (1991) proposes that indirect negative environmental impacts must also be considered, but will likely be difficult to prove. These can include the results of attitudinal changes, for example, does the event foster an exploitive approach to nature, or permanent changes in recreational or tourism patterns that lead to ecotourism disruption. 

Van Der Wagen (2001) suggests that toilet facilities include those at the venue and any temporary facilities required. The number and type of toilets to be provided at an event, including the number allocated to men, women and people with disabilities, is part of the decision – making process. 
Environmental impacts will be fairly contained if the event is too be held in a suitable purpose-built venue, e.g. a stadium, sports ground, show ground, conference or exhibition centre. The impact may be much greater if the event is to be held in a public space not ordinarily reserved for events, such as a park, town square or street. Aspects such as crowd movement and control, noise levels, access and parking will be important considerations. Other major issues may include wear and tear on the natural and physical environment, heritage protection issues and disruption of the local community. Bowen et al (2002) understands that a major event may require an environmental impact assessment to be conducted, before the council or government’s permission is granted for it to go ahead. 

The author recognises the fact that there may be many more factors, other than those discussed that may influence the purpose of an event program at an attraction, both positively and negatively. Whilst these issues are important, for the purpose of this study the author has chosen the issues discussed, due to experience and the ability to carry out a thorough research in these chosen topics.
Research Methodology

Introduction

This chapter presents the results from the primary research findings obtained using questionnaires. The data has been presented by the topic matters of Recognition in a field, Marketing, Finance, Heritage Anniversaries and Environmental issues, as discussed in the Review of Literature. It relates to the aim of ‘Analysing the purpose of the event programme at Beaulieu National Motor Museum by evaluating and recommending improvements’. 

Secondary Data and Primary Data
Secondary data is data which already exists. Examples of sources of secondary data found by Collis and Hussey (2003) include books, articles in journals, magazines and newspapers, the Internet and published statistics.
Original data is known as primary data, which is data collected at source. Examples are case studies, surveys and experiments.
“Primary data is qualitative or quantitative data that are newly collected in the course of research. It consists of original information that comes from people and includes information gathered from surveys, focus groups, independent observations and test results.”
                                                                                          

(www.mhanet.org/i4a/pages/index)
Distinctions between Quantitative and Qualitative data
	Quantitative data
	Qualitative data

	Based on meanings derived from numbers
	Based on meanings expressed through words

	Collection results in numerical 
and standardised data
	Collection results in non-standardised data requiring classification into categories

	Analysis conducted through 
the use of diagrams and statistics
	Analysis conducted through the use of conceptualisation 


(Saunders, Lewis & Thornhill 2000 pg381)
Research Design
Case studies, which gain a range of views in the organisation, were rejected as this method usually involves one aspect of a problem to be studied in some depth (Bell, 1996, pg8). 

Experimental data, which is obtained in a controlled situation by making experiments, was also rejected in this study due to the costs and time restraints of setting up.
It was consequently decided that the most suitable research approach would be survey data, which is obtained in an uncontrolled situation by asking questions. As Collis et al (2003) states, a survey is a positivistic methodology whereby a sample of subjects is drawn from a population and studied. 

Research tools

Some documentation and observations were used beforehand as the author worked at the site previously. Observations however, require measurement over a long period of time and there are also too many respondents to be observed in order for the results to be feasible. Therefore these methods had to be rejected. 

Interviews were not chosen as the research tool because they are too time consuming. If this investigation was to be conducted again, questionnaires would be backed up by interviews.  

The primary research data capture tool used was a questionnaire. Questionnaires are an effective technique of collecting specific types of information quickly and inexpensively. Questionnaires were ideal for this study as they allow qualitative and quantitative data to be obtained. Questionnaires are standardised and are easy to analyse, making it a very effective research tool.

To ensure the questionnaires were non-bias, the wording used was not personalised and they were filled out confidentially. Reliability of the results is concerned with the findings of the research. The results can be said to be reliable if another research was undertaken and obtained the same results. Validity is concerned with whether the data collected is a true picture of what is being studied. By relating the questionnaires to the secondary research and keeping the questions the same, it will ensure that the questionnaires are reliable.  Also relating the questions to the aims will enable the researcher to acknowledge if the questionnaires were valid or not. 
Advantages and disadvantages of questionnaires

	Advantages
	Disadvantages 

	The questionnaire can be designed in such a way as to investigate the problem fully
	The response rate may be poor

	The responses required can be made very simple, a tick in a box, or ringing a particular reply
	The response may be biased

	The cost is relatively low
	The replies are prepared without the presence of an interviewer, and may be irresponsible

	A questionnaire is more likely to find the correct person to complete it than an interviewer. 
	Literate people enjoy answering questionnaires; those who find reading difficult may not reply, or misread the question

	The person responding does not have to make instantaneous decisions as with an interview
	

	Responses do not all come in at once
	


(Whitehead & Whitehead 1996 pg 25)

Devising questionnaire

When devising the questionnaire, the author firstly decided who the questionnaires were aimed at. After deciding that it was aimed at the employees at Beaulieu and the local community, the author worded the questions as easy as possible for them to understand. Comic Sans MS font and size 12 font was used as this is a fun and east to read text. The author opened the questionnaire with an introduction explaining what the questionnaire was for and what the results would be analysing. It stated that the answers would be strictly confidential and also explained how to answer the questions. 

The author had to try and keep the questionnaire as short as possible as to not let the respondents get bored and keep each question short and devise a simple response like a tick in the box or circle. Each of the questions were highlighted using bold letters for the questions to stand out.

When ending the questionnaire, the author thanked the respondent for their time and explained that the information will provide a valuable resource for research. When handing out the questionnaires, the respondents were left alone as to not feel any pressure and they could take their time in answering the questions therefore, the results would be more reliable.

If the questionnaire was to be devised again, the author would state that the completion of the form was voluntary and so that there was no pressure on the respondent. But when distributing the questionnaires, it was made clear to the respondents that the questionnaire was voluntary. 

Research process

Piloting

A pilot of the questionnaire (see appendix 3) was completed by a student of Swansea Institute who was a former employee of Beaulieu National Motor Museum. Once the pilot questionnaire had been completed and suggested alterations made (see appendix 4) thirty questionnaires were divided amongst staff, which were present on that day, and an additional twenty questionnaires were filtered to the local community. 

Sampling

Once the first questionnaire had been devised, a sample number had to be settled upon together with a method of selecting the sample. With the desire to receive a large response rate from the questionnaires an opportunity sample was decided upon, whereby questionnaires would be handed out in person. The sample had to be chosen at random, large enough to satisfy the needs of the investigation and be unbiased. The response rate was relatively pleasing as the author had known the managers and staff on a personal basis beforehand. Postal questionnaire could not be used, due to time restraints and in some cases, a percentage are not filled out or returned making it difficult to send out further questionnaires. 
The following chapter demonstrates the results and findings obtained from applying the research method discussed and will acknowledge the secondary evidence researched in the Review of Literature. It is considered the approaches selected were the most appropriate as they allowed the research aim to evaluate the current event program at Beaulieu National Motor Museum to be met and new rich information to be obtained.
Analysis of Results

Table 4.1 
Q.1.Why does this organisation hold events?

	
	Staff

(N= 30)
	Locals

(N=20)
	Total

	Take up off-peak time
	1 (3.3%)
	8 (40%)
	9

	Motivate staff
	0 (0%)
	6 (30%)
	6

	Increase local income
	20 (66.6%)
	12 (60%)
	32

	Increase employment
	2 (6.6%)
	9 (45%)
	11

	Bring about a change
	1 (3.3%)
	3 (15%)
	4

	Increase awareness of an organisation
	22 (73.3%)
	15 (75%)
	37

	Enhance the image of an organisation
	21 (70%)
	13 (65%)
	34

	Total
	67
	66
	133


Respondents were allowed to tick more than one answer if applicable. As Torkildsen (1999) suggests, events are initiated for a number of reasons as listed in Table 4.1. As illustrated by the table, staff and locals agree that events increase local income, increase awareness of an organisation and enhances the image of an organisation. This may be because a manager may put on an event to attract visitors not only to the event, but also to the area in which it is held. Torkildsen (1999) did not rank these reasons in order, but if they were to be ranked they would be (1) Increase awareness of an organisation (2) Enhance the image of an organisation (3) Increase local income (4) Increase employment (5) Take up off-peak time (6) Motivate staff (7) Bring about a change. 

There is a clear difference in opinion between the staff and locals with take up off-peak time, motivate staff and increase employment. This could be because the staff get paid the same, work extra hours, are busier and have more responsibilities whether there is an event on or off peak. Also the staff feel that in off-peak times, it is too dark and cold for events and not as many visitors will arrive. Motivation was 0% for staff. This could be because it is purely a job to the staff. When talking to the staff and from past experiences working at Beaulieu, it was noticed that there was no recognition for any hard work undertaken and the team talks in the morning were very de-motivating as the managers pulled the staff up on all the bad points from the previous day and with no positive feed back for the employees to ‘take on board’ for the day ahead. 

Locals will automatically be attracted to the events in the summer therefore there would be no difference with events in the winter months. Unless there is an event being held it is very quiet so events help the community get involved. It also brings in money which is why they may have a more positive outlook on each of the options in Table 4.1.

As Allen et al (2002) suggest marketing is a structured and coherent way of thinking about managing an event or festival to achieve the objectives of customer satisfaction and either profit or increased awareness of a cause or movement. This is illustrated in Table 4.1.

Table 4.2

Q.2.a. How are events marketed locally?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Posters
	7 (23.3%)
	16 (80%)
	23

	Local radio
	28 (93.3%)
	13 (65%)
	41

	Leaflets
	26 (86.6%)
	12 (60%)
	38

	Local newspapers
	27 (90%)
	11 (55%)
	38

	In local shop windows
	4 (13.3%)
	9 (44%)
	13

	Word of mouth
	19 (63.3%)
	11 (55%)
	30

	Total
	111
	72
	183


Respondents were allowed to tick more than one answer for Question 2. Table 4.2 shows that the most effective way to market locally is local radio, leaflets and local newspapers. The least effective being advertised in local shop windows. As shown in Table 4.2 there are still differences in opinions. This may be because staff do not pay as much attention to posters compared to the locals because they see Beaulieu and know all about it. Whereas posters are very good way of visually communicating and locals pay more attention to them. Posters are situated all around the local community, in bus stops, etc. so the locals will pay more attention to them even if they just read them because they are bored. 

Staff and locals have quite high percentages for radio because everyone listens to the radio. Staff are slightly higher because if they hear the word ‘Beaulieu’ on the radio, they automatically listen and take notice. The locals do not pay as much attention to the radio; it is sometimes just background music.

Posters are cheaper to produce and distribute but staff notice leaflets more as they are easier to get hold of than to stop to read posters. Leaflets have more detail compared to posters and are more relevant to the staff. Locals have a slightly lower percentage because people ‘can’t be bothered’ to pick up a leaflet and read it. They would rather read the posters as it has a smaller context. 

Local newspapers have the same effect as radio but they are visual. Some employees buy a newspaper in the morning then once they have read it; they leave it in work for other people to read through it.

Table 4.2 shows that the local marketing strategy is very effective but may need to address the lower percentages in the table more in order to get the best out of marketing.

Table 4.3

Q.2.b. Are they effective?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	30 (100%)
	17 (85%)
	47

	No
	0 (0%)
	3 (15%)
	3

	Total
	30 
	20
	50


Table 4.4

Q.3.a. How are events marketed nationally?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Internet
	23 (76.6%)
	14 (70%)
	37

	National newspapers
	5 (16.6%)
	10 (50%)
	15

	National radio stations
	3 (10%)
	5 (25%)
	8

	Specialist interest magazines
	28 (93.3%)
	16 (80%)
	44

	Tourist boards
	18 (60%)
	6 (30%)
	24

	Tour operators
	9 (30%)
	6 (30%)
	15

	Travel agents
	3 (10%)
	4 (20%)
	7

	Travel literature
	7 (23.3%)
	9 (45%)
	16

	Total
	96
	70
	166


The most effective method of marketing nationally was on the Internet and Specialist interest magazines, e.g. car magazines. The least effective methods were national radio stations and travel agents. When talking to the respondents about the questions, a lot of locals were not aware of what methods were used to market nationally. This could be reflected in Table 4.4. Allen et al (2002) suggest that a common misconception is that marketing means nothing more than advertising. Beaulieu may need to look at its marketing strategy in order to

gain full advantage of its marketing strategies resulting in more awareness of marketing methods nationally.

Specialist magazines are magazines in which people actually pay for them to get delivered to their homes once a month; therefore they must be interested and will read through it and take notice of any advertisements. These are very similar to leaflets (see Table 4.2).

Travel agents do not advertise about local events going on in the area, they are more generated towards holidays abroad or weekends away. So local people are not aware of events advertised in travel agents. Travel agents may have a poster in the window or leaflets in a stand to advertise the events (see Table 4.2). The marketing department could make use of these extra ways of marketing nationally in order to increase awareness and bring in the visitors. 

Table 4.5
Q.3.b. Are they effective?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	28 (93.3%)
	15 (75%)
	43

	No
	2 (6.6%)
	4 (20%)
	6

	Total
	30
	19
	49


Table 4.6

Q.4.a. Have visitor numbers increased, decreased or stayed the same compared to 2004?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Increased
	4 (13.3%)
	8 (40%)
	12

	Decreased
	14 (46.6%)
	6 (30%)
	20

	Stayed the same
	7 (23.3%)
	6 (30%)
	13

	Total
	25
	20
	45


4.7

Q.4.b. Give one reason why

Respondents had to give their own reasons why they thought visitor numbers had increased, decreased or stayed the same compared to last season. A list of reasons can be found in appendix 5. The most common reasons were:

· Weather (12)

· Price (5)

· No new events (6)

· New awareness (5)

· Word of mouth (2)

Respondents were to select one answer, but due to an error in Question 4.a, five members of staff did not understand the question. It is clear that there has been no major change over the last few years which the locals have noticed which is reflected by the close percentages in Table 4.6. 46.6% of staff feel that visitor numbers have decreased since last season. This could be because all the events are outside and with Beaulieu being in Britain, the weather is a lot colder with more chance of rain compared to other countries. Price was also a major impact as five respondents thought that it contributed to the numbers decreasing. This was because prices rise each year and it is thought that it is very expensive and not really value for money. As Ali (2001) proposes, the organisation has to set the right price, one that delivers a profit and keeps customers happy. During the work placement, many complaints were made about the admission prices. Beaulieu has recognised this and have introduced a ticket which entitles the visitor to come back for free within the week and reduced rates if the customer arrives in the afternoon. From a business point of view, the price rates need to be lowered and also better rates for families, seniors, young and disabled. Especially when the simulator is an extra cost when you actually get into the complex and the food prices are so high. Examples of ticket prices for events in 2005 can be seen in appendix 6. There is also a lot of competition around the area which caters more for the whole family and with more things to see and keep them there for the whole day. A selection of examples, visitor numbers and ratings can be seen in appendix 7.
When working at Beaulieu, the author contributed to a market research survey by distributing questionnaires to visitors and staff. An example of the questionnaire can be seen in appendix 8. One of the main areas of concern was that there are no new events. This can be illustrated in Table 4.7. 
40% of the locals think that visitor numbers have increased. This could be because there is a new awareness in events and each event is advertised around the local area. Appendix 9 shows a selection of responses to last years market research questionnaires. 
As shown in appendix 10, visitor numbers for the Boat Jumble one day event have decreased each year. However there was a major decrease in 2001 due to the foot and mouth outbreak. Figures for Motorcycle World have increased slightly. From 1995 – 1997, the event was only a one day event and as shown by the figures, when the event changed to a two day event, the figures almost doubled. These two day event figures can also be compared to the boat jumble and concluded that the figures are dramatically decreased as it is only a one day event. Even though the Spring Auto jumble is a two day event, the figures are nowhere near as high as the visitor numbers attending the Motorcycle World event. 2001 event was also cancelled due to the foot and mouth crises. These figures show that a two day event significantly brings in more visitors compared to a one day event but as shown with the Spring Auto jumble, visitor numbers will still be on a down turn if the event is the same each year.  
4.8

Q.5.a. Can you suggest one other market that is not catered for 

during events?

Respondents were to think of one other market they wish to see an event held for other than cars, boats, or motorcycles, as they are events already held. A list of options can be seen in appendix 11.
The most common markets were:

· Other forms of transport (trains, aeroplanes, bikes) (11)

· Heritage and culture fairs (arts and crafts, Victorian, antiques) (7)

· Gardens (3)

· Livestock (2)

· Abbey (3)

One member of staff did not give an example of a market, but stated that the events are geared to what Beaulieu is known for – Cars.

Table 4.9
Q.5.b. Would you like to see an event held for that market?
	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	14 (46.6%)
	12 (60%)
	26

	No
	5 (16.6%)
	5 (25%)
	10

	Total
	19
	17
	36


The response to Question 5.b. was interesting as even though the respondents could only tick ‘Yes’ or ‘No’, 14 questionnaires were left blank as they could not think of answers for Question 5.a. From the results of the 36 questionnaires left, Table 4.9 shows that both staff (47%) and locals (60%), would like to see an event held for their chosen market. Surprisingly, there was still 17% of staff and 25% of locals who did not wish to see an event held for their chosen market. This could be because although the respondents have suggested one other market, they may feel it is still unnecessary to hold an event for that market. Staff may also feel that it is extra work for them to do. 

Table 4.10
Q.6.a. Are events in winter months a good idea?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	14 (46.6%)
	15 (75%)
	29

	No
	15 (50%)
	5 (25%)
	20

	Total
	29
	20
	49


As illustrated in Table 4.10, there is a clear split down the middle when the staff were deciding whether events in the winter months are a good idea. When talking to the respondents the author noticed that a clear reason for not wanting events in the winter months was because not as many visitors would arrive and it is too cold and gets dark early. The locals were more for having events in the winter months. This may be because more people will visit therefore generating more business all year round. An event to be held out of season could result in a problem solver as it helps sustainable tourism as seen in Table 4.11. 

Table 4.11

Q.6.b. If yes, why?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Sustainable tourism
	7 (23.3%)
	10 (50%)
	17

	Make a profit all year round
	9 (30%)
	10 (50%)
	19

	Improve facilities
	2 (6.6%)
	2 (10%)
	4

	Buy more facilities
	1 (3.3%)
	2 (10%)
	3

	Pay wages
	7 (23.3%)
	4 (20%)
	11

	Total
	26
	28
	54


For Question 6.b. the respondents were allowed to tick more than one answer if applicable. Richards (1992), suggests out of season markets generate income all through the year. This income can be used to benefit the venue by improving facilities already there, buying more facilities and paying wages. If the economy is doing well, there will be an increase in exhibitions, events. It is the catalyst for sustainable tourism. As Table 4.11 shows, this is not reflected in the percentages shown. 

Also one of Beaulieu’s objectives (Beaulieu handbook 2004) is to apply income from leisure activities to, either make the improvements of visitor services and facilities or the restoration and conservation of heritage buildings and landscape within the boundaries of the estate. From the data illustrated in the table above there is a very low percentage of staff and locals who think that income from leisure activities is used to improve facilities. 

The reason why Richards (1992) and Beaulieu’s objective may not have reflected the results in the table is because people are not aware of what happens to the money or do not see any improvements being made.

Table 4.12

Q.7.a. Are events in the winter months as popular with tourists as the events held in the summer months?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	2 (6.6%)
	9 (45%)
	11

	No
	25 (83.3%)
	10 (50%)
	35

	Total
	27 
	19
	46


Table 4.13

Q.7.b. Do events in the winter months bring in the same money as events in the summer months?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	3 (10%)
	7 (35%)
	10

	No
	23 (76.6%)
	12 (60%)
	35

	Total
	26 
	19
	45


Table 4.13 illustrates a closer comparison between the locals and the staff compared to Table 4.12. In Questions 7.a and 7.b, the locals may have a more positive outlook as events in winter months benefit them more because the winter months are very quiet with hardly any tourists. The more events that are held in the winter months the more money generated by buying souvenirs or food and drinks etc. 

Events of all kinds and sizes are important activities for locals, staff and tourists who already happen to be in a destination area or passing through. Successful events can enhance the image of the destination, generating an important but often un-measurable increase in general purpose tourism. 

Beaulieu’s main event programme commences on the 13th of March and only goes through to the 11th of September. There are additional Rally events but again, begin on the 2nd of April and finishing on the 28th August (see appendix 1). This only shows what events are on during the summer time. There are no out of season events advertised on the main website therefore visitors will not know what is going on in the winter months. To gain full potential of the website, the marketing department should advertise in advance, what events are for the whole year, so visitors are more aware and can plan ahead.
Table 4.14

Q.8.a. Have events impacted on the local community?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	24 (80%)
	15 (75%)
	39

	No
	3 (10%)
	5 (25%)
	8

	Total
	27
	20
	47


Table 4.15

Q.8.b. Overall, has it been a positive or negative impact?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Positive
	15 (50%)
	11 (55%)
	26

	Negative
	8 (26.6%)
	7 (35%)
	15

	Total
	23
	18
	41


After comparing Table 4.14 to Table 4.15 it is illustrated that new destinations are in demand as people want to go somewhere different and new, and see different events going on. As illustrated by Table 4.15, there is a close comparison between staff and locals feeling events have a positive effect on the community. This could be because if the events did not exist, then the local community would have to rely on the money generated purely by the tourists visiting the site on day visits. Some of the respondents chose both options as they feel that events impact both positively and negatively on the community: positively by increasing income and visitor numbers and negatively because of the environmental damage and intrusion of personal space by the increase in visitor numbers during events. For maximum tourism impact the event must actually attract visitors, or stimulate spending that would not have occurred in the absence of the event. 
Getz (1991) suggests that the community festivals and minor events generally have only a level of attractiveness capable of drawing mainly day-trippers and weekenders, although they should aim to attract bus tours and event participants from further a field. If the event is held over a number of days or two consecutive weekends, the tendency of visitors to stay longer will increase, therefore generating more expenditure within the host community. When looking at Beaulieu’s event program, it is noticed that the events are only held over one or two day periods. As shown in appendix 10 the visitor numbers increase dramatically when the event is held over two days compared to the visitor numbers for the one day events. Beaulieu should look into this option of longer events to increase visitor numbers.
Table 4.16
Q.9. Do events held at Beaulieu benefit the local people financially. E.g. do visitors buy local products?
	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	27 (90%)
	14 (70%)
	41

	No
	1 (3.3%)
	3 (15%)
	4

	Total
	28
	17
	45


Five questionnaires were left blank as the respondents thought that events did not just benefit the local people, it also benefited the local businesses such as B&B’s, pubs and restaurants. There is additional local income when an event is being held, which can also lead to increased local employment, long term and short term, depending on what sort of event it is. McDonnell et al (2001) propose that there are direct spending impacts which is the total visitor expenditure e.g. hotels, food etc, which stays in the local economy from locally produced goods and services, and indirect spending impacts, which benefits from visitor expenditure, but not directly received e.g. suppliers to hotels and restaurants. There are induced spending impacts which are the re-spending of the direct and indirect revenue in the local area and the multiplier effect which is the initial visitor expenditure from direct, indirect and induced income. Another form of expenditure is dead weight expenditure which is expenditure by visitors not attributed directly to the event e.g. petrol, and the local resident spend which is the money that the local residents will spend whether there is an event on or not. All these forms of expenditure will help boost the income and make as much money as possible. These will determine whether the event will make a profit, break even or loss.  

Table 4.17

Q.10. Do events have an impact on the following?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	
	Yes
	No
	Yes
	No
	Yes
	No

	Road improvements
	16

(53.3%)
	9

(30%)
	7

(35%)
	13

(65%)
	23
	22

	Infrastructure
	17

(56.6%)
	6

(20%)
	9

(45%)
	11

(55%)
	26
	17

	Air and water 

pollution
	15

(50%)
	10

(33.3%)
	13

(65%)
	7

(35%)
	28
	17

	Litter
	24

(80%)
	2

(6.6%)
	17

(85%)
	3

(15%)
	41
	5

	Disruption of 

habitat
	14

(46.6%)
	9

(30%)
	14

(70%)
	6

(30%)
	28
	15

	Trampling on 

vegetation
	13

(43.3%)
	11

(36.6%)
	11

(55%)
	9

(45%)
	24
	20

	Property damage

from vandalism 

or overuse
	8

(26.6%)
	14

(46.6%)
	9

(45%)
	11

(55%)
	17
	25

	Total
	107
	61
	80
	60
	187
	121


For Question 10 the respondents had to circle either ‘Yes’ or ‘No’ for each of the options. The percentages were close together but with the ‘Yes’ option having more responses resulting in the clear observation that in general, events do have an impact on the surrounding area.

Getz (1991) suggests that there are also indirect negative environmental impacts that must also be considered, but will likely be difficult to prove. These can include the results of attitudinal changes, for example, does the event foster an exploitive approach to nature, or permanent changes in recreational or tourism patterns that lead to ecotourism disruption. All events will endure some sort of impacts on the surrounding areas as the visitor numbers will increases or decrease depending on if there is an event on or not. One of the aims of Beaulieu (Beaulieu handbook 2004) is to market these facilities to attract the maximum number of visitors which may be accommodated without detriment to either the physical environment of visitor enjoyment. Beaulieu has initiated a means of protection to the environment and heritage, as a direct result of tourism in the area, but as illustrated in Table 4.22, it has not been made aware to the locals which may be an idea for the near future. 

Table 4.18

Q.11.a. Do local people like the events being held?
	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	7 (23.3%)
	10 (50%)
	17

	No
	19 (63.3%)
	11 (55%)
	30

	Total
	26
	21
	47


As the data shows in Tables 4.18 and 4.19, there is 21 questions answered out of the 20 questionnaires distributed as one local felt that some locals do like the events being held and some do not like the events being held, therefore ticking both options. 

Table 4.19

Q.11.b. Do local people attend the events?

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	20 (66.6%)
	14 (70%)
	34

	No
	6 (20%)
	7 (35%)
	13

	Total
	26
	21
	47


Getz (1991) suggests that growth and decline are common, particularly in public festivals. Occasional lapses in an annual production can also be found, with some years being missed due to poor weather, lack of money, volunteer burnout, or other reasons beyond the organisers’ control.

Some visitors may become bored with the event if it is annual, especially if no changes have been made from previous years. Beaulieu National Motor Museum has been running the same events over the last twenty years, with no changes being made to the program. When the author worked at Beaulieu, it was noticed that even the exhibitors were loosing interest as the prices of stalls and plots were becoming too expensive compared to past years and it was cheaper for them to set up stalls elsewhere. Locals like the events being held because it brings in money and visitors to the local community as stated in previous tables. 

Dibb et al (2001) propose that a product life cycle has four major stages: (1) introduction, (2) growth, (3) maturity and (4) decline. As a product moves through its cycle, the strategies relating to competition, promotion, place/ distribution, pricing and market information must be periodically evaluated and possibly changed. As Beaulieu has not changed its event program there is a good chance that sales will fall rapidly and visitors will find more entertaining and up to date attractions. Beaulieu was once a very popular and well visited organisation, but due to the change of culture and the fast and ever changing industry, visitors are now looking for more thrills and fun-filled attractions. Even though Beaulieu has a ‘Rides and Drives’ area and a children’s play area, there is not really enough to keep the children occupied for the whole day. In order for Beaulieu to keep up to date with the current culture and maintain its brand name it has already created, it needs to introduce new attractions which will appeal to the whole family and keep the visitors entertained for the whole day and will make them want to revisit.  At present it is not doing this as shown in Table 4.20. Beaulieu needs to leap into the 21st century and enhance global recognition for not only one of the best motor museums but for a fun packed day for all.  Beaulieu has been very successful in the past but a successful organisation now, is not always going to be successful. There are a lot of changes needed be done in order to keep up with the competition. Visitor numbers are on a major downturn in recent years due to various factors (see appendix 10). The company needs to step back and take a look at the company and decide where it is, where it was and where it wants to be in the future. It needs to take the business forward again and gain back the visitors and reputation it once had. An organisation will never stay at the top if it simply stays the same and just relies on its name and reputation. The industry is ever changing and each organisation needs to change with it.

Table 4.20

Q.12. Do you think the Heritage of Beaulieu:

	
	Staff

(N=30)
	Locals

(N=20)
	Total

	
	Yes
	No
	Yes
	No
	Yes
	No

	Attracts visitors through historical re-enactments or cultural events
	23

(76.6%)
	5

(16.6%)
	16

(80%)
	4

(20%)
	39
	9

	Encourage repeat visits
	22

(73.3%)
	8

(26.6%)
	15

(75%)
	5

(25%)
	37
	13

	Encourage people to bring visiting friends and relatives
	27

(90%)
	3

(10%)
	9

(45%)
	11

(55%)
	36
	14

	Attract publicity for the site
	23

(76.6%)
	5

(16.6%)
	13

(65%)
	7

(35%)
	36
	12

	Total
	95
	21
	53
	27
	148
	48


There is a clear view that both staff and locals agree with Getz (1991). Getz (1991) proposes that the options in Table 4.20 are all potential benefits for organisations adding special events to their programs. Getz (1991) did not rank these benefits in order, however the table illustrates that they are actually in the right order. Therefore it is clear that the heritage of Beaulieu has a major impact on visitors.

When looking at ‘Encourage people to bring visiting friends and relatives’, it is noticed that there is a major difference in opinion. This could be because staff are more aware of loyalty schemes introduced which encourage people to bring friends and families back to the site. For example, if a visitor pays to enter the site after 1pm, and does not have the time to get around the whole site, they are then entitled to pick up a return ticket which enables them to return within the week for free. Locals may feel that one visit is enough and there is no reason for a return visit with family or friends especially as the prices are so high. 

Table 4.21

Q.13. Do heritage Anniversaries Celebrations held at Beaulieu bring in the same visitor numbers as Events held at Beaulieu?
	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	5 (16.6%)
	6 (30%)
	11

	No
	22 (73.3%)
	14 (70%)
	36

	Total
	27
	20
	47


Beaulieu has accompanied anniversaries in with the events program, inspiring many new events and new demand for quality event attractions. As shown by Table 4.21, it shows that staff and locals feel that these anniversaries do not bring in the same visitor numbers as the events held. The author found that this was due to there not being too many Heritage Anniversaries held at Beaulieu. 

Timothy et al (2003) suggest that by functioning as part of the existing attraction base and also by attracting attention to previously ignored areas, interpretation can attract additional visitors and cause them to stay longer in the destination community. As there are not too many anniversaries held at Beaulieu, there is no market strategy in place. When working at Beaulieu, the Abbey celebrated its 800th anniversary. It was ticket only invitations, leading to know-one knowing about the celebration. If the celebration had been open to the public it would have generated more visitor numbers but on the other hand, it would have caused damage to the heritage site. 

Table 4.22

Q.14. Has Beaulieu initiated any means of protection to the environment and heritage, as a direct result to tourism in your area?
	
	Staff

(N=30)
	Locals

(N=20)
	Total

	Yes
	20 (66.6%)
	8 (40%)
	28

	No
	3 (10%)
	9 (45%)
	12

	Total
	23
	17
	40


The table above illustrates that 67% of staff know of Beaulieu initiating a means of protection for the environment and heritage as a direct result of tourism. This could be a higher percentage because the staff are more aware of what is new in their workplace. Only three members of staff do not know of Beaulieu initiating a means of protection. The locals are more split down the middle, and it is clear that they are not as aware as the staff may be. 

The Beaulieu handbook (2004) proposes that it will provide public access to sites suitable for leisure and recreational activities at Beaulieu and Bucklers Hard, while protecting more sensitive areas of the estate and will apply income from leisure activities to either make the improvements of visitor services and facilities or the restoration and conservation of heritage buildings and landscape within the boundaries of the estate. 

Bowen et al (2002) suggest that a major event may require an Environmental Impact Assessment to be conducted, before the council or governments’ permission is granted for it to go ahead.  

Ten questionnaires were left blank as they were not aware of any protection in their area.  

In summary of the research study, the event program at Beaulieu National Motor Museum is generally perceived positively by staff and the local community in terms of increasing awareness of an organisation, enhancing the image of the organisation and benefiting the area economically. However there are still concerns as the event program has remained the same for the past twenty years resulting in a decline in visitor numbers and threats from local competition. 
Conclusions and Recommendations

Introduction

Many conclusions can be found from the findings of the research. The conclusions drawn shall be displayed with regard to each of the aims of the dissertation. The third aim will be met in the recommendations section of this chapter.

· Aim one – To analyse the purpose of the events program at an attraction
Managing an event is a one-off basis rather than the predictable and regular day-to-day running. Special events can vary in size and importance and no two events are the same.
LeBlanc (2004) suggests that by being aware and having a better understanding of the characteristics of tourists interested in attending local festivals and special events, those responsible for tourism development at the civic and regional levels will be better equipped to meet their goals in terms of attendance and social and economical impacts. 
Events may have many positive and negative impacts on an area such as Social impacts, Cultural impacts, Political impacts, Economic impacts and Environmental impacts, which all need to be taken into consideration when hosting an event. For example, Environmental Impact Reports and SWOT and PEST analysis systems would be used to identify such impacts when planning an event. 

Jago et al (2003) suggests that the quality of an events impact on a destination brand depends on the quality of the event. This has some intuitive appeal as the act of hosting causes the event’s brand to be associated with that of the host destination. 
The ways in which any particular event affects local perceptions of the host community, visitors’ perceptions of the destination, or mediated positioning of the destination brand will depend on other events that the destination hosts. Because events with merely a local audience may have an effect on local perceptions, and thereby on the image that the community projects, the synergies among events-whether their markets are local, regional, national, or international – need to be considered. 

Events of all kinds and sizes are important activities for tourists who already happen to be in the destination area or passing through. Successful events can enhance the image of the destination, generating an important but often un-measurable increase in general purpose tourism.
Events held in the out-of-season months, (winter months), could result in a problem solver as it helps sustainable tourism because the tourists will visit all year round.
Changing, remodeling and renovating exhibits and facilities are a form of product development that develops repeat visitation, makes first time visitors want to return for more and opens up new market sectors and segments. 

“Without the availability of suitable finance, no strategy can be put into place. Availability of, or access to funds, is an obvious strength for any event organisation. This includes the ongoing involvement of government and corporate sponsorship funds. Without it, a serious weakness is identified that must be corrected if marketing objectives are to be met.”

(Allen et al 2002 pg208)

Richards (1992), proposes that with attractions that are perceived as ‘outdoor’ attractions, pre-sold admissions help to guarantee daily visitor flows and income irrespective of the weather or other adverse conditions. Once a potential visitor has committed their money they are most unlikely to cancel their proposed visit.  This can help ensure guaranteed visitor numbers and income.
A marketing analysis should lead a business to develop a marketing strategy that takes in to account, market trends, aims to satisfy customers, awareness of competition and targets the right customers. In doing so, a business should benefit from customer loyalty and achieve advantages over its rivals, while making the most efficient use of resources effectively to produce the specific requirements of its market
· Aim two – To evaluate the current program of events at Beaulieu National Motor Museum
Beaulieu’s main reason for holding events is to increase the awareness of the organisation, enhance the image of the organisation and to benefit the area economically. The local marketing strategy is very effective but the marketers may need to address the lower percentages in Table 4.2 more, in order to get the best out of marketing. The marketing department could make use of the extra ways of marketing nationally in order to increase awareness and bring in the visitors. It is proven by the results that a lot of the locals were not aware of what methods were used to market nationally. Beaulieu may need to look at its marketing strategy in order to gain full advantage of its marketing strategies resulting in more awareness of marketing methods nationally. 
The biggest conclusion that can be made by the results is that the local community feels that events held in the winter months are a good idea. An event held out of season could result in a problem solver as it helps with sustainable tourism. Locals have a more positive outlook as events in winter months benefit them more. If the events did not exist then the local community would have to rely on the money generated purely by the tourists visiting the site on day visits. 
In general, events in winter months are not as popular with tourists as events in the summer months and do not bring in the same amount of money. Overall, staff and locals feel that events have impacted on the local community in a positive way. However there were a few respondents who felt that events impact both negatively and positively on the community: positively by increasing income and visitor numbers and negatively because of the environmental damage and intrusion of personal space by the increase in visitors during events. Surprisingly, after comparing Table 4.15 to Table 4.17 it is clear that although the general view is that events have a positive impact on the local community, it is shown that both staff and locals feel that events do have negative impacts on the environment. Events held at Beaulieu do not just benefit the local people, but the business as well. There is additional local income when an event is being held, which can also lead to increased local employment, long term and short term. 
Beaulieu has initiated a means of protection to the environment and its heritage, as a direct result to tourism. However, the staff seem to acknowledge this but the locals are split down the middle as they are not as aware. Beaulieu should make people more aware of what it is doing in order to maintain and preserve the environment as there will be many more events during the next years.
Recommendations

· Aim three – Recommend improvements to the event program

As technology and tastes change, products become out of date and inferior to those of the competition, so companies must replace them with features that customer’s value. Beaulieu has not changed its event program for the past twenty years. Tourists are starting to get bored and move on to more fun filled attractions which will keep the family entertained for the whole day. This is shown by the visitor numbers from past events and local competition. To ensure success for the future Beaulieu needs to make changes to the program to ensure visitors will come back time after time and enjoy their day. In order to do this Beaulieu needs to introduce slight changes with extra shows and interactive entertainment. Beaulieu should keep the trading and purchasing idea of stalls but ensure that there is still enough to do for each family and for the whole day. Beaulieu could look at their competition to see what ideas they have, however, they do not want to change it so much that it becomes the same as everything else and looses its uniqueness. 
To gain full potential of marketing on the website, the marketing department should advertise in advance what events are on for the whole year, not just in the summer months as it is now, so visitors are more aware of what events are being held and can plan ahead.  

Motivation is a major issue which needs to be considered by the managers at Beaulieu as shown in Table 4.1. If staff are not motivated it may lead to that member of staff not working to the best of their ability which could then result to a visitor having a bad experience. Beaulieu may need to look into this to ensure all the staff are motivated and ready to work. Some ideas may be team building exercises, recognition for hard work, rewards or positive team talks. 
All events are outside, and with Beaulieu being in Britain, there is a lot more uncertainty with the weather. From past experiences, it was noticed that there was no undercover area for the events to be held if there was a problem with the weather. This led to the visitors’ experience being dampened resulting in them going home early and in the case of a two day event, not coming back the next day. Beaulieu could provide an undercover area as a contingency as the case is most defiantly going to rise again. This would enable the visitors to carry on enjoying the day as the event will be re-located to be under shelter. 
Price is another major issue in which visitors feel that they do not get value for money. Beaulieu has initiated a loyalty scheme where if the visitor arrives in the afternoon and they do not get to visit all the site they are then entitled to receive a return for free ticket in which they can return for free within the week. Beaulieu needs to offer more concessions for students, groups, children, O.A.P’s, and disabled visitors, especially as the food and beverage prices are so high. In addition, there are extra costs for certain rides when the visitor actually gets into the site. Beaulieu could lower their prices either on the food and drinks or the admission prices until they have new attractions available or produce concession tickets for visitors. 
As shown by the past visitor numbers there is a dramatic change in visitor numbers between one and two day events. However, if the event is held over a number of days or two consecutive weekends, the tendency of visitors to stay longer will increase, therefore generating more expenditure within the host community. Beaulieu should look into this option of longer events to increases visitor numbers. 
Limitations and Constraints

The limitations that were identified during this research were the distance in which the author had to travel in order to distribute the questionnaires. There was a limit on what day and how long the author was able to stay, thus limiting the amount of respondents asked, as Beaulieu only works on a rota system. Therefore there was only a certain number of staff working that shift. If the investigation was to be carried out again, the author would have began distributing the questionnaires the summer before as there would have been a lot more responses as it would have been in season (summer months) therefore resulting in a more reliable investigation with a larger sample. The author could only visit Beaulieu out of season (March) due to the time restraints.

Due to the time restraints and the cost of other methods of research, the author was limited to devising a questionnaire as this was the most cheapest and effective form. If this investigation was to be carried out again, interviews would be used as these would back up the questionnaire responses, thus giving a more valid analysis. 

Questionnaire would be drawn up in colour with added features, such as pictures, if the research was to be done again as this would amuse the respondents and stop it becoming boring. 

When devising the questionnaire, the author only had time to pilot the questionnaire on one respondent. This did not work because when the questionnaires were finally distributed, there were still a number of faults and alterations that were not picked up on therefore resulting in respondents not understanding the questions leading to them not answering them. A list of errors can be found in appendix 12.
Due to the time restraints in which the author was allowed to visit Beaulieu, there was only a small sample of locals and staff asked. So the results had to be analysed with thirty staff questionnaires and only twenty local questionnaires. If the investigation was to be carried out again, the author would ensure that a larger sample would be analysed for both locals and staff
The author had to decide whether asking the locals their opinions and personal views was ethical as it could be seen as an invasion of personal space and some people may find it unethical to walk up to strangers in the street and ask them to fill out a questionnaire. Also the author had to consider the ethics of confidentiality and the findings reported fairly and accurately when asking members of the public to complete the given questionnaire.  
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