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Event and Tourism Impacts: Critical evaluation of Prince William and Catherine Middleton Royal Wedding 2011
This essay will explore the economic, social and cultural impacts events and tourism can have on a destination both positively and negatively. It will include statistics to evidently support how the tourism industry benefits the UK economy through the multiplier effect. Considering the industries plummet during the Covid-19 pandemic and innovation and industry development in response. Secondly, the 2012 London Olympics shall be discussed in terms of legacy planning, rationale to bid for mega events and key considerations to social impacts supported by theories. Thirdly, exploring the royal family in a consumer culture and how the brand represents Britain critically evaluating the hallmark event of Prince William and Catherine Middletons wedding in 2011 in view of, attracting tourism within the UK and globally discussing key performance indicators and policies within the planning process, the impact on the UK economy and social regeneration. 
[bookmark: _Int_eADFy7CO][bookmark: _Int_dwuvSg5v][bookmark: _Int_UoHS1ory][bookmark: _Int_TA1lupoN][bookmark: _Int_Bol0gMr1][bookmark: _Int_d1B9fS0T][bookmark: _Int_noZlp613][bookmark: _Int_TuykXHgh][bookmark: _Int_avAYh28R]The tourism industry holds social, cultural and economic significance to a destination. The motivational factors for tourists to visit anywhere other than their usual form of residency can vary for personal, leisure or business purposes (UNWTO, 2022). In the UK, the tourism industry has huge impacts to the economy, in 2019 the value of tourism contributed £145.9 billion to the economy (UK Tourism Statistics, 2019) and is forecast to increase to £257 billion by 2025 (VisitBritain, 2022). The sector generates job growth and it’s the leading sector for employment since 2010 (VisitBritain, 2022). This direct employment can be within the hospitality or transportation industries. Additionally, an increase in tourism can generate an incentive to improve current infrastructure, for instance physical infrastructure such as transport, attractions and events can be developed to meet the needs of visitors and increase overall satisfaction (Mathieson and Wall, 2006, p.72). Additionally, the locals benefit through employment opportunities and improved communities whilst the UK economy can benefit by improved tax revenue. 
[bookmark: _Int_OLzGBerN][bookmark: _Int_LyaJfItY][bookmark: _Int_ceUD5lMt][bookmark: _Int_07r8B49A][bookmark: _Int_PWpteawr][bookmark: _Int_sN4nqXV1][bookmark: _Int_YiDjQiq3][bookmark: _Int_VEng3Xz5][bookmark: _Int_FJyjhEeC][bookmark: _Int_BZhbb1nr]As identified above the tourism industry has a huge impact on the economy.  Without the tourism industry it has an undesirable impact on the national economy. An economic term known as ‘leakage’ is used to describe a loss in the local market or income system (). In 2020, Covid-19 pandemic resulted in the events and tourism industry facing significant challenges due travel restrictions, cancellation of events and ‘lock down’ periods. For the sector leakage occurred and some events were adapted to enable a source of revenue by introducing virtual events to interact with virtual spectators. Furthermore, digital transformation has also seen a demand for hybrid events (Guarnaccia, 2021) increasing the social impact of expectation and meeting satisfaction needs. However, virtual events did not create job opportunities in the way that in-person events did and the employment rate within the sector became majorly affected, this meant 100 million direct tourism jobs were at risk (UNWTO, 2022).
[bookmark: _Int_HpEiagI9][bookmark: _Int_cn7iUmZJ][bookmark: _Int_uZO7xsgl][bookmark: _Int_eYMmvpo0][bookmark: _Int_IdScxGE0][bookmark: _Int_7wnT0KLj]Recovery strategies were actioned by the government to limit the severity to the UK economy such as, ‘Furlough schemes’ to help support companies maintain employees and subsidise income.  Despite this a proportion of the workforce were laid off and furlough schemes only paid 80% of wages which meant disruption to the economy by less demand for the industry also known as ‘The multiplier effect’. This measures the indirect, direct and induced expenditure essentially causing a ‘ripple effect’ to other suppliers to the industry impacting significantly the flow of channeling the money back into local economy (John Maynard Kanes). However, a principled approach effect was the growth in digital transformation and localisation of marketing to a domestic tourist such as ‘the staycation’ (). 
Bowdin et al states:
“A key consideration in any event tourism strategy is the potential for events to bring ‘new’ money into a destination from outside visitors.”
(Bowdin et al, 2011, p122)
[bookmark: _Int_mftLD7Vn][bookmark: _Int_DDZYv3AK][bookmark: _Int_KGwtAPLm][bookmark: _Int_uzgO6S92][bookmark: _Int_FMWHkdVQ][bookmark: _Int_UJtT4f7y][bookmark: _Int_vJ8FkFJv][bookmark: _Int_HfO4sAV4][bookmark: _Int_XDWAqNXk][bookmark: _Int_hWsG5eC3][bookmark: _Int_V4XUdO7N][bookmark: _Int_AuPjp4gp][bookmark: _Int_DtdKmJNl][bookmark: _Int_Z6dHGofK][bookmark: _Int_344I5frf][bookmark: _Int_VhI24pqZ][bookmark: _Int_4DHPPuwM][bookmark: _Int_7NOMdZ3l]A way to stimulate tourism to a destination can be to host a major event. Cities bid to attract new events such as the Olympics in order to improve the social, cultural and economic benefit to their destination.  This will be done via a formal bidding process, which persuades the feasibility of a major/mega events at a certain location (Bowdin et al, 2012, p.138). In the ‘London 2012 Olympics’ the UK government set plans to invest in building the Olympic Park, affordable homes and transport infrastructure (DCMS, 2007) aimed to benefit the surrounding poverty-stricken area (ITV, 2014) and established social inclusion, job opportunities and transport links benefitting the local community and the event itself. The Olympics event was considered a success due to the organisational planning. The nation celebrated with one accord of pride as the nation's identity was broadcast and experienced globally. The UK government’s mission was to ‘inspire the way people live their lives’ (DCMA, 2007). They set out strategical plans which included their legacy policies being to ‘Ensure Londoners benefit from new jobs, businesses and volunteering’ (DCMS, 2007).  This is identified as a successful legacy through an international Olympic committee 2021 report that discovered 35,000 of the game makers continue to volunteer in their communities since the event (IOC, 2021). The legacy policies are regularly monitored to avoid a negative response from the locals and ensure the investment of the event was worthwhile. However, a negative social impact of this legacy has created inflation and gentrification within the area (Clarke, 2015) and the infrastructure of the Olympic Park did involve a displacement of locals. 
[bookmark: _Int_scwyCKb5][bookmark: _Int_H75xe5lv][bookmark: _Int_Kjj7WZQw][bookmark: _Int_6od5SI94][bookmark: _Int_pdpthZdD]Social impacts in event tourism of major/mega events can raise a negative response such as poorly managed events can cause a negative reputation of a host profile, commercialism and ‘over tourism’ (Page and Getz, 2020, p.143). By applying Doxey's Irritation index theory which measures the stages of response by the community to tourism in four stages (Euphoria, Apathy, Annoyance and Antagonism), Stage three ‘annoyance’ towards tourism can become a response to overcrowding and inflation within the destination, undesiring to support investment to further tourism activities. Page and Getz explore these potential negative social impacts are raise the potential risk of protests (Page and Getz, 2020, p.414), Bowdin et al suggests initiating effective communication with a host community as a task within the event planning process (Bowdin et al, 2012, p.68).
[bookmark: _Int_94KdV3Oi][bookmark: _Int_4uroFOiU][bookmark: _Int_bnEd6kxV][bookmark: _Int_JUSXuVSl][bookmark: _Int_OtP5anMx][bookmark: _Int_A0rehhte][bookmark: _Int_vFuawelR][bookmark: _Int_gbZr0lBH][bookmark: _Int_Vrv0u3Wz][bookmark: _Int_TrVZGK1K][bookmark: _Int_zzaHizC7][bookmark: _Int_Zd2L9EQN][bookmark: _Int_wpoWq3l4][bookmark: _Int_X6RAGrUz]The event tourism sector is significant to creating positive social change like meaningful experiences, identifying ‘togetherness’ to a community and creating national pride that can inspire change to people’s perception and behaviour. This can be identified as a ‘legacy’ (Roache, 2017). It can also be an intangible factor in creating positive perceptions towards cultural heritage, showcasing traditions and authenticity of a destination through events, insights the cultural and emotional link to the people and destination, also known as place-making (Richard, 2017, p12). Arguably, it raises a debate as traditions and cultural values change over time, whether staged authenticity becomes inauthentic for the purpose of the tourist (MacCanel, 1973). Although it can raise a profile of a destination (Bowdin et al, 2011, p125) the concept of defining ‘authentic’ can vary to individuals, it can be identified as an ‘outdated practice’ (Stainton, 2020).  Tourism bodies can market destinations around these traditions and cultural values that demonstrate an original meaning. VisitBritain is a good case in point as they market ‘Traditional Britain’ and use ‘afternoon tea’ as a classic British tradition (VisitBritain, 2020) however, traditionally afternoon tea was served to the elite at 4 o’ clock however with co-creation this tradition has been modified to meet the self-actualisation needs of visitors (Dine Time ltd, 2022).
[bookmark: _Int_0FF2fXnB][bookmark: _Int_AmZ7Wujl][bookmark: _Int_DEZOaoBt]There is a common opposing argument that the royal family are an ‘outdated’ concept for the UK and opinions such as a ‘waste of taxpayers' money’ (Krenta, 2018) can be used to define the ‘annoyance’ stage relating to the Doxey irritation index theory towards this. In 2021, the royal household financial report expenditure amounted to £102.4 million (The Royal Household, 2022). The royal family in a consumer culture is considered a brand (Hall, 2022), and as the royal family is funded by taxpayers (sovereign grant) means the royal family must bring value to the people.
[bookmark: _Int_2hLUsDek][bookmark: _Int_lIKDDyvV][bookmark: _Int_lf6i9163][bookmark: _Int_P0erdrOr][bookmark: _Int_UsGxCVSU][bookmark: _Int_T7Z5yD8y][bookmark: _Int_RPYOi2Um][bookmark: _Int_tEexXh3C]A report funded by VisitBritain stated tourists spent more than £500 million visiting historical landmarks associated with the Royal Family (BBC, 2010) furthermore, the royal family as individuals attract media attention globally and draw interest from their scandals to everyday living instance. Princess Diana’s interview with BBC attracted 20 million viewers and caused huge controversy over exploitation (BBC, 2021), however she is also said to be ‘arguably the most celebrated woman in the modern age’ (Anderson, 2011, p3) and most recently Netflix have used the public interest about the royal family in creating a series called ‘The Crown’ based around factual events and imagined elements of their private lives (Lara, 2022), demonstrating the fascination the royal individuals alone attract. 
[bookmark: _Int_3oc88lJw][bookmark: _Int_PYqXgeuT][bookmark: _Int_yVvD8huT][bookmark: _Int_TMIBqC8J][bookmark: _Int_OU2PPJ7G][bookmark: _Int_5gmIwjKR][bookmark: _Int_zHejz11G][bookmark: _Int_tKvzBZsE][bookmark: _Int_LsR0xZ16][bookmark: _Int_qLRFF4gl][bookmark: _Int_Y7ZvDVWI][bookmark: _Int_0Zk0AnoM][bookmark: _Int_8u5U3EXa][bookmark: _Int_GevEEQNA][bookmark: _Int_keXIlZkw][bookmark: _Int_nFSzVN0T]Royal events such as the wedding of Prince William and Catherine Middleton in 2011 became a major advertisement for not only the royal family but the UK in general. It provided an opportunity to showcase British royal traditions as well as many London and national landmarks. Millions of people had engaged in their love story and the fact that the Prince of Wales had fallen in love with a commoner resembled that of ‘fairytales’ which was embedded into Britain's cultural from many a young age. This factor made them more relatable to the public as it was no longer an aristocracy wedding, humbling the experience. It attracted a global audience with 23 million viewers from America alone and inbound 27 million viewers watched from the UK (Dwilson, 2018). The newlywed couple shared a much anticipated kiss on Buckingham Palace balcony, a  relatively newer tradition first started by Prince Charles and Princess Diana and through spectators' encouragement they kissed again, breaking tradition as displays of affection within the royal family are rarely seen. However, as stated above this pivotal moment was captured at Buckingham Palace which undoubtedly raises the profile to the destination. Furthermore, not only were the royal family at the wedding, but high-profile celebrities were also invited such as David Beckham and Elton John, increasing the interest in watching the event and media attention instance. ‘The Sun’ created articles based around the guest list (Pemberton, 2012).
[bookmark: _Int_1U13Ofnt][bookmark: _Int_F1PZAzSp][bookmark: _Int_F3p9qbMJ][bookmark: _Int_dnADyiAY][bookmark: _Int_DHGjz6ba][bookmark: _Int_yqHP4lYK][bookmark: _Int_iTJwVXIH][bookmark: _Int_vRj9gsHY]Additionally, the wedding was streamed live on ‘YouTube’ from the royal family’s official account reaching 45 million viewers (YouTube, 2022). Social media marketing has become predominant in marketing strategies to outbound communication (Brown, 2012, p.64) and increase engagement targeting a younger demographic. Having considered the importance of interest in royal family members and the importance of achieving high media attention this would have been a marketing key performance indicator that measured and managed the social media engagement before, during and after the royal event. 
[bookmark: _Int_b2XNpiya][bookmark: _Int_xur4ObEv][bookmark: _Int_NKBUHKs7][bookmark: _Int_LFXmPZr2][bookmark: _Int_FH9HFCJO][bookmark: _Int_p46DWNGN][bookmark: _Int_TvAbhhOX][bookmark: _Int_f0e9EgzS][bookmark: _Int_lZ3Qnps1][bookmark: _Int_RPRjKWwG]The Royal Family influence tourist travel decisions and as stated above creates a ‘multiplier effect’ throughout the UK economy via employment to guard royal landmarks, tourist guides and transport industry which causes a ‘ripple effect’ down to other sectors who supply. Conversely, it isn’t the whole sector to benefit in the consumer culture that the royal family has influenced the marketplace and majorly in fashion industry. Catherine Middleton bridesmaid Pippa Middleton became a sensation to the public because of her bridesmaid dress, it impacted the market and created a lasting effect on the bridal fashion trend (Sutherland, 2017). Furthermore, secondary expenditure was spent on royal-product memorabilia to commemorate the event and withhold that emotional connection but economically producing money back into the economy.
[bookmark: _Int_mWxTv75P][bookmark: _Int_LU0d0RbV]During the event it was estimated nearly a million people took to the streets of London to celebrate the day of the event (Daily Mail, 2011) and spent £107 million (ABC Finance, 2022) this impacted UK economy positively and due to the increase of demand hotels would have increased rates to maximise revenue, generating impacts to wider businesses who can transport and provide hospitality to individuals wanting to attend from inbound tourism. 
[bookmark: _Int_yrf5rW4h][bookmark: _Int_hfjjQTOO]One of the major expenditures from the wedding was security costing £33 million (ABC Finance, 2022).  This expenditure was covered by the sovereign grant as a proactive policy to ensure the safety needs of the royals, guests and crowd management are met. It is stated by Getz, security is key consideration in operational planning for any major event (Page and Getz, 2020, p. 367) and given the temporary mass gathering at London for the event, a key consideration towards the risk of a terrorist attack would have been within the operational planning adopted from the counter-terrorism policy issued by the government stating:
“Crowded places remain an attractive target for terrorists who have demonstrated that they are likely to target places which are easily accessible, regularly available and which offer the prospect for an impact beyond the loss of life alone.” 
(GOV, 2015)
[bookmark: _Int_bcWhcX2X][bookmark: _Int_ZwiKviRS][bookmark: _Int_epPijEZQ][bookmark: _Int_n5xR1ZLp][bookmark: _Int_RsJRvYMR][bookmark: _Int_ufRsx0z5][bookmark: _Int_mxhY6fbY]The royal wedding created an emotional engagement for many, as due to the media attention regardless of personal opinions of the royal brand there was no escaping the discussion around many factors of the wedding. This provides an element of escapism in comparison to daily news often referred to as ‘depressing’ (Dwyer, 2021). The crowds demonstrated a sense of civic pride whilst waving union jack flags, building to the host profile, representing globally a positive national identity. A motivational factor in attending would have been to personally experience the intangible atmosphere and linking to Maslow's hierarchy of needs theory establishes a sense of belonging as a nation, being a hallmark event, it meets self-actualisation needs of those wanting to experience a part of history.   
[bookmark: _Int_7KeNE8Qr][bookmark: _Int_3ezTpiDy]Britain reflects the multicultural nation, and the royal wedding provides an opportunity for social integration for all to celebrate, and it is stated by Getz and Page:
“Social integration, another goal frequently assigned to events, is made more difficult when diverse cultures interact – sometimes with a troubled history of conflict.”
(Getz and Page, 2020, p.411)
[bookmark: _Int_l6gtCIJa][bookmark: _Int_ufmq6TMS]The wedding was held in April and marked with a public bank holiday creating inclusion for the public to spectate. An external factor in the UK was the weather reaching 20 degrees and a lot of communities from all over the UK took advantage of this opportunity and innovated their own celebrations with street parties supporting social regeneration not only in London but on a global scale.
To conclude, the tourism industry has a great importance in the UK’s economy and during challenging times strategic innovation is core for revenue and meeting the needs of future expectations. To achieve a legacy, a destination will bid to host mega events that encourage travel tourist decisions resulting in regenerating money back into the economy through the multiplier effect. Furthermore, legacy within the events tourism industry can be both intangible and tangible factors such as supporting communities through social change or infrastructure development that can be remembered and used for years. 
The royal family is a brand which links to the country's historical past creating a sense of authenticity for Britain representing British traditions and its landmarks. As individuals they attract global media attention and curiosity which the public wishes to discover, becoming a value to tourism components within the UK. In the end of, the royal wedding of Prince William and Catherine Middleton impacted the UK economy not only in the tourism sector but also influencing the marketplace. The public holiday celebrations impacted socially on inclusion of history by bringing civic pride to the UK witnessed on a global scale. This legacy hallmark event was a national success due to its operational planning. It portrayed the British culture and despite opinions of the royal family. The fact that Catherine Middleton was regarded as a commoner and not a member of the aristocracy caused even further fascination in the public, increasing the media attention which portrayed inclusion. 
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