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1. Executive Summary

This report will analyse the process of planning and evaluating a Halloween themed event at Oystermouth Castle, which is a historical Castle with buildings dating back to the 12th century. The report will include information on the event itself and the venue of which it is hosted, what methods will be used to plan the event, how the event will be staffed, what resources will be required, potential contingency risks and how the event will be evaluated. 


2. EVENT INTRODUCTION

The Haunted Castle of Oystermouth is a scare attraction event which features actors that are dressed as Halloween themed characters with the intention of acting out scenes from famous horror movies and giving attendees the adrenaline of a fright. The event is hosted in Oystermouth Castle in the Mumbles area of Swansea Bay which is popular with tourists (Swansea.gov.uk, 2018). Some of the castle’s buildings date back to the 12th century (Swansea.gov.uk, n.d.), with more recent conservation starting in 2010. As it is a Historical building, it is important to tailor the event to venue type so that it fits in with the themes and values already established within the venue in order to heighten public awareness of the building (Janiskee, 1996),  with the intention of attracting the support and revenue from new customers in order to allow the management of the venue to maintain the history of the venue.  The castle has a voluntary group called Friends of Oystermouth castle who look after the day to day running of the castle, (Swansea.gov.uk, 2019) some of the friends of the volunteers are also keen to take part in volunteering at the castle events.  The Halloween themed event is scheduled over 2 days on the 30th and 31st of October, the event is scheduled so that attendees must book onto one of the 3 timeslots per night which gives them a one hour window of which they can turn up to the event, these are scheduled to allow breaks for staff, actors and volunteers and also to allow attendees to have a flexible attendance time scale so that they don’t all turn up at once, with the intention of reducing queuing times. See Figure 8.1 for a running order of the event.

 In 2019 the event attracted around 425 attendees across the two nights with guests being admitted in small groups of around 8 in order to avoid crowding in certain areas of the castle and allow attendees to feel like they have a personal experience with their friends/family. It should be noted that poor attendance at last year’s event may have been due to the bad weather as it was expected that there would be around 500 attendees per night at the event. 







3. PLANNING

From an internal point of view, as this is an already established event that has been running for two previous years, data from previous years can be analysed to establish whether It is a feasible event or not. The VUCA model could be used to see if any external factors might affect the future of the event (Bennett and Lemoine, 2014)
The EMBOK Model can be used in order to plan the event (Silvers, n.d.),  key aspects of this will be included on a Gantt Chart in order aid the scheduling and managing of the event planning process. Providing a Gantt chart can make it easier for staff and contractors to have a visual perception of how important it is that their work is punctual (O'Toole and Mikolaitis, 2002). See Figure 8.2 for Gantt Chart
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The marketing of the event should be strategically scheduled throughout the project as seen above, in order to maximise public awareness and maximise profits from ticket sales. A press release announcing the event should be done at the beginning of the project to establish to the stakeholders that the event will be running again and then again just before the event to remind anyone without tickets that the event is due to happen soon, using data collected about the target audience, releasing a targeted press release might be possible to influence them to attend  (Shone and Parry, 2004). 

As this is a one-off event that does not reoccur throughout the year, it might be considered to be a project. The Association of Project Management defines project management as the application of skills, knowledge and experience to achieve a specific objective within an allocated timescale and budget (Apm.org.uk, n.d.)The timescale of this event will run from April to November with the objective of attracting new customers to the castle and involving stakeholders such as the friends of the castle and local residents and businesses in order to create a sense of community. According to Holger Preuss, having resident support makes it easier to obtain public funding for an event (Preuss, 2007).








4. STAFFING

It has been suggested that staff are more motivated to provide good customer services when working in a customer-facing role (Tum, Norton and Wright, 2006) such as bar staff or meet and greeters. For this reason, it is important to engage staff and volunteers within customer-facing roles where possible. In order to keep behind the scenes staff such as administrators, waste management and lighting technicians satisfied, we should use Maslow’s Hierarchy of Human Needs (Bowdin et al., 2011) in order to identify areas which staff and volunteers wish to fulfil by working on this event, and provide them with a role or incentive which will motivate them to work efficiently. Incentives that can maximise volunteer retention include such as ticket giveaways, goal achievements, performing meaningful tasks and praise and verbal recognition (Van Der Wagen and White, 2010). It is also important that volunteers feel part of a community, understand the event purpose and feel a sense of pride in their work (Van Der Wagen and White, 2010). When staff contributions are acknowledged they are more likely to see themselves as an asset to the company (Zipf and Engle, 2008), and for this reason it is important to celebrate their achievements after a project is complete, perhaps with a celebratory meal or drinks. 

A mixture of paid staff, volunteers and contractors should be used, as some of the roles would need to be completed by those with expertise whereas having volunteers complete less demanding jobs such as event stewarding might be an ideal way to lower costs and create opportunities for those with an interest in working in this type of environment. Roles that would need to be completed by paid members of staff are Events Manager, Creative Director, Marketing Manager, Designer, Security, Actors, Volunteer Co-Ordinator,  Health and Safety Officer and Waste Management. Technical roles such as Sound Technician, Camera Technician, Lighting and AV Technician should be contracted to an external company. Depending on their experience and interests, roles such as Meet and Greeters, Event Stewards and Catering Assistants are roles which volunteers could pursue.





















5. SUPPLIERS, STAKEHOLDERS AND RESOURCES REQUIRED    

According to Graham Berridge (Berridge, 2007) event design plays a key role in how we experience an event, and so it is important that we theme the event in a way that satisfies both customer and stakeholder expectations. As the castle has limited technical resources, we should use an external company to provide AV, Sound and Lighting and also to provide experienced staff to operate them. Other suppliers also needed to create an eerie atmosphere for the event include a makeup artist, costume designer, set designer and the talent agency of which will provide the actors which will create the horror scenarios. 

It is important to meet the needs of the stakeholders in order to run a successful event as the success of an event is no longer measured on whether it meets the needs of the attendees but also whether it meets the needs of other stakeholders too. (Bowdin et al., 2011). The stakeholders of which should be considered for this particular event are the local council, staff, friends of the castle, volunteers, talent agency and actors, customers, contractors, local businesses and local residents as each of these stakeholders could potentially influence the future of the event.

Health and Safety resources are an important part of the event planning process, as any incidents in relation to potential risks could have serious consequences  (Bowdin et al., 2011). For this event the main safety concerns would be in relation to trips and falls over wires and props, electrical fires, weather issues, poor lighting and slippery or uneven surfaces. In order to minimise the risks to stakeholders, a risk assessment should be conducted, and the correct health and safety resources should be identified and sourced.
















6. CONTINGENCY PLANNING

It is important to minimise project related risks as they may jeopardise the success of a project (Sadgrove, 2016). In 2014, a marathon event in Sheffield was cancelled due to the shortage of water which did not arrive at the event (BBC News, 2014), it is important to plan for problems such as this that might arise in order to identify a way to deal with any safety or logistical concerns which might occur as a result of something which did not go to plan. For this reason it is best practice to use a contingency plan to identify potential risks within the logistics of the event and to take steps to minimise these.
See Figure 8.3

7. EVALUATION STRATERGY 

A study conducted by Gina and Jeffrey Pauline (2009) of volunteers at a professional tennis event showed that volunteer satisfaction was higher in those of which had their needs met (Events Management, Lyn Van Der Wagen and Lauren White P194), we will verbally ask staff and volunteers at the end of the first night if there could be any improvements made for the second day of the event,  this will allow for us to fix any last minute problems in order to improve their experience and retain their support for the second day of the event.

In order to evaluate the overall event, an informal team meeting should be shortly after the event to give stakeholders a chance to feedback on the aspects of the event that they were involved in, minutes of the meeting will be recorded and analysed afterward so that we can make improvements to future events based on any feedback that we receive. 

To gain feedback from customers a camera crew could be hired to complete video interviews with customers to ask what they thought of the event. Some of this content might be useful for the marketing of future events. The customers would need to sign a consent form in order to agree to be filmed and for it to be used internally or for commercial use (GDPR for marketers: Consent and Legitimate Interests, n.d.). According to Kim Andreas Hermansen & Jarl Romeo Bratli. the reviews of a video game and whether they are good or bad can affect sales and stock value (Hermansen and Bratli, 2016) , the same principles of this could be applied to an event as according to event ticketing website Eventbrite, word of mouth is an effective marketing tool with 92% of people saying they would trust the ratings of people they know (Eventbrite UK, 2019), and with the target market of the event being mainly local residents, a video testimonial would be bound to attract the attention of other people living in the area who might know some of the attendees. By using such a method to both analyse and market event we would essentially be combining two job tasks, saving time and money.  According to Forbes, video marketing was the biggest way to reach people in 2018 (McCue, 2018).
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Event Running Order 30" October -31° October

Slot 1: Doors: 5.30pm
Doors Close: 6.30pm
Break:5.450m

Slot 2: Doors: 7om
Doors Close: 8om
Break:s.15pm

Slot 3: Doors: 2.30pm
Doors Close: 9.30pm
Event Clean-up: 8.450m

Repest for both nights

Suggested entry timings :

‘Admit entry to up to groups of 10 every 3 minutes. This wil allow for the management of crowd
control as by staggering entry, there should be no large crowds in the same areas of the castle at any
one time. This is on the basis of each time st selling 200 tickets, if there are less than 200 attendees
it would be ps with a lares

should be adjusted many are how long

wat.





