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Introduction:
This research uses Legoland Windsor as a tourism business case study. The reason for this is that Legoland is well-known all over the world as a popular destination for families. According to LEGO (2023a), there are 10 Legoland resorts all over the world with 3 being in the USA and 1 being in the UK. According to an article from the Legoland website (LEGO, 2023b), the history of Lego started in a small factory which was located in Billund, Denmark. Here they allowed visitors to look at the display of finished Lego. By the mid 1960s they were attracting 200,000 visitors yearly. It was from here that the owners decided to move the Lego displays to an open-air location and create a ‘real Legoland.’ The original park welcomed 625,000 people in its opening season, which was double what was predicted. Since then, many parks have been opened throughout the world. Legoland Windsor is a theme park where there are several interactions where children can allow their imagination to run wild throughout the whole park. There are several things to do in and around the park, for example, 55 rides throughout the 150 acres of land, and several interactive shows such as a 4D cinema (Visit London, 2023).
Methodology:
According to Saunders, Lewis, and Thornhill (2016), the theory of how research is carried out and how research is accomplished, including the scientific and philosophical assumptions upon which research is based, as well as the implications of these assumptions for the method and methodologies used is known as epistemology, in other words, epistemology is how do we know what we know, and how the knowledge is gathered. According to Madhu (2021), subjectivity is what someone feels or their opinion, on the other hand, objectivity is based on the facts and is not based on someone's beliefs but can be scientifically proven. Both subjectivity and objectivity are equally important as subjectivity allows analyses of arguments both in-depth and nuanced whilst being objective allows the researcher to avoid bias.
Case study:
A case study is a research strategy that uses several sources of evidence, that investigates a particular occurrence within a real-life context (Saunders, Lewis and Thornhill, 2016). Saunders, Lewis and Thornhill (2016) suggest that a case study is a type of research that involves investigating a real-life situation and incorporating multiple sources of evidence. Case studies help accomplish research goals such as increasing experience and increasing understanding (Stake, 1983). It is argued by Beeton (2005) that case studies have several qualities that make them a useful methodological tool for tourist research. Beeton acknowledges that because there are limited case studies in travel and tourism research, there is a shortage of knowledge and a lack of appreciation about research case studies in the travel and tourism industry, therefore debate needs to consider what makes a good case study.
Triangulation:
[bookmark: _Int_2J3Qzdnl]Triangulation is important in research to verify findings. According to Saunders, Lewis and Thornhill (2016), triangulation is the use of two or more independent sources that can be used to corroborate findings and to provide evidence that the data is valid. Three good examples which can be used in triangulation are netnography, public data and also field visits. Cultural inquiry aimed at advancing human knowledge is called netnography (Kozinets, 2015). Netnography also collects customers’ reviews from online sources such as TripAdvisor where customers can place detailed information about their experiences. Another example is public data available on the internet or personally; this includes company reports which can provide CEO statements, financial data, performance highlights, and targets and goals for upcoming years (Corporate Finance Institute, 2023). A final example is field visits and observations, however, due to the limitations of this assignment, and without ethical approval from the University, primary data cannot be carried out, and it will have to be secondary and public information only. 
Primary and secondary data:
Primary data is data that has been collected for the first time by the reporter or researcher. This can be done in many ways including surveys, questionnaires and interviews. Whereas, secondary data is data that has been collected and created by others. Examples of secondary data are data collected from books, websites and journals. An advantage of primary data is that data is being collected purposefully for a study. It also allows the researcher to ask the right questions and access the right information. A disadvantage of primary data is that ethical approval is needed to be able to interview customers and employees of the business and to publish questionnaires (Institute for Work & Health, 2015). An advantage of collecting secondary data is that it is low cost because the data is already available and produced by others. Another advantage of secondary data is that ethical approval is not needed and the process of data collection is faster. In addition, it can all be done through the internet which saves a lot of resources which is better for the environment. However, the disadvantage of secondary data is it may not always support the research and the question being asked, because the data has already been collected and analysed (Cheng & Phillips, 2014).
Quantitive and qualitive data:
Quantitive data is the collection of numerical data, which can be analysed using statistical analysis and can be represented in graphs. The main advantages of quantitative data are that collection can be anonymous, it is a faster method than qualitative research, and it is possible to collect large amounts of data making the findings more accurate and verifiable (Fernando, Daniel and André, 2017).	 However, the disadvantages are that it is not possible to understand people’s feelings and therefore understand the whole picture. Another disadvantage is there are a lot of skills needed to be able to put together the right information accurately. Qualitative data is data that is non-numerical. Examples of this are words, images, videos and interviews. An advantage of this is that it allows participants to have a full understanding of what is being asked and this can be done by open-ended questions, in-depth interviews and even observation. However, disadvantages include that this process is time-consuming, and it can also be hard to understand what the guests are trying to say which means results are open to interpretation (Daniel, 2016).  
Analysis: 
The demographic that Legoland Windsor is targeted at is 3–12-year-olds, with over 55 attractions around the resort (LEGOLAND Windsor, 2018). According to Statista (2023), in 2022, LEGOLAND saw the second highest income of the last 10 years. In 2022, LEGOLAND had a revenue of 903 million pounds worldwide, whereas, in 2019 they earned 669 million pounds which is a massive increase after coming out of a global pandemic. It was also reported that Windsor was one of the 'highest valued theme parks' at roughly 671 million US Dollars in April 2023. From the graph below we can see that LEGOLAND as a company had a steady income from 2011 to 2019 with a huge decline in 2020, which is when a global pandemic took place and the world was on lockdown.  
 [image: ]
(Statista, 2023)

TripAdvisor reviews:
After analysing many different reviews of LEGOLAND Windsor on TripAdvisor, it was found there were over 24,000 mixed reviews, with over 11,000 of them being positive reviews. One of the positive reviews that stood out the most was a family of 4 with 2 adults 1 teenager and a 6-year-old with ASD. They said that although they have seen many negative reviews and experiences from family and the internet, they had an amazing day and this was not the case for them. On arrival they had a ride access pass for the rides and attractions; they had no issues with accessibility on any of the rides. The review also said that the food was amazing and was 'not bad' pricing (see appendix 1.). Although there were many positives there were also many negatives. One example that stood out was a 1-star review when the visitor had said they were there all day and due to so many people being in the park they had only managed 2 rides the while day with young children too. She also recommended a different theme park to go to (see appendix 2.). (TripAdvisor, 2023)[image: ]
SWOT analysis of LEGOLAND:
There are many strengths of LEGOLAND Windsor, for example, they have over 1.5 million visitors per year, and they also market and publicise the venue very well. Some examples are TV adverts, leaflets and even on the back of cereal boxes. They also offer annual passes which are just a little more expensive to encourage the customer to return and ensure competitive prices (MBA Skool, 2020). As reported by MBA Skool (2020), the weaknesses of LEGOLAND are that their parks do not attract as many international tourists despite being such a large brand of toys. California and Florida parks are not as popular as the ones in Europe. As reported by Harford, (2022) LEGOLAND could have many opportunities for improvement, for example controlling their footfall to ensure that customers have a good experience by having fewer queues and allowing their guests to enjoy the attractions more; this may encourage them to return and even buy an annual pass. Also hiring and encouraging more people to work in and around LEGOLAND could make the day go smoother and ensure things are open, such as food stalls. Updating their rides and widening their demographic to teenagers and young adults, could allow them to have more customers. Some threats that LEGOLAND face are the top 10 rated theme parks in the UK which include Thorpe Park, Chessington World of Adventure, Paultons Park and even Drayton Manor (ThemeParks-UK, 2023). These are threats to LEGOLAND because they are also well-known theme parks where people go for their days out.  
Things LEGOLAND Windsor has done to develop:
Over the years LEGOLAND Windsor has developed more and more, building several different sections for younger kids and a girl's section too. Duplo land has been developed to attract younger kids and rides which are smaller allowing the younger demographic to enjoy the day out. Duplo Valley was redeveloped into what it is today and reopened on the 14th of March 2020 according to Merlin Entertainments (2020). Heart Lake City is another section created in LEGOLAND Windsor, which opened in 2015. The main goal for this was to ‘encourage girls to play with Lego’, according to Patenall (2015), but it also brought a lot of people to LEGOLAND Windsor as there was something new and it was a ‘huge hit’.  
The 4 Es: 
Thahn and Kirova (2018) explain that the experience economy has become more important to consumers and this is explained in the 4 E’s model which identifies  entertainment, education, esthetics and escapism as the best ways to provide an excellent experience for consumers. Garrod and Dowell (2020) suggest that this model can be applied to tourism. According to the 4Es model (see appendix 3.) entertainment is where tourists are engaged by performance, education is where tourists enhance their knowledge and skills, esthetics is where tourism is enriched by a sensual environment and escapism is where tourists become engrossed by participating in a different time or place. When people go for entertainment and educational purposes it is classed as absorption. Entertainment and esthetics are classed as passive participation whereas active participation is educational and escapist. Finally, esthetic and escapist are immersion. However, if it comes under all four it is classed as the 'sweet spot'.  
Legoland Windsor links to the 4Es by hitting the sweet spot and covering all four elements. The esthetics of Legoland Windsor are the development of the theme of LEGO and all the creative possibilities this provides. There are several shows throughout the park making it an entertaining experience while also developing life skills through the rides such as fire police and driving school rides which is educational. Legoland Windsor also allows visitors to escape everyday life by creating a magical experience.
Conclusion:
The case study method was appropriate for studying LEGOLAND Windsor because it allowed an in-depth study of the venue as a whole, and also provided an opportunity to make recommendations for improvements such as footfall management. The 4 E’s was also relevant because it allowed the researcher to look at Legoland from various different perspectives. Netnography was useful because it provided an understanding of what people’s views were and gave insights that would not have been available otherwise using secondary research.
Limitations of this research were that there was a limited time frame and due to lack of ethical approval, no primary data could be collected, only secondary and public information. This meant that it was not possible to collect data from the full set of possible people such as employees or potential customers.
Based on this research after looking into all the different ways that research can be carried out, it seems that triangulation is the most efficient. The reason for this is that three different sources of evidence are needed to back up the research findings. It can also develop an understanding of the topic, whilst using Netnography. 
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First time at Lego Land Review

May 2023

Having upgraded from a Chessington Annual Pass to a Gold Merlin one this year, we (The family - 2
adults, Tteen & 6 year old with asd) decided to go to lego land as we had never been before.. Before
our trip in conversation with friends we were warned about many negative reviews and experiences.
Well this was certainly NOT the case for us!

On arrival, although the amount of visitors at the gate gave us the impression there would be a long
wait to get in, but we were inside before we knew it and ready to start our adventure.

We we using the ride access pass due to our child asd needs for rides and had no issues at all

We purchased the refill drink cups for the day, this was a great money saving option and there were
plenty of working refill stations around the park to use.

We are at the Skyline Bar, great food, not bad pricing and friendly staff, brilliant experience.

In general all te staff at the park we encountered we friendly and helpful.

What a great family day out, cant wait to come back again now we have an annual pass!
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Awful experience!
Oct 2023 « Family

We had such a terrible day out it's not worth your money or your time. We only managed 2 rides all day
due to the awful length of the queues and then the rides were incredibly short. With young children itis
an exhausting unhappy experience as they spend their whole day queuing with no feeling of fun. The
park is run down and filthy and the food is total junk. | don’t see how a brand like Lego can put their
name against a place so uninspiring. Spend your money at Paultons Park instead, they know what
they're doing ! We will never go back to LEGOLAND.
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