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Abstract
The purpose of this dissertation, which is part of the requirements for the researchers’ degree course, is to investigate whether events can increase visitor figures at heritage sites, in particular castles, focusing on a case study of Oystermouth Castle. The researcher conducted secondary research and collected the available literature that revolved around the topics of this dissertation, events, tourism, heritage and culture. With regards to the case study, there was no previous research conducted that would allow the researcher to build an assumption. Despite the castle having visitor figures from previous years, the figures could not be used by the researcher as they were general figures that did not separate the daily visitors from the visitors who are attending events. Therefore, the study was built without the assumption of knowing visitor figures when there was an event on.  
The findings of the secondary research assisted the researcher with constructing the primary research, which was in the form of an online questionnaire. The design of the questionnaire allowed the researcher to collect quantitative and qualitative data, which enabled the researcher to gain a better understanding of the topic. The researcher used SmartSurvey platform to distribute the questionnaire and was able to collect 404 responses. Chapter 3 explains in further detail, the methods which the researcher considered most appropriate for this research. The researcher used the Research Onion Source for the methodology.
The data collected was analyzed, displayed and presented in chapter 4, in the form of percentages and opinions of the participants. The findings of the research suggested that events which are hosted in castles are considered as a motive that attracts people to visit the castle and encourages them to visit different castles. The findings are explained in further detail in chapter 5. These findings allowed the researcher to form a conclusion, regarding hosting events in castles. Based on these findings, recommendations were made, in order to aid Oysetrmouth castle with its performance and assist it with attracting more visitors. 
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2. Chapter 1:  Introduction
The purpose of this chapter is to introduce the dissertation's aims and objectives; give a background of the topic of the research, outline the methods of the research and provide an introduction to the case study. 
1.1 Aims and Objectives
The aim of this research is to investigate and analyse the impact that events have on heritage sites, mainly Oystermouth Castle, Swansea. A number of objectives have been set to aid with achieving this aim.
Objectives:
i. To research and evaluate the current available literature in the field of events, tourism and heritage sites.
ii. To research, choose and utilize the most appropriate research methods in order to collect quantitative and qualitative data.
iii. To analyze the data collected and present the findings in order to establish whether events have a beneficial impact on heritage sites, in terms of visitor figures.
iv. To establish a link between hosting events and attracting more visitors to Oystermouth Castle, which will be used to put forward recommendations.
1.2 Background 
The purpose of this dissertation is to investigate the impact that events have on heritage sites, in particular Welsh Castles with particular focus on Oystermouth Castle. There is limited academic literature available on the link between events and heritage sites; however, there is a clear link between events and tourism, as it was argued that events encourage tourism. Getz and Page (2016) suggest that, events are unique, produced from a blend of people, management, setting and program. In addition, events are seen to include the culture element as seen in the UNESCO definition when stating that; events are also modes of life, and are seen as a necessity to human's values, traditions and beliefs. 
Culture is also a form of tourism and it has been agreed that cultural tourism is what moves people towards cultural attractions, in order to obtain knowledge and information for their own cultural demands (Jovicic, 2016). On the other hand, tourism can provide financial support for heritage world, making the destinations more desirable to visitors while adding to the local tourism business,( UNESCO, 2019). Therefore, highlighting the relation between events and cultural tourism is beneficial for this research, in addition to the impacts that events have on castles. 
As part of the castle’s marketing plan, provided by the marketing department in Swansea Council, the aim is to raise the profile of the castle by driving an increase in visitors and revenue. The researcher intended to conduct an interview with the marketing department in order to understand and know the methods they will be using and applying to enable them achieve this aim. However, due to the COVID-19 pandemic and the lockdown situation the interview did not take place.. 
1.3 Research 
A questionnaire was conducted by the researcher, using online software SmartSurvey.  SmartSurvey “is a digital survey solution that helps anyone create surveys, build questionnaires and analyse the results", (SmartSurvey, 2020). The Questionnaire was distributed to a wide range of people in Wales, aged from 18 years to 65 and over. This data collection method was considered the most appropriate to the research, as it has the advantage of collecting large amounts of data. The design of the questionnaire allowed the researcher to collect quantitative and qualitative data. (Saunders, et al., 2009) This will be explained in further detail in Chapter three. Using the questionnaire enabled the researcher to receive a high number of respondents, which will aid with the findings and conclusion. 
1.4 Introduction to the Case study
Oystermouth Castle was founded in the 12th century by William de Londres, and is located in the Gower Peninsula. The Castle is owned by Swansea Council, since it was given to Swansea Corporation in 1927, by the Dukes of Beaufort who had continued to hold it until then. During the period, before Swansea Council took over the castle, it was restored from being ruins by George Grant Francis. The restoration included a careful reconstruction of the tracery in the chapel window. It was reported that the National Assembly for Wales announced in 2009 that they were to invest £1.9 million in Welsh heritage sites in order to boost tourism in Wales. In 2010, Oystermouth Castle closed its doors, as part of the refurbishment programme. The Castle underwent refurbishments worth £1 million and reopened its door to the public mid-2011. The refurbishment included an educational space with a canopy covering it, a new visitors' centre within the castle walls, a glass platform and a bridge which connects to Alina’s Chapel. The chapel which is located on the second floor, was built under the direction of Aline de Mowbary; however, this was not the reason for naming the chapel Alina. Remnants of a medieval painting, which dates back to the 14th century, forms a high importance and testimony to the original painting of the chapel, which is attributed to Alina de Broes, (oysetermouthcastle, 2019). 
The Castle was given to Swansea Corporation by the Duke of Beaufort and remains up until this time the responsibility of Swansea Council. However, it is supervised by the Friends of Oystermouth Castle, which is a group of volunteers that look after the castle as a way of giving back to their community. Despite the castle being owned and managed by the Council, the Friends are the people who have the responsibility for running the castle on a day to day basis, (swansea.gov, 2019). Furthermore, Oystermouth Castle is on Cadw’s protected list of heritage sites and is listed as a grade one building and is considered as the main historic attraction in the Mumbles area, which attracts visitors. Cadw is a welsh organisation that looks after historic buildings and sites, historic parks and ancient monuments. Cadw is made up of 250 people that work across a range of disciplines with 100 people working on taking care of monuments, (Cadw, 2019). Therefore, any changes made to the castle, have to be approved and supervised by Cadw. 
During the castle’s opening months, which are from April until September, events are held inside the castle walls. The events are mainly to attract families with children, except for the Halloween event, which is held in October; this event attracts over 13 year olds. All of the events are funded by Swansea Council; however, the Friends of the Castle are in charge and have control over the spending of the funds, (oystermouthcastle, 2019). 
The following chapter will present the previous available academic research regarding events, tourism and heritage sites. This will used to support the study and analysis carried out by the researcher.





3. Chapter 2: Literature review 
The purpose of this chapter is to address the first objective:
i. To research and evaluate the current available literature in the field of events, tourism and heritage sites.
Macro section
2.1 Introduction 
This chapter aims at conducting a review of what available literature there is, with reference to heritage and historical attractions, focusing on castles and how using events would increase their visitor figures. The researcher used a variety of resources in order to construct this chapter. In this chapter definitions of events, heritage and culture are provided; an explanation of what motivates people to travel and an explanation of the link between events and tourism, cultural events and tourism events. As this research focuses on castles in Wales, research on tourism and castles in Wales was conducted. The management aspect has been looked into, in addition to the funding. Finally, the available information about Oystermouth Castle was presented.
2.1.1 Events   
Events is defined in the Oxford English Dictionary (2010, pg. 606) as 
‘A thing that happens or takes place, especially one of importance; a planned or public social occasion; each of several particular contests making up a sports competition’.
Allen, et al (2002) suggests that the event industry is a dynamic and fast-growing sector with obvious synergies with tourism. When an event is appropriately hosted, it can have the potential to positively impact the economy and expand the visitor footprint, by, providing media exposure, promoting development, and stimulating infrastructure upgrades, which include the emergence of new partnerships. Supporting this, Getz (2007) explains that hosting a significant event in a city, region or nation, provides it with the opportunity to present and rethink the destination. It is for this reason that many countries view the successful hosting of events, as a vehicle for growth and that tourism bodies are devoting resources to attracting and supporting major events as part of a broader strategy. 
2.1.2 Heritage and Culture
Many events may also include the element of culture, as the UNESCO defines it: ‘not only the arts and letters, but also modes of life; the fundamental rights to the human being's value systems, traditions and beliefs’, (Shah, 2010, pg.1 ).
On the other hand, the Oxford English Dictionary suggests that culture is either something appreciated as an art, or a collection of beliefs and behaviour that leads to connecting a particular group. However, these definitions seem to suggest elective participation and not an intrinsic element of the human experience. Whereas, Hofstede (1994, pg.5) defines culture as ‘collective programming of the mind which distinguishes the members of one group or category of people from another’. Hofstede believes that culture is a fundamental part of the uniqueness of human mental programming. 
2.1.3 Motivation and Drive
Crompton (1979), states that motivation is a critical factor and force behind tourism behaviour. With regards to decision making Mazanec et al (2001) suggest that it is crucial to understand what drives and attracts the consumer to visit attractions or attend events.  The tourist behaviour is influenced by a number of demographic factors, which include gender, age and ethnicity, in addition to cultural backgrounds, social influences and education, ( Mason, 2016). However, Crompton and McKay (1997) suggest that motive has an impact on the decision making process. These motives can be characterized as the Push and Pull factor, and as Gnoth (1997) suggests, the push and pull factors are important to understand, in order to attract the consumer. He explains that the push factors are considered motivations and forces that lead a tourist to seek activities that will reduce their needs , while the pull factor are forces generated from destinations and what the tourist knows about this destination. Furthermore, Chan and Baum (2007) suggest that the pull factor is what drives people away from their homes and the push factor is what attracts them to go to the chosen attraction. Hence, this will enable organisations to know what is in demand by the consumer. It was argued that the demand theory aims at answering the question of what people want and how much they want it, believing that this will lead the businesses and organisations to better decision making; therefore, offering what is in demand and growing in a competitive market. 
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Figure 1  Maslow’s Hierarchy of needs, (googleimages, 2020).
Maslow’s Hierarchy of needs (as shown above) displays the needs that people require. It shows that needs such as shelter, food and drink, are the most important and form the bottom section of the triangle. Once the physiological needs are met, a person requires safety and security-safety needs. Together, these two form the base of the triangle – the basic needs.  After these needs are fulfilled, the need for love and belonging, being accepted by people and loved ones becomes important to have and when having, will lead to the next level, which is Self Esteem. Here, people require the respect of other people instead of love. When these needs are satisfied and fulfilled, a person reaches self-actualization. Maslow also explains that in order to reach this level, a person must conquer the steps in the lower levels. However, the need does not have to be fulfilled 100% in order for the next level of need to emerge, (Torkildsen, 2005). Hence, the consumer needs and demands are important factors that need to be understood and addressed by any organisation, in order to provide an output that will meet these needs and fulfil the demands. 
2.2 Events and Tourism
Events are known to be high value tourism attractions. There is a clear link between major events and tourism, which is why many cities have identified event tourism as a priority in their tourism strategies, (Torkildsen, 2005). Therefore, governments support the need for events to exist in order to benefit the tourism sector.
2.2.1 Cultural Events
Whatever the reason for the development of cultural events, new demands are being laid on managers working in the cultural and tourism industries. Professional handling, strategic thinking, development of and adherence to policies, net-working abilities, social impacts, artistic creativity, flair for marketing, and under-standing of economic tools to measure the return-on-investment of their efforts, are all but a few of the traits to be possessed by these individuals. It was suggested that they use several buildings that create the atmosphere and set the scene where the activities take place. History and cultural heritage are the central themes and the main attractions. A historical period is recreated and a historical setting is staged. The most common historical period represented in these fairs is the medieval period (51%). Far from this, it was recorded as 14% set in the ancient Roman period, 15% in the Modern era, and 15% in the contemporary period. Only one fair is dedicated to Pre-history, (Lyck et al, 2012). Furthermore, there are several reasons which can be given for the increase in these fairs, including tourism-related factors, availability of new types of promotion, and the inherent desire to preserve cultural heritage, Prentice (1993).
In Ireland, a great example of a cultural event is the St. Patrick’s Festival in Dublin where thousands of overseas visitors descend on the city. 'The Gathering Ireland' is an example of the power of the Irish tourism product that combines people and place; the event has over 5,000 community or family gatherings which collectively attract an estimated 275,000 people. And it doesn’t stop there, the Irish 2015 strategy, People, Place and Policy: Growing Tourism to 2025, identifies events as one of four areas to focus on, to create international desire to travel and meet in Ireland, (itv, 2016). Hence, it shows the impact of events on the hosting city, in terms of visitor figures. 
2.2.2 Heritage & Cultural Tourism
According to Poria et al (2001, p1048) ‘Heritage tourism is a phenomenon based on tourists motivations and perceptions rather than on a specific site attributes. It is a subgroup of tourism, in which the main motivation for visiting a site is based on the place’s heritage characteristics according to the tourist’s perception of their own heritage’. On the other hand, Sigala and Leslie (2005, p 5) explain that the term Heritage and Cultural tourism refers to ‘the segment of the tourism industry that places special emphasis on heritage and cultural attractions’. They continue to cite Masberg and Silverman (1996, p. 20 ) explaining the problems these terms face ‘despite the growing interest in heritage tourism, here is a surprising lack of understanding of how visitors define a heritage site and what activity of visiting a heritage site means to them’.  Whereas Richards (1997), defines cultural tourism as ‘the movement of persons to cultural attractions away from their normal place of residence, with the intention to gather new information and experiences to satisfy their cultural needs’, (Richards, 1997, p24). However, according to Silberberg (1995,p 361) cultural tourism is defined as ‘visits by persons from outside the host community motivated wholly or in part by interests in the historical, artistic, scientific or lifestyle/ heritage offerings of a community, region, group or institution. These theories indicate that there is no one agreed definition for cultural tourism, however, highlights the importance of it. Furthermore, Sigala and Leslie ( 2005) suggest that the growth the cultural tourism has undergone since 1980, was a direct result of the rising interest in arts, culture and history.
It has been suggested that the interest of visitors in cultural experiences provides opportunities, while nonetheless, also raises challenges for tourism. Cultural tourism is a type of tourism activity, where the visitor’s main motivation is to learn, discover and experience the tangible and intangible cultural attractions in a tourism destination. These attractions relate to a set of material, spiritual and emotional features of a society that encompass historical and cultural heritage. Therefore, cities are increasingly using cultural events to improve their image, stimulate urban development and attract visitors and investment. As part of its event-led regeneration strategy, Rotterdam staged the 'Cultural Capital of Europe' event in 2001. The aims were to attract visitors and to stimulate cultural consumption among residents, while positioning Rotterdam as a cultural destination, Sigala and Leslie (2005).Despite Swansea missing out on being crowned UK City of Culture 2021, being short listed for the title meant that the city was showcased across the UK and beyond, as said by Rob Stewart Swansea council leader, (BBC, 2017). This indicates that the majority aspire for city recognition; this is a need that leads cities to put forward strategies which include ways to enhance their cultural aspects in order to showcase them to the word.
2.3 Tourism in Wales 
It has been argued that tourism is considered an important part of the Welsh economy, as it was recorded that tourists spent over £1.853 million between the months of January and December 2018, which was generated from over 10 million trips to Wales. It was also recorded that over one million tourists visit Wales every year, which makes Wales a tourism destination. The 12 months ending in March 2019, saw 10.1 million visitors to Wales, resulting in a tourist expenditure of £1.848 million, (gov, 2019). Moreover, it was reported that about 100,000 people in Wales are employed in the tourism industry. This accounts for nearly ten per cent of the workforce, which only stresses on the importance of tourism for Wales. Surveys revealed that one of the main things tourists do when visiting, is to visit historical attractions such as castles and museums. One of the advantages of tourism in an area is obvious, tourists spend, which leads to providing jobs. As mentioned previously, tourists spend £1.848 million a year, which is a boost to the economy of the country. However, tourism can have its disadvantages, such as over- crowding, clash of culture and language barriers which lead to misunderstandings. Nevertheless, the advantages can overcome the disadvantages, (geographyinthenews.org, 2020).
In terms of heritage sites visits, the Welsh Government published in 2016, records of visitor figures to Welsh heritage sites, which showed that more than 135,000 families visited Cadw protected sites in the season between July and September. This was listed as a record breaker for the Welsh heritage sites. The increase in visitor figures was believed to be a result of the Dragon campaign, as it was thought to have encouraged families to visit the Cadw sites. This campaign was a new approach to promote an initiative which aims to bring visitors to a 'never seen before' event and experience, (Itv, 2016).
2.3.1 Castles in Wales
It is reported in Wales (2020), that there are over 600 castles in Wales, with more per square mile than anywhere else in the world. However, Cadw (2019) stated that Wales is known to be the ‘land of castles’ having 427 of them, with 44 of them protected by Cadw. Some of these castles have been lived in continuously for thousands of years; however, others are only romantic ruins. A number of the Welsh castles are being used up to this time, for a variety of different purposes. Some are used as museums and as venues to host different types of events, such as Cardiff Castle, which was built In the 11th century, (Wales, 2020). Caerphilly Castle, the second biggest castle in the UK after Windsor Castle was built in the 13th century. The Castle hosts a variety of different events, such as weddings and family events, (Cadw, 2019). However, for this research Oystermouth Castle has been chosen as a case study, as it will be seen later in section 2.6. As mentioned earlier in this research, Oystermouth Castle is protected by Cadw, however, managed by Swansea Council and supervised on a day to day basis by the Friends of the Castle. This has its impact on the management of the castle. The next point will look further into the managing aspect of the attraction, events and volunteers.
2.4 Management
Swarbrooke (2002) argued that management aids with achieving goals, by arranging the factors of the production, organising resources and integrating them in an effective manner in order to achieve the set goals. 
2.4.1 Cultural Heritage Management
It is widely acknowledged that cultural heritage attractions play an important part and role in the world's tourism industry. Fyall, et al (2003) explain that these attractions are instruments of economic regeneration in some countries' industry. However, attracting all these visitors has an impact on the site itself, as these attractions were built for specific purposes. Therefore, it is vital to thoughtfully manage intangible cultural heritage sites and attractions. Moreover, Swarbrooke (2002), explains that there should be an agreed method of managing attractions in order for these attraction to run correctly and smoothly to achieve their aim and attract more visitors. 
With regards to the Oystermouth Castle, it is protected by Cadw, which is a historic environment service of the Welsh Government and is considered part of the Tourism and Cultural Group. They work to protect the historic, heritage sites, structures and buildings of Wales in order for the public to visit, enjoy and understand their significance, (Cadw, 2019). Despite Oystermouth Castle being listed as one of Cadw’s protected sites, the castle is managed by Swansea City Council and run by the Friends of the Castle, (Swansea.gov, 2020). This has an impact on the management of the castle, which results in delays with approvals. The castle has an allocated supervisor from Swansea Council that looks into the management of the castle and works alongside the Friends of the Castle. However, this is an added pressure as it means the Friends of the Castle have to get approval for the decisions they make, from the council supervisor, despite it being their responsibility to run the daily activities at the castle. 
2.4.2 Event Management 
Managing events falls under the umbrella of management. Therefore, managing events at the heritage sites are as important as managing the site itself. Getz (2007), describes event management as planning and organising an event, taking into consideration all elements such as workers, volunteered or paid, the venue, the set - up, third party companies that are involved, stakeholders, budgets and everything that is involved in making and creating the event. 
Since Oystermouth Castles hosts events during opening months, it is important to consider managing events. However, these events are planned and organised by the castle supervisor and on the day of the event run by Friends of the Castle, who are volunteers. Managing volunteers can be considered as a challenge at certain times. 
2.4.3 Managing Volunteers
Holmes and Smith (2009) describe volunteers as non - paid ‘workers’ and volunteer as ‘work’. Volunteering, according to them, is seen as ' an indicator of civic engagement and social capital and an activity that should be encouraged ‘, (Holmes and Smith, 2009, p7). Volunteers that are involved in human made attractions, which are explained by Swarbrooke (2002) who is cited by Holmes and Smith (2009) as ‘sites that were not originally designed for tourists but have become attractions; these include heritage attractions such as monuments, castles and palaces, temples and archaeological sites’ , (Holmes and Smith, 2009,p26). Oystermouth Castle extensively relies on volunteers to run the day to day activities and to take part in the events that are put on in the castle. As mentioned in 2.4.2, the events are planned and organised by the castle supervisor but run by the Friends of the Castle on the day of the event. As stated earlier in the research, the Friends are a group of volunteers that are dedicated to the castle. However, despite their dedication, their personal circumstances could intervene in their duties at the castle. And since they are only volunteers, they are not paid to run the events, which could result in them not attending. This therefore, adds to the supervisors’ responsibilities to arrange alternatives between the volunteers. If the Friends were paid employees, they would be obliged to do their job. Not having paid employees, other than the supervisor, is due to the lack of the Castle funding from the Council.  
2.5 Funding
Since 1994, the Heritage Fund has awarded over £410 million to heritage projects in Wales. This funding looks after monuments, historic buildings, historic sites and archaeological sites, in order to safeguard them for future generations, (heritagefund, 2020). In 2009, the National Assembly for Wales, which since 06 May 2020 became the Welsh Parliament, invested £1.9 million in heritage sites; this was done in order to boost the tourism industry, (welshparliament, 2020). As for Oystermouth Castle, Swansea Council allocates a budget for the restoration, events and anything that goes on in the Castle in order to maintain the Castle and attract more visitors. But, it does not include payment for employees, as they fully rely on volunteers. The castle charges an entry admission fee for visitors, and the events are included in these fees, (Swanseacouncil, 2020). This therefore, suggests that the castle does now make any extra profit from the events they host.
2.6 Case study- Micro Section
2.6.1 Oystermouth Castle
Situated in Mumbles, Oystermouth Castle was built in 1231 by William de Londres. It is stated that in the post medieval period, Oystermouth Castle was held as part of the Lords of Gower, by the Earls of Worcester. Evidence could not be found to suggest that it saw military action and there is no clear evidence to show building work of post-medieval date. The Castle was acquired by Swansea Borough Council in 1927, before which time, it was held by the Dukes of Beaufort. The council undertook further consolidation and restoration work, which had been undertaken previously in the 1840s and 1870s by the antiquary George Grant Francis, including a careful restoration of the tracery in the chapel window. The Castle is currently the responsibility of Swansea Council and run by a group of volunteers, the Friends of Oystermouth Castle, (oystermouthcastle, 2019).
The Castle underwent conservation work between 2010 and 2011, in order to improve accessibility and ensure the structure remained safe for visitors. The Castle reopened its door to the public on the 16th of July 2011. Since then, it has been open for the public during tourist seasons, for a small entry fee, (swanseacouncil, 2020). 
2.6.2 Events at Oystermouth Castle
Each year, the Castle puts on a series of events in order to attract visitors; the majority of the events are held during school holidays. The Castle is not only used for events, it is also used as an educational resource, attracting schools to visit during the year. The Castle’s main aim, according to the Marketing department of Swansea Council, is to raise the profile of the Castle, which will drive the visitors and revenue. Their objective is to increase visitor numbers by 5%. Their latest reports show an increase in the number of visitors from 2017 to 2018, as they recorded 12,482 paying visitors and 17,000 including events, school trips, coaches and group bookings. However, the reason for the increase in visitor numbers could not be determined if it was an impact of the events or not. The system used in the castle does not separate visitor figures recorded for the event or for usual days. As for the events, they are held during opening season, which runs from April to September, and re-opens for the biggest and final event at the end of October, which is the Halloween event. Every year, one big event is organized for each month during the castle's open season. However, due to the COVID-19 pandemic, the castle has been unable to host any events so far for 2020. All events, except the Halloween event, are included in the admission fee, (Swanseacouncil, 2020).
2018: 12,482 paying visitors / ticket sales | 17,000 including events inside the castle, school groups, coach trips, group bookings) 

2017: 10,893 paying visitors / ticket sales | 16,300 including events inside the castle, school groups, coach trips, group bookings)






Figure 2 Marketing Strategy for Oystermouth Castle (swanseacouncil.gov, 2019). 
2.7 Conclusion
As it can be seen in this chapter, there is limited academic literature available about impacts of events on heritage sites. However, the researcher has provided literature about events, cultural events and their link to tourism, cultural tourism and heritage. Little research has been conducted on the events that take place in Oystermouth Castle. 
The following chapter will provide the methodology and identify the methods that were undertaken whilst this research was being conducted, in order to gather more data with regards to the aim of this dissertation. The techniques will be outlined and justified as to why they were considered the most appropriate approach for collecting the data. 







4. Chapter 3: Research Methodology 
The purpose of this chapter is to address the second objective: 
ii. To research, choose and utilize the most appropriate research methods in order   to collect quantitative and qualitative data.
In this chapter, secondary and primary research methods, which the researcher chose, will be identified and justified whilst using the research onion from ‘ Saunders et al, 2016’, from the philosophy, all the way through to the technique and procedures used. 
‘Saunders et al, (2016, p5) explains research as “something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge” .
3.1 Research Onion
It is imperative for the researcher to fully understand the methods available, in order to choose the most appropriate method for data collection. This will also aid with determining good practice for better implementation of the methods chosen, (Bryman & Bell, 2007). The extent of research method options which were available to the researcher are illustrated in Saunders et al (2016), Research Onion, shown in figure 3.1 below. 
[image: The-research-onion-Source-Saunders-et-al-2007]
Figure 3. Research Onion Source ( Saunders, et al, 2016).
The researcher followed the above diagram from the outer layer inwards. For this dissertation, the research was undertaken based on the philosophical angle, the positivism with elements of interpretivism by using a deductive approach. The strategies used were a case study and survey. As for the survey, mixed methods were used to form an online questionnaire, which was designed to collect qualitative and quantitative data. The time horizon was cross-sectional and the data collected was addressed and analyzed by the researcher, which is the core of the Onion Research.  
3.1.1 Philosophy
This research holds, with regards to the general topic of the study, epistemological underpinning, which indicates that the research is concerned with “assumptions about knowledge, what constitutes acceptable, valid and legitimate knowledge “, (Saunders et al, 2016, p.716). However, as for the case study, Oystermouth Castle, the researcher has no assumptions due to unavailable previous research conducted.
This research adopted the positivism approach as it is a primary approach, including some elements of interpretivism in some areas. Positivism approach requires the use of a quantitative methodology, which is based on numbers and measurements, in order to collect and analyse. On the other hand, the interpretivism is based on words and images which use qualitative data, (Saunders et al, 2016). As the basis of this dissertation held the foundations of quantitative data, positivism is the most appropriate paradigm. However, there are also aspects of qualitative analysis, meaning that elements of the interpretivism paradigm also needed to be acknowledged, (Collis & Hussey, 2014). The purpose of this approach was to discover the opinions and thoughts of key personnel in the sector, which led to enhancement of the numerical findings. 
3.1.2 Approach
Deductive approach, as described by Loseke (2017), involves ‘using what is already known in order to determine what data to collect’. There is available literature regarding the topic of Events in Heritage Sites and the Increase of Visitors. Hence, using the deductive approach is the most appropriate approach for this research. 
The purpose of this dissertation was exploratory, as it did not aim or intend to offer final solutions to the problem in question; instead, it intended to explore the research question and establish correlation in order to provide a foundation for any further study which will be made into a similar area, (Dudovskiy, 2018).
The researcher initially chose a mixed methods approach for this research, in order to collect qualitative and quantitative data, via online questionnaires and interviews. However, after reconsideration the researcher chose to primarily focus on collecting quantitative data via questionnaires and not conduct interviews, due to the unavailability of the intended people for the interviews.  
3.1.3 Strategy and Choice 
O’Gorman and Maclntosh (2015) state that the collection of data is considered as the backbone of every research project; therefore, the researcher should be able to identify what data is worth analysing. As for this dissertation, it focuses on a case study of Oystermouth Castle, Swansea and collecting data via surveys. The survey strategy which Zikmund et al (2013, p185) define as ‘a method of collecting primary data through ‘communication’ with individuals’, is considered the suitable method of collecting data for this research. 
The secondary research, which is considered as the data already available for the researcher to collect and analyse, was explained by Baxter et al (2001), as data which occurs in the format of public reports, books, articles, newspapers and websites. However, the researcher was limited to the findings of this data, as there were not many researches previously conducted on this topic, or Oystermouth Castle; this will be explained further, later in this chapter. 
3.1.3.1 Primary Research 
As for the primary data, which is data generated for the specific reason of the research project, this included questionnaires from a survey (Bryman and Bell, 2007), which was chosen as a primary method for collecting data to form the primary data for this research. Blaxter et al, 2001 suggest that a researcher may use a combination of more than one type of data collecting. Therefore, the researcher chose to collect data through online questionnaires and intended to conduct an interview with a key person with knowledge of the case study, who would benefit this research due to her practical, immediate involvement. However, the researcher was unable to complete the interview. This was  due to the key person not responding and the researcher being unable to meet with the key person due to the quarantine impact of COVID-19, which was considered as a limitation to this dissertation. 
As mentioned previously, the researcher collected quantitative and qualitative data. The reason for this decision is that the researcher was pursuing a Triangulation method, in order to compare the findings between the three research methods, case study, qualitative and quantitative, (Hair, 2011). However, as mentioned earlier, one element of the Triangulation method was not completed - the interview. The use of triangulation would have increased the confidence in the data collected by the researcher, which would also mean the validity is higher. Hair (2011), suggested that the results from using the triangulation provide the researcher with a fuller picture and a unified conclusion on the research question. O’Gorman and Maclnotsh (2015) explain that the mixed method research design is commonly used. 
3.1.3.2 Questionnaire Design
The questionnaire consisted of twenty four questions, ranging from tourism preferences, visiting Welsh Castles, events and castles, admissions fees to demographics. The questions were a mix of closed-ended multiple choice and open ended questions. The closed ended type of questions is considered most useful in order to obtain comparative data, statistical data, (Cameron & Price, 2009). As for the open ended questions, they provide the qualitative data that presents the respondents opinions and preferential data, (Thomas, 2003). See appendix 2 for the full questionnaire. 
Hence, the design of the questionnaire features both Likert scale questions and free text answers, which will provide the researcher with both the data required and aid with putting forward recommendations. Moreover, the advantage of an online questionnaire is that it can reach a wider range of people and as mentioned, it can collect both quantitative and qualitative data.  
3.1.3.3 Pilot Study
Saunders et al, (2007) suggest that prior to the questionnaire being launched, it should be pilot tested by an expert, in order to refine the questionnaire to ensure that the respondents answer the questions, which therefore, will result in no issues when recording the data. 
An organisational professional looked at the questions for the questionnaire and discussed them with the researcher. Some alterations were made, with regards to the wording and the position of the question. For example, the researcher was advised to move the questions about the participants’ demographics to the end of the questionnaire instead of having them in the beginning and to include more questions that linked directly to the case study, Oystermouth Castle. 
3.1.3.4 Sampling
For this study, the researcher used two types of sampling; probability sampling and non-probability sampling. Walter (2013, p160) explains that probability sampling is “a way of achieving samples that are representative of the whole population of interest and involve random selection”, whereas non-probability sampling involves a specifically chosen sample based on particular characteristics or similar differentiating features relevant to the study. Therefore, it cannot be determined whether the results of the study are representative of the whole population, (Walter, 2013). In relation to the questionnaire, which was launched on SmartSurvey platform, the demographics were chosen by the researcher. It targeted 18 -65 and over years old people, from all genders, who live in Wales. The participants were diverse, as this will give the researcher a better understanding of a wider population. 
3.1.3.5 Collection and Analysis
Fin, el at (2000), explain that the context of any data collection is important for the analysis. This ensures that the results are not isolated, which could lead to unexpected variation within the data. As for this study, the element of quantitative data was included in the questionnaire in the form of open ended questions, which allowed the participants to express their opinions in their own words. The survey was launched on Smart Survey platform, a UK based company that specializes in surveys and is used by the government and private sectors, (smartsurvey, 2020). After a period of four days, there were 404 responses collected. The results were in the form of percentages, and open ended answers. The numerical results were analyzed by using SPSS and displayed as graphs and discussed according to percentages and respondent numbers. This gave the researcher a better understanding of the results. As for the qualitative data, the researcher used NVIVO which highlighted the words most used by the respondents and present them in a word cloud. The results were analyzed and presented in chapter 4.  
3.2 Time Horizons
Saunders and Philips (2012) suggest that, the time horizon of any research project can be either cross-sectional or longitudinal. They continue to explain that cross-sectional research means to collect data in a singular time period which often allows a single set of data collection. On the other hand, the longitudinal research takes place over a more prolonged period of time, therefore, allowing multiple stages of data collection. The researcher, acknowledges that this research lends itself to a cross-sectional investigation. 
3.3 Reliability and Validity 
Saunders et al (2016, p156) explain that ‘reliability refers to the extent to which the data collection techniques or analysis procedures will yield consistent findings’. Since this study is primarily a positivists, the results tend to have high reliability with low validity, according to Collis and Hussey (2009). However, this study has a slight element of interpretivisim from the open ended questions in the questionnaire, which Saunders et al (2016) suggest that they are considered low reliability as there are many variables that could have an effect on the outcome of the interview. Despite interpretivisim being considered low reliability, it has a high level of validity, which reflects the ‘accuracy and trustworthiness’ of the data and it’s findings, (Bernard, 2006 p53). Therefore, the use of interpretivisim produced a reverse effect and having the combination of the two, theoretically should result in producing a study that is both reliable and valid, (Collis, and Hussey, 2009). 
As mentioned earlier in this study, Oystermouth Castle is owned by Swansea Council, however, run by ‘The Friends of the Castle’. The Friends of the Castle is a group of volunteers who run the day to day management of the castle. The majority of the volunteers are retired people, who joined for the love of the castle and the need to give back to their community. Therefore, with regards to the reliability of visitor numbers during normal days and event days, it could be slightly questioned. This is due to the fact that the events are included in the admission fee. Visitors do not buy a ticket specifically for the event, hence making it difficult to separate event visitors and castle visitors.   
3.4 Limitations
The primary limitation to any study is time constraints, and applies to all undergraduate dissertations, (Saunders, et al, 2007). However, the researcher attempted to mitigate the limitations by first creating a Gantt Chart, which can be seen in appendix 3, to ensure that the researcher completed the tasks of this study in a logical beneficial order. However, the researcher was unable to finish tasks in the intended time frame.
The researcher was faced with another limitation when collecting the data. The initial plan was to conduct both quantitative data in the form of an online questionnaire and qualitative data in the form of interviews. However, due to some participants not responding for the interviews, the researcher therefore, focused on collecting more quantitative data. Qualitative data was collected within the design of the questionnaire, as was explained in section 3.1.3.2 The Friends of the Castle were not chosen for the interviews, this was due to them being unavailable. 
A further limitation was the lack of reliable records of visitor figures during events. This was due to not having a separate system in the castle. The events were included in the admission fee, hence, making it difficult to determine whether the visitors were visiting the castle for the event or for a tour of the castle. 
3.5 Ethical Consideration
When a research includes members of the public, ethical considerations are vital and should be taken into consideration, (O’Gorman & Maclntosh, 2015). As for this research, all data collected is confidential and has been stored on servers with a secured password and has not been shared with any person other than the researcher and the supporting facility, which for this study is the University Of Wales Trinity Saint David.
3.6 Future Studies
There is limited literature available with regards to the topic of events hosted in historical attractions. Therefore, this study could aid any future research as it collected sufficient responses to build an understanding of the topic.
The following chapter goes on to analyse all the data which has been collected via methods discussed in this chapter.
 







4. Chapter 4: Data Analysis
The purpose of this chapter is to address the third objective:
iii. To analyze the data collected and present the findings in order to establish whether events have a beneficial impact on heritage sites, in terms of visitor figures.
In chapter 3, the researcher stated the use of SPSS to analyse the quantitative data. This has been completed, however, is not shown in this chapter. This was due to the researcher using SPSS on UWTSD library computers and not having access to them as a result of lockdown.  
4.1 Introduction 
This chapter addresses and analyzes the data gathered and collected via the primary method of a questionnaire, as explained in chapter 3. There were 404 respondents who  were specifically targeted by SmartSurvey. The data collected will be analyzed in this chapter and interpreted by the researcher and presented in the form of graphs and percentages; in addition to presenting qualitative data to show the respondents opinions. The questionnaire can be organised into sections, in order to achieve different purposes; questions 1, 2, 3 and 4 were to establish the tourism preferences by the respondents. Question 7 was for the researcher to have a better understanding as to why the respondent preferred museums over castles or castles over museums. Questions 8, 9, 10 and 11 focused on gathering information regarding visiting Welsh Castles by the respondents, which castle, if it was well maintained and if they would visit it again. However, question 12 asked about their opinion, whether they thought that the government markets the Welsh Culture enough to attract visitors. 
Questions 5, 6, 13,14 and 15 revolve around events and castles. This data was to acknowledge what the respondents thoughts about hosting events in castles, by presenting quantitative and qualitative data. Moving onto the case study, Oystermouth Castle, questions 16, 17 and 18 asked the participants if they had heard of, or visited the castle. If not, would an event attract them to visit. In terms of admission fees, question 19 asked if they thought historical attractions should have an entry admission and question 20 asked about the price they would consider suitable. The participants’ demographics were asked in questions 21, 22, 23 and 24. The full questionnaire can be seen in appendix (2).   
4.2 Section one- Tourism Preferences
The first and second questions asked the participants about their holiday preferences, to establish an understanding of why people travel. The first question asked them who would they prefer to travel with, 72.52% of the respondents said they prefer to travel with family, 18.56% prefer to travel with friends, 5.95% prefer to travel alone and the rest had mixed responses. 
[image: 2]
Figure 4: Graph depicting the respondents’ preference of who to travel with.
As for the second question, it asked about the type of holiday that they preferred. 48.76% of them preferred to go on beach holidays and 20.79% preferred city breaks 13.86% preferred cultural holiday and 10.15% chose adventure holidays. 
[image: 3]
Figure 5. Graph depicting respondents’ holiday type preference.
While people go on holiday, their activities and interests vary from one to another. As mentioned in chapter two, 2.2.2 Heritage and Cultural Tourism, traveling for cultural purposes has been increasing since 1980, (Sigala and Leslie , 2005). Question 3 asked the respondents if they would consider visiting a historic attraction as a main reason to travel, and 80.97% responded with yes and 19.06% said no.
[image: 4] Figure 6 . Graph depicting if respondents would consider visiting a historical attraction as a main reason to travel.
In question 4 respondents were asked about the type of historic attraction that they would consider visiting. 84.10% chose castles, 64.83% chose museums, 54.74% chose churches and cathedral and 47.09% chose stately homes. 
[image: 5]
Figure 7. Graph depicting the types of historical attractions the respondents chose.
4.2.1 Castles vs museums - Qualitative Data
60.89% of the respondents chose visiting castles over museums, as question 7 asked them which they preferred to visit more, castles or museums. They were then asked to express their opinion using their own words without any character limit. Some of their responses for choosing castles were:
‘Debatable. I would generally prefer a museum to see if any art shows were on. Castles can be quite adventurous, but only at certain times of the year’ 
‘Castle’s tell a story, each castle is a fundamental piece of history still standing within our day and age and I think that’s astounding.’
‘You can really imagine yourself in the past and how great the castle would have been’
‘I find them really impressive in their construction’ 

[image: Screenshot 2020-06-04 22.34.14]
‘Figure 8: Word cloud representing most used words from the responses from question 7
The word cloud presents the most frequently used words in the participants’ responses. In their opinions, they thought that visiting castles is considered more interesting, and has more of a story telling side as it allows them to walk the paths of history. 
As for museums 39.11% preferred to visit them, and some of their opinions were:
‘Museums are a way of discovering the history of the place you are visiting to learn about the culture’
‘Castles are history you can see and feel.Museums are just for looking and reading about’ 
‘I find the museum more adventurous.’
‘They are educational and children and adults love to learn about history’
‘There is far more to learn from a museum, though the perfect visit for me would be a castle with a museum’   
4.3 Section Two- Visiting Welsh Castles
80.94% of the participants said that they have visited a castle in Wales and 19.06% have not, according to question 8. As mentioned in point 2.3.1 in chapter two, Wales has over 600 castles; however, when the respondents were asked to state which one, Cardiff Castle and Caerphilly Castle were the two most visited castles. 93.31% of them said that they would visit the castle again, and 6.69% said they would not. Question 9 asked the participants if they thought the castle they visited was well maintained or not. A high percentage of 96.67% thought the castle was well maintained and only 3.33% didn’t. 
Question 10 asked about the reason of the visit, whether it was a planned or unplanned visit, for an event or any other reason. They were then asked if they would visit again in question 11, and 93.31% said that they would; a high figure which suggests satisfaction of the participants visit to the castle. 
Furthermore, question 12 gave them the opportunity to express their opinion, with regards to advertising the Welsh Culture. The majority felt that the Welsh Government does not market the Welsh Culture enough and some of the responses were:
‘I've never seen any advertisements for it, but I think it's the sort of thing you'd know about anyway if you were interested in that sort of thing’ 
‘No, they never advertise the small village events which is where people will find Welsh culture’
‘No. I think they should advertise them more’  
‘No I feel they could make more effort to get places recognised by visitors’
‘No they focus on the country side and food not our historical attractions’
However, some of the respondents thought that there is enough advertising, however, it should not encourage attracting more visitors due to the impacts it may cause. As an example of an opinion:
‘Yes they do, perhaps too effectively - I am a Welsh resident and can see the destruction the increase in mass tourism has caused here in the last 20 years or so - particularly in some of the AONB areas. I feel this element is greatly overlooked in favour of short-term profit and commercial gain’
4.4 Section Three- Events and Castles
As for question 5, it asked the respondents if they would travel for an event, and 89.60% said that they would. This figure is relatively high which indicates the importance of attending events to the participants. However, only 10.42% said that they would not travel for an event. Moreover, question 6 asked how far they would travel for an event. This question was for the researcher to acquire a better understanding as to what extent the participants would go for an event. 
The respondents were asked in question 13 if they agreed with hosting events in castles. The response was high with a percentage of 90.59% who have agreed. 
[image: 8]
Figure 9. Graph depicting the percentage of respondents who agreed with hosting events in castles
4.4.1 Qualitative data
Question 13, which was in two sections, the yes and no, which resulted in percentages as shown in 4.4, and the second section, which gave them the opportunity to express their opinion in their own words to form the qualitative data. Some of the responses for agreeing with using castles as venues for events were: 
‘Culture is appreciated and nice use of space’
‘Because having an event in a castle is different than anywhere else’ 
‘Make use of it and raise money for any restoration’ 
‘I have been to an event at a castle. I think it's a great modern day use for them. And it brings people to historical places they may not normally go to’ .
‘I feel it would enhance the atmosphere and promote the history’  
‘It can draw more people in, and actually pay for the upkeep of the castle’. 
‘Venues are more attractive in castles’
‘Castles are a fun place to hold an event, and people who would not normally visit a castle may become interested in seeing other castles’.
‘I agree, Welsh Castles are a magnificent way of bringing modern life, socialism and Welsh culture together’.
[image: Screenshot 2020-06-05 14.31.31]
Figure 10. Word cloud representing most used words from the responses from question 13
This word cloud presents the frequently used words by the participants. 90.95% believed that it is a good idea to host events in castles, as they are different and beautiful (according to the word used in the responses). However, 9.41% disagreed with considering castles as a venue for events, and some of their opinions were:
‘They are history, there is no way to guarantee everyone in said event would respect the area and then it could be trashed due to alcohol, intolerance or simply ignorance which would be utterly pointless’
‘Rhuddlan Rocks was good but allowing 1000 drunk people inside a castle in one go to a rock concert. No that’s not good.’
‘Castles should be visited by respectful people who specifically want to visit a castle, not just used as a venue for anybody without a care in the world’ 
4.4.2 Benefits of hosting events in castles
In section 2.2 in chapter two, it suggests that there is a known link between events and tourism. Some of the responses for question 13 suggested that hosting events in castles would increase visitors and encourage tourism. Some of the responses were:
‘Brings tourists to the town’
‘It encourages visitors to visit a castle who may otherwise not have visited as they are not interested in visiting historical and cultural places. It also will generate an income to help maintain the castle for future generations which is very important’ 
‘I think it would bring in people from other countries, more money to put into the keeping up the maintenance and having more visitors from wedding party to go back and have a good visit at a different time’
The responses also displayed opinions of the participant; some believed that hosting events in castles will showcase heritage and would be an opportunity to advertise the venue. It could also be a way to bring the Welsh culture together and one venue could lead to an interest in visiting the other Welsh castles. 
Question 14 asked the participants what type of events they would consider suitable to host in a castle. The results are displayed in the graph below: 
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Figure 11. Graph depicting the types of events the respondents considered appropriate 
As can be seen in figure 9, weddings were the type of event most considered suitable by the respondents. Followed by music concerts and family activity days. 
As for question 15, it asked the participants if they thought hosting events in Castles would attract visitors. The responses were 92.82% that thought it would attract more visitors and 7.18% thought it would not. 
4.5 Section Four- Oystermouth Castle
The questionnaire targeted Wales, and despite Oystermouth being in Wales 233 respondent from the 404 did not know the Castle as question 16 asked them if they had heard of Oystermouth Castle; and question 17 asked those who had heard of it, if they had visited the castle.
[image: 11]
Figure 12. Graph depicting the percentage of respondents who knew Oystermouth Castle 
42.33% which was 171 of the respondents, knew Oystermouth Castle, however, only 98 of them had visited the castle. 
On the other hand, question 18 asked the participants if an event would attract them to visit the castle, if they had not been yet. 81.63% of them said they would visit the castle if there was an event. 
4.6 Section Five- Admission Fees
Question 19 asked the participants if they agreed with an entry admission fee for historical attractions. 77.48% agreed with having admission fees and 22.52% disagreed to paying any fees to enter historical attractions. The participants were given the option to express their opinion about paying entry fees; some of these opinions were:
‘Payment helps to maintain the building’.  
‘Need to pay for renovations and up keep’
‘It helps pay for the maintenance and therefore you are paying to stop the attraction disappearing from our country’
‘I do not agree with paying fees to enter a castle unless there’s a specific event going on. However I understand the fees will contribute to restoration and paying staff’
The general opinion was that the entry fee is to go towards the maintenance and renovation of the castle. Some disagreed, stating that paying a fee would be considered unaffordable for some families, which would lead to them not visiting historical sites. 





4.7 Section Six- Demographics
[image: age]
Figure 13. Graph displaying the participants ages
The graph above illustrates the ages of the participants (question 21). As it can be seen in figure 11, 19.06% are aged between 46-55 years and 18.81% between 31-37years, 17.08% aged between 38-45 years, 15.59% are aged between 18-25 years and two age groups were equal with 14.36%, 26-30 years and 56-65 years. Only 0.74% of over 65 years and over, took part in the questionnaire. The percentages of the age groups of the respondents were relatively equal, leading to a diversity in the responses. 
As for the gender of the participants, question 22 asked about, the best gender description that they would describe themselves as. 65.10% described themselves as females and 33.66% as males. Only one participant described him/herself as other and four preferred not to say. Furthermore, question 23 asked the participants about their location. 67.99% were from South Wales, 24.07% from North Wales and 7.94% were from Mid Wales. As for the final question, question 24, it asked about the participants’ occupation. 
4.8  Main Findings
More than 50% of tourists travel for leisure and recreational purposes; whether it was for a beach holiday, adventure, cultural or city breaks, (unwto, 2019).  Leisure includes visiting historical attractions, which includes castles; events are also considered as traveling for leisure, (Torkildsen, 2005). The analysis of the questionnaire questions, regarding the participants’ tourism preferences highlighted that a high number of the participants preferred to go on beach holidays with family. However, only 56 of the respondents preferred cultural holidays, as some said they enjoy learning about different cultures and the history of other countries. This proves the point 2.2.2 in chapter 2 when Sigala and Leslie (2005, p 5) explained that the term Heritage and Cultural tourism refers to ‘the segment of the tourism industry that places special emphasis on heritage and cultural attractions’. These findings support the annual international tourism highlights of 2019. 
Moreover, 404 responded to the questionnaire, and 327 of them stated that they would consider visiting an historical attraction with 275 of them preferring castles to the other historical attractions. Chapter 4 presented some of the reasons as to why the respondents preferred to visit castles. On the other hand, point 2.3.1 explaines that there are 600 castles in Wales, and only 107 of the respondents have visited a castle in Wales. The two castles that were most visited were Cardiff Castle and Caerphilly Castle, and when the respondents were asked for the reason of visiting, they stated that it was a planned visit and some went specifically for an event at the castle. Referring back to point 2.3.1, these two castles host a variety of different types of events, from weddings to family events. As mentioned in chapter 2, there is a clear link between events and tourism; which indicates that events work as a motive for traveling and visiting a certain attraction. In point 2.1.3, the push and pull factors are explained as; the push factor is what pushes the tourist to go a certain attraction and the pull factor is what the attraction does to pull the tourist to visit. With regards to the respondents’ responses, the events were considered as the pull factor that attracted the respondents to visit the castle. 
As for the main point of this dissertation, hosting events in castles, the majority of the respondents considered the castle an appropriate venue to host an event. The main finding regarding this topic from the questionnaire was that events attract people to castles and encourage them to visit other castles. 375 of the respondents believed that hosting events in castles will increase and attract more visitors, but, as they explained, the Welsh government does not advertise the Welsh heritage culture enough to attract more visitors. They feel that there is not enough marketing and advertising of the Welsh historical attractions and by hosting events in these attractions, the marketing will increase, which will therefore, lead to attracting visitors. Hence, the attractions will be advertised more and will become known. More visitors will increase the ticket sales, which could then be used, according to the respondents, to maintain and renovate the attraction. 
In terms of the case study, Oystermouth Castle, a high number of the respondents have not heard about the castle before. However, they would consider visiting the castle if there was an event hosted there. Again, showing that events act as a motive to visit castles. These findings were based on an almost equal percentage of different genders and ages groups. 
The following chapter will address the final objective and establishing a link between events in heritage sites and the increase of visitor figures.


















5. Chapter 5: Conclusion & Recommendations
5.1 Introduction
In this chapter the final objective:
iv. To establish a link between hosting events and attracting more visitors to Oystermouth Castle, which will be used to put forward recommendations.
is addressed, as the researcher forms a conclusion and puts forward recommendations.  .
5.2 Conclusion
To conclude, the collected secondary research, which was presented in chapter 2, covered topics that are related to the main topic of this dissertation. However, the literature available, regarding impacts of hosting events in heritage sites with regards to visitor figures, was limited. In terms of the case study, Oystermouth Castle, there was no previous research conducted. Hence, this study could be used for future studies about the castle. As for the primary research, it allowed the researcher to have a better understanding of the addressed topic, and collected a good number of responses that allowed the researcher to build a conclusion. 
As can be seen from the main findings of the questionnaire in chapter 4, based on the responses of the online questionnaire, the participants believed that events play a main reason to encourage people to visit castles. In the participants’ opinion, they believed that these castles are not advertised enough for people to know about. The Welsh culture heritage is not marketed enough to reach everyone in order to attract them to visit. Castles are considered more interesting to the majority of the participants, as they allow the visitor to see history and allow them to imagine what it was like in the past.
With regards to Oystermouth Castle, more than half of the participants had not heard of the castle, despite them living in Wales. This shows that the castle is not advertised enough to attract visitors. The castle hosts events during the opening months which are from April to September, but it was difficult for the researcher to determine if the visitors came to the castle for the event or just to visit the castle. This was due to the lack of available reports and valid records from the castle. However, it could be concluded from the findings that with the correct advertising and hosting the correct events in Oystermouth Castel, more visitors will be attracted to visit. 
The main conclusion and the answer to this investigation is, hosting events in castles, will attract more people to visit, which shows the importance of events and the impact they could have on increasing visitor figures to castles
5.3 Recommendations
The findings of the questionnaire enabled the researcher to put forward recommendations that could aid Oystermouth Castle with performance, with regards to increasing visitor figures.
· Oystermouth Castle supervisor should explore the event options, and conduct a research to build a better understanding of what events attract people to visit the castle. 
· The Swansea Council marketing department should increase the advertising of the castle, in order to reach a wider audience.
· The castle should have a system that differentiates the visitors who are visiting for the event or for a tour in the castle. 
· The castle should have more paid employees who work at the castle on a regular basis, during operating seasons. These employees could assist the Friends of the Castle with the daily responsibilities.
· Work more closely with schools and invite them to events, which will encourage the children to come back with their families on different days. 
5.4 Future Research
The researcher feels that the collected data could be used for future studies with regards to hosting events in castles and potentially taken into consideration by Swansea Council and Oystermouth Castle. Completing this dissertation was a challenge for the researcher firstly, the limited resources and research available that revolves around the chosen topic. The case study, Oystermouth Castle,has not been included in any research prior to this one. Hence, the research had no assumptions of the outcome of the questionnaire. But if this research was to be conducted again, the researcher would conduct interviews with locals and members from Swansea Council. The overall conclusion of this dissertation is that, Oystermouth Castle should host more events that are in demand, to increase its visitor figures. 
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	Confidentiality / Anonymity
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	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	



(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
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	Sharing of data with others at the University?
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	Sharing of data with other organisations?
	☐
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	Export of data outside the European Union or importing of data from outside the UK?
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	Data archiving?
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This research is part of an undergraduate final year research project. The purpose of it is to critically investigate the impacts of events on cultural facilities, focusing on Oystermouth Castle in Swansea.

I hereby acknowledge that the data collected by this survey will be anonymous and confidential and will be used by the University of Wales Trinity Saint David for academic and educational purposes only.
· Yes
· No

1.  Do you prefer to go on holidays with:
· Friends
· Family
· Alone
· Other (please specify)

2. Which do you prefer?
· City Breaks
· Beach Holidays
· Adventure Holidays
· Cultural Holidays
· Other (please specify):

Please state why:


3. Would you consider visiting a historical attraction as a primary reason for going on holiday?
· Yes
· No

4. What type of historical attraction?
· Castles
· Churches & Cathedrals
· Museums
· Stately homes
· Other (please specify):

5. Would you travel for an event?
· Yes
· No



6. How far would you travel for an event?
· Same city
· Different city
· Different country

7. Do you prefer visiting a museum or a castle?
· Museum
· Castle
Please state why:

8. Have you visited a castle in Wales?
· Yes
· No
· If yes, which castle?

9. Do you think the castle was well maintained?
· Yes
· No

10. Why did you visit the castle?
· A planned day visit
· Unplanned day visit
· For an event
· Other (please specify):


11. Would you visit again?
· Yes
· No


12.  In your opinion, does the Welsh government market the Welsh Culture enough to attract visitors? Can you give recommendations?


13. Do you agree with using castles as a venue for an event?
· Yes
· No
Why do you agree/ disagree with using castles as a venue?






14. Which type of event would you consider suitable to host in a castle?
· Weddings
· Family activity day
· Halloween
· School Tours
· Music Concert
· Markets
· Other (please specify):


15. Do you think that hosting events in Castles will attract more visitors?
· Yes
· No

16. Have you heard of Oystermouth Castle?
· Yes
· No


17. Have you visited Oystermouth Castle?
· Yes
· No
If yes, why did you visit Oystermouth Castle?


18. If you haven't been to Oystermouth Castle, would an event attract you to visit ?
· Yes
· No


19. Do you agree with paying a fee to enter historic attractions?
· Yes
· No
Explain why you agree / disagree:


20. How much would you consider reasonable?
· £1- £5
· £5- £10
· £10- £15
· £15+




21. What is your age group?
· 18-25
· 26-30
· 31-37
· 38-45
· 46-55
· 56-65
· 65 and over



22. What gender best describes you?
· Male
· Female
· Other
· Prefer not to say


23. Where do you live ?
· North Wales
· Mid Wales
· South Wales
Which City?


24. What is your occupation?
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