Link to Vlog - 
https://web.microsoftstream.com/video/6a286ba7-1f30-4239-a898-7d6cd0ce9a3a

Consumer Experience Checklist
Based on Limitless Festival 2021

Attendee Motivations –
· What activities are attendees interacting with?
During social and free time the attendees interacted with most of the activities available. The most popular was sports and physical games in the big hall aswell as xbox group games and board games in the lounge. A smaller group of girls took an interest in the craft room and pamper area. The reflection room was interacted with the least. On the whole the interaction with group activities were positive. 

· Look at groups of people in attendance (friends/families)
The people in attendance were between the ages of 11-17 as it was a youth event. There were also adult volunteers to help run the event.

· How was the experience compared to advert?
There were activities available that were not advertised as a surprise for the local event. It could have been advertised better so people knew the variety of activities available and what the event would entail.  Compared to the national promotional video the local event was different as each location did their own activities and only came together online twice a day for the live meetings in a central location. The meetings were as advertised. Usually the event is live and in person, so personal expectations could not have been met as it was different to previous events due the Covid regulations.  
Adapted from Bladen et al (2012) 


Social Motives – 
· Is there interaction with others? What does it look like?
There was interaction between both youth attendees and volunteers through the event. Friendship groups were interacting in activities together and playing games, those who came to the event alone found friends and there was interaction. Most of the attendees interacted well with each other. 

· What is the community of the event like?
There is a strong sense of community with some people attending purely for the sense of community. This is shown through verbal communications and interactions through people. 
Organisational Motives –
· Is there a sense of the need to make sales before or during the event?
As this is a free event there isn’t a financial need for sales but more a ‘sign up’ so there was enough resources and food available for those who attended.

· Is there sponsorship or community support?
There was community support from the church who provided the building, food and funding for the event to take place.
Physiological Motives – 
· Is there food and drink available and what is the interaction like? 
2 meals were provided on each day of the event with an alternative option to ensure everyone’s dietary requirements were met. On the whole most people enjoyed the food. The advertising could have been improved to say what snacks and drinks were available through the day, as this option was not as popular.

· How are the customers reacting and engaging while the entertainment is on?
During the streamed meetings people appeared to be focused and responding, but as it was on a screen it was harder to feel like you were actually there and not just watching it.

· Are there opportunities to have recognition with others?
There are lots of opportunities to have recognition with others in the meetings, conversations, discussions, sports, activities and games.
Personal Motives –
· Seeking new experiences?
It was something different that has never happened in that way before. There were opportunities to meet friends and spend time together.

· What were the opportunities for learning and education? Was there engagement?
Being a Christian event there was opportunities to learn about faith and build knowledge through meetings and conversations. There was engagement from both the youth attendees and volunteers.
Adapted from Bowdin et al (2011)

Consumer decision – making process for events
· Needs – Is there a need the event is providing?
Meeting together after time spent apart. Learn something new. Place of Community, time with others, connecting with friends and making new friends.

· Motives – What are the motives for the attendees? 
Personal connection with others, spending time with friends, getting out of the house, play games, take part in activities with others and escaping normal day to day activities.

What are the motives for the volunteers?
To give something back to the community, passing on personal experiences and the need to create a safe space for young people.

· Expectation of benefits – Are expectations of the event being met? 
From attendees engagement the expectations are being met which are reflected in not receiving any complaints from attendees.
· Alternatives – What are the alternative options to attending the event? 
Stay at home, other activities. There were not many other events to attend at the same time.
· Constraints – What could stop someone from attending the event? 
This was a free event so money was not a problem.  Transport issues as young people rely on parents for lifts or public transport if they are old enough to catch it by themselves. Young people also rely on their parents’ permission to be able to attend. Not knowing if their friends are attending. Regular updated Covid guidelines and regulations and a fear around covid.
· This then leads to a decision to attend - How could people decide to attend the event?
There was time from when the event was announced to the date of the event for the young people to ask their friends if they were attending. Covid guidelines and safety measures were made clear. Itinerary was issued prior to the event. 
Adapted from Getz (2005)

How many people are attending the event?
Locally across the two days there was 20-25 young people attending with 3 permanent volunteers and 3 rotational.
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