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Executive Summary
The purpose of this report is to analyse Alton Towers Resort’s annual Halloween event, Scarefest, which was attended on 7th October. The report looks at whether or not the event was a success as well as the reasons for this conclusion. The methods of analysis was an ‘event satisfaction checklist’, which looked at the key points for an event of this type, as well as whether or not these were successfully put in place. The event satisfaction checklist used throughout the report can be seen in appendix 1. The results show that twelve out of fourteen of the key points were put in place successfully. The areas of weakness at the event were the lack of restaurants and food options available to customers other than fast food outlets, as well as the queues entering into the resort from the car park for people using the monorail instead of the one mile walk. The report found that in relation to recommendations and theories the event was largely a success and had a positive outcome. 
Recommendations include:
Hiring outside food companies to sell at vans inside the resort to offer a broader range of choices and reduce food queues massively.
To increase the number of trains on the mono-rail to reduce queuing and speed up access to the resort.
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Introduction

Scarefest is Alton Towers Resort’s annual Halloween event which lasts the duration of October. Their website says that it is “The UK’s biggest and best spooks, frights and thrills for everyone” (Alton Towers, 2017). 
Scarefest has some aspects of both a major and a special local event. It does create significant public interest through attendances and media coverage as well as attracting large spectator numbers and top-class performers. This increases local awareness and helps put an organisation on the map but does not do so on a scale that would attract international audience. This means, according to Torkildsen (2005, pp469-472) that it can be classed as both a major event and a special local event.
The event is aimed at all ages and aims to provide entertainment and excitement for all visitors. The event includes late night riding as well as a scare zone walkthrough attraction featuring nine actors who interact with anyone walking through the area. Live actors also roam around the park and act as flash mobs throughout the day to entertain guests. Four horror mazes were also open including the new one, ‘The Welcoming’. The new maze is linked to the new major ride opening in 2018 by having the same theme which until ‘Scarefest’ has been kept top secret. This gave visitors a feeling of exclusivity. The build-up to this new maze, as well as the queue to get into it showed exactly how popular and successful the marketing for this new attraction was. This was largely due to people wanting to be the first to know exclusive details about the new ride as well as having a sense of achievement in completing the maze. As Shone and Parry (2004, p27) explain, the personal motives for attending events are to seek new experiences as well as fulfilment of ambitions. Anyone who took part in these events would feel a sense of achievement and so this factor was definitely a success.




2 Facilities 
2.1 Parking and public transport

Parking at any event is a key necessity, especially at one on the scale of a major event. Alton Towers have masses of parking spaces available to customers as well as having four extra fields to be used as an overflow carpark if needed. Shone and Parry (2004, p184) state that ‘adequate and convenient car parking arrangements will need to be made, including arrangements for mobility impaired visitors’. Alton Towers follow this as they have three hundred spaces for mobility-impaired visitors close to the resort entrance, meaning people do not have to use the monorail to travel from the car park to the resort entrance. The resort also has arrangements in the form of car park attendants helping to organise traffic. The monorail which takes customers from the car parks which are one mile away from the main entrance into the resort entrance were working an hour before the event started until an hour after it finished. There were more trains on than usual, however the number was not enough to cope with the crowds arriving at opening time and the queues at the monorail station began to get extremely long and people were being encouraged to walk to the resort entrance. 
Public transport is key to any event the size of Scarefest and due to Alton Towers location public transport is a necessity. Bowdin et al. (2006, p358) claims “it is vital to have easy transport access to an event as transport to a site is often the first physical commitment by the audience to an event”. Although Alton Towers are quite far from the local train stations, two major transport companies provide links from the three closest stations to the resort. This ensures customers have easy access to the event.

2.2 Entrance Prices

Entrance prices for the event were kept the same as the usual park entrance price, however each maze had a small entry charge. This was needed as the queues were very long and if the mazes had been free they would have been totally unmanageable. There was clearly an increase in staff at the entrance turnstiles which helped ease queues on entering the resort. All of the ticket booths were open, with extra staff to guide visitors into the appropriate queues. 
The event cost £52 to attend, however two for one vouchers are available on Cadburys, Carex and Kellogg’s boxes as well as being online and these are all heavily publicised, even by the resort itself. The resort does this so that when people use the vouchers they assume they are getting in at a bargain price as they feel they have saved fifty percent of the entrance price and are therefore more willing to attend. They are also more likely to spend money as they feel they have saved a lot of money already and therefore will buy more merchandise, food, drink and even photos. 

2.3 Toilets

HSE recommends one toilet for every one hundred females, and one toilet per five hundred men along with one urinal per one hundred and fifty males (Bowdin et al, 2005, p366). With nine blocks of toilets across the resort all with an average of twenty toilets in for each gender as well as a separate baby changing room and disabled toilets, Alton Towers have exceeded the amount recommended. With the amount of people at the event unknown, even if they had reached full capacity of twenty-eight thousand guests they still had adequate toilets available and had successfully followed HSE recommendations for this event. The toilets were also in immaculate condition throughout the day and cleaners were visible in or around all of the toilet blocks helping to reach customers’ expectations of high standards.
3.0 Security and Crowd Management

In the current climate, security is a major factor to be considered when planning an event. An important consideration for event organisers is how the crowd will be managed and controlled (Bowdin et al, 2006, p328). Alton Towers took appropriate steps in ensuring the correct amount of security was in place. Bag checks were in operation for anyone entering the event, even if re-entering, customers had to go through full security again. Throughout the resort there were lots of security officers which helped provide reassurance to the public. With the number of children at the event, some of whom can get easily scared, having the right security is crucial as too many could create a sense of worry and unnerving. However, the resort created a safe environment whilst providing reassurance to the visitors of the event. 
Bowdin et al (2006, p41) explains how major events can have unintended social consequences. They also explain that if they are not managed properly these consequences can determine people’s perception on whether or not the event was safe as well as successful. 
Stewards were in place helping to manage the flow of visitors at the entrance and exit of the resort, as well as busy ride queues and managing crowds trying to board the monorail after the event had finished to help avoid a crushing scenario.

4.0 Catering 

In a major event which aims to cater for all ages and all different types of people, having the food options available to customer as well as ensuring a broad range of options is essential. As seen in Appendix 2, there are nineteen different food outlets which are made up of none coffee and snack outlets, three restaurants and seven fast food places. Despite the lack of restaurants compared to the fast food places there was still a broad range as most of these varied in what they served. However, as the day went on, the queues grew. Even with a large number of staff in each outlet the queues were increasing especially for the three restaurants. As the event was twelve-hours long, many visitors wanted a sit-down meal rather than a on the go burger and chips from a fast food outlet. The longer people spent in the queues for food or waiting for tables at the restaurants meant that they weren’t out on the park spending money on the mazes, ride photos or merchandise. 


5.0 Merchandise 

Alton Towers created their own merchandise specifically for the event. This included hoodies, t-shirts, hats, umbrellas, stationary as well as collectable pin badges. Many people could be seen walking around the event wearing the event specific merchandise. It proved to be a success as within two days of being on sale the pin badges had completely sold out. Customers like to buy merchandise from an event they have attended as it can make them feel a sense of togetherness with other guests wearing the same logo and a sense of community spirit. A sense of community spirit is one of the intrinsive motives for attending an event (Shone and Parry, 2004, p27).

6.0 Typical Event Consumer

The event was aimed at all ages from families with young children to anyone wanting to attend the event and partake in the horror mazes, although mainly families and the under thirties, as this is kind of customer they usually attract. At the event, there was something for everyone to do.
“For spooky young visitors, there are live shows and our famous freaky four to meet, whilst older families will enjoy our House of Monsters maze and Freak Show scare zone. For the bravest, dare you enter our terrifying scare mazes” (Alton Towers, 2017). 
 The four mazes were aimed at fifteen years and above. However as seen in Appendix 2 they also had a story time, trick or treat party, fancy dress competition as well as three shows on for the under eights at the event. There was also a show on for people aged between eight and fifteen. The event also features the ‘Alton Ancestors’ who roam around the park posing for photos and act as flash mobs around the park throughout the day. 
The fact that the event catered for all ages is incredibly important at creating a successful event for its customers. This means that the typical consumer of this event would be families as well as thrill seekers. A big enjoyment for thrill seekers is riding in the dark as well as completing the horror mazes. Teenagers will enjoy the scare mazes as well as large groups attending the event together, as you are able to enter the mazes in groups and even complete challenges working together as well as against one another. The event is able to bring people together and give customers a sense of achievement and as well as exclusivity, as the event only lasts for a month and is different every year. Creating a social interaction with others and sense of achievement is key to any event’s level of success as Shone and Parry (2004, p27) explains in their list of motives for attending any event.







Conclusion 

The event created a unique experience for everyone, and even with the increase in visitor numbers, nothing felt lacking or compromised. The event was definitely a success in terms of adapting to suit the needs of an increase in visitor numbers. The resort managed to provide an entertaining and safe day out for all of its visitors. It also provided a sense of belonging to people who could all relate and had the same interests, as well as creating a sense of uniqueness meaning people are likely to return next year.
The event was widely reported to be a success by the local press, for example from the Birmingham Mail (2017) “aside from the extreme frights and bumps in the night, Scarefest is a lot of fun for younger guests. There are friendly characters all around the resort throughout the event and the decorations around the theme park and the hotels are fantastic.”
The event could use extra monorail trains to help reduce the queues at opening and closing time, as this would significantly decrease the time taken to enter and leave the resort. Shone and Parry (2004, p29) advise that “in cases where there will be large numbers of people at an event, queues at catering outlets could be relieved by having smaller outlets that deal only in drinks and small food to help take the weight of demand away from major food counters”. The event could hire food vans from outside companies to help reduce the queue times faced in the restaurants as well as fast food places and would also provide even more choice to its customers. 
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	Location/Transport
	Out of town location. However, lots of public transport available.

	Parking
	Plenty of parking and stewards present.

	Food choices 
	Lots of choices but large queues.

	Food prices
	As expected at a theme park-expensive.

	Queues for food
	Large queues in all food places especially the restaurants. More options needed to reduce queues. 

	Queues to enter and leave resort
	Monorail taking people from carpark to the resort was extremely busy. More trains needed.

	Amount of staff and quality
	Clearly an increase in staff numbers in all areas. All were polite and friendly.

	Number of toilets and quality
	Plenty of toilets. All in immaculate condition with cleaners always nearby.

	Security and crowd management 
	Lots of security and stewards to help manage crowds. Bag searches in operation at entrance.

	Souvenir options
	Event specific merchandise available as well as normal souvenirs.

	Appropriate for all ages and demographics 
	Lots of events on for all ages and everybody is catered for.

	Sense of achievement 
	Sense of achievement available when completing one of the horror mazes or going on rides.

	Sense of belonging
	Sense of belonging provided by working in teams to complete the mazes as well as buying and wearing merchandise.

	Thrill factor
	Thrill factor available by taking part in the mazes as well as on rides.

	Availability of attractions
	Queues on rides were reduced due to the increase in staff. All attractions open throughout the day.
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