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2.0 Terms of Reference 
This report is written for Big Pit and University of Wales Trinity St David by Cerys Worwood who is an International Travel and Tourism Management Student. This report will assess a pre-pay booking system at Big Pit National Coal Museum, evaluating the system and how many are using it. 

3.0 Executive Summary 
This report reviews and analyses the new pre-pay booking system in place at Big Pit. Big Pit is a National Coal Museum, based around the former Big Pit Colliery, which was sunk in about 1860, closed in 1980 and reopened as a museum in 1983. Big Pit are part of the National Museum of Wales where admission to Big Pit is free. Big Pit is the United Kingdom’s leading mining museum and offers an entertaining yet informative day out for everybody. The attraction annually receives approximately 160,000 visitors. More than 60,000 of these are part of formal education groups. [Big Pit. 2018]. 
The new ‘Jobaknock’ prepay booking system at Big Pit is specifically for the Underground Tour only. It is put in place to shorten the visitor waiting times for the underground tour which is called ‘JobaKnock’, this system will save time waiting and also generate an income for the organisation. Big Pit is a free visitor attraction so added the new pre-pay booking system ‘JobaKnock’ will give them a bit of income guaranteeing fast track time slots for visitors. From questionnaires it is clear the ‘Jobaknock’ tickets during Easter Holiday didn’t sell that well, which shows more advertising needs to be put into place to make these sell more for Big Pit to generate an income for the attraction. It was clear that visitors made used of the whole of Big Pit along with people travelling from a variety of different areas/postcodes to visit the attraction which shows there marketing for the overall attraction is well established as people do travel to see the must-see attraction located Blaenavon. The overall opinion on Big Pit was remarkable as people voted it as ‘very good’ which gives them a boost for word of mouth and good reviews meaning the increase in visitors year on year especially during the holidays and bank holidays. This final report provides Big Pit with quantitative information, analysis and guidance that can aid to decision making process for the planning of future developments or embrace new opportunities/recommendations found during the investigation for this project. With Big Pit trying to improve the visitor experience year on year, the ‘Jobaknock’ pre-pay booking system created an opportunity to enhance the visitor experience for the underground tour, with less waiting time, more freedom and it also adds added value for Big Pit to generate a small income for the attraction. Big Pit discover their visitor profiles and look for gaps to make new opportunities for them to expand and grow further, by day and night. Good communication was held between the consultant and the client at Big Pit with regular met ups and talks on progressing for the final project, meeting dates are stated in appendix 9.1. 

4.0 Introduction
This is the final report for an organisational consultancy project for Big Pit, which is a National Coal Museum in Blaenavon, Torfaen, South Wales. This project intends a plan for generating income at Big Pit whilst also improving the waiting room aspect for the underground tour of the visitor experience. The underground tours at Big Pit are a unique and hugely popular, they currently see around 130,000 people go underground a year. This is one of Ameguddfa Cymru’s most popular visitor experiences and the highlight of an award-winning museum. Following previous comments about a demand amongst visitors that the time spend in the waiting room area was clear it needed to be shortened. This document proposes a system called ‘Jobaknock’ that shortens visitor waiting time whilst also generating income from value added experiences. The JobaKnock system is exclusive to Big Pit. Big Pit done some initial research and benchmarking at the Jorvik Centre York and the Head of Museum had been to Disney and took some ideas from their Fast Track System. 
This report will present clear aims and objectives which were present from the beginning of this project and research methods which were carried out to produce findings, as without clear aims and research the final recommendations cannot be justified. This report was first pitched in 7th January 2019 where it has taken five months to carry out research and gather findings to produce recommendations for Big Pit to take into consideration. The report will reveal a case for the project to allow the organisation to maintain organisational change in the future. 

4.1 Project Aim
To review and improve the waiting aspect for the Underground Tour for the visitor experiences by the end of May 2019.

4.2 Project Objectives
· To get visitor feedback on the ’JobaKnock’ system 
· To investigate the positives and negatives of the ‘Jobaknock’ system 
· To make recommendations to improve the pre-pay booking system 

4.3 Project Justification 
The overall aim for this project was to propose a plan for generating income at Big Pit whilst also improving the waiting room aspect of the visitor experience. This was done to ensure Big Pit customer satisfaction with the new ‘Jobaknock’ system is a good system that have recently been implemented at the attraction. The consultant chose to undertake this project as it was a well-known and popular attraction close to them with a lot of back ground history. By a phone call to the organisation discussing potential projects, this particular project was the chosen one. 
With the focus being concentrated upon the aim and objectives set for this project, the hope is that the following outcomes will potentially be seen at Big Pit:
· Big Pit will see an increase in income
· Big Pit will see more people using the ‘Jobaknock’ fast track underground tour ticket system 
· The new system to become more popular 
· Better waiting room aspect (people not waiting for 45mins to an hour) have set times for the underground tour with a ticket



5.0 Methodology 
5.1 Research methods
In the Project Initiation Document, it was discussed to conduct questionnaires to assess the new pre-pay booking system ‘Jobaknock’ at Big Pit. The consultant has been submitting the questionnaire by going up to Big Pit for a week during the Easter Holidays 22nd – 27th April 2019 to get as many responses as they could. As the Consultant stated in the Project Initiation Document, a Rolling Wave System would be followed throughout the course of writing this project. Therefore, an amended Gantt chart has been created to help them stay on track. 
Quantitative data was used for this project it consisted of questionnaires with prudently considering the best questions, so the end results will provide meaningful data. These will be conducted during the Easter Holidays at Big Pit face to face with a pen and clipboard reaching out to all the visitors professionally. Consultant chose to conduct during Easter holidays due to it being Big Pit’s busiest period, meaning responses will be high asking a large amount of people and receiving a good range of data to build a clear picture to analyse the findings. 
Using quantitative research will bring out the comparison of what types of customers are using the system and why.  
Quantitative research will help answer the following questions:
· Reasons for visiting 
· Areas they visited 
· Purchased a ‘Jobaknock’ or not?
· If yes, why did they buy the ticket 
· How did they find using it and how did they find out about Jobaknock? 
· Positives and negatives of the Jobaknock system 
Research methodology is extremely important when carrying out a project as it is a systematic way to solve a problem. According to Rajasekar, S (2013) it is necessary for a researcher to design a methodology for the problem chosen. One should note that even if the method considered in two problems are same, the methodology may be different. It is important for the researcher to know not only the research methods necessary for the research under taken but also the methodology. 
The research carried out mainly focused on quantitative research to get the forefront of visitors to Big Pit in person to get the answers needed. Questionnaires were the initial phase of research, these were conducted to get a clear and more realistic perceptive on the pre-pay booking system (Jobaknock). A simple, self-completion and clear questionnaire was designed with a mixture of open and closed questions, this was to discover the participants opinions, knowledge and interests. As there was no funding for this particular project, I conducted the questionnaires using ‘Survey Monkey’ which allowed the creation of a free online survey which was then handed out to visitors at Big Pit attraction hands on, meaning the consultant was able to get 36 responses.  
5.2 Findings
A total of 36 people responded to the questionnaire that was created on ‘Survey Monkey’ then handed out at Big Pit National Coal Museum. Questionnaires was the most effective way to get the information needed, the reason for this was I needed visitors who was at Big Pit to fill out the questionnaire as it was specific to the attraction as I needed to get true feedback for Big Pit to use this report in future. In relation to the 36 responses, the consultant received back, the respondents varied in age; mainly the people who answered the questionnaire were over the age of 20 as the questionnaire was based on a purchase they could make at Big Pit. Relating to a profile overview there was a mix of genders both male and female that corresponded in the questionnaire. During the time when conducting the questionnaire, it was during the Easter holidays as it is a busy period for Big Pit, so it was the best time to go out and get the visitor feedback knowing the consultant would reach a good amount of people to fill out the questionnaire. One of the first questions in the questionnaire asked the postcode of the visitor to see where people travelled form to visit Big Pit, it was seen that the postcode varied, and some had travelled a long way to visit the attraction but also some visitors were local and was out for a day out with family as it was the Easter Holidays.
Before handing out the questionnaires to get finalised results, the consultant put the questionnaire live for a pilot sample which reached 10 people to see if anything needed improvements in terms with the questions and answers. From the trail run for the questionnaire there were a few tweaks needing to be made before handing out the final survey. Referring to the tweaks that needed to be made, one of them was removing some of the multiple-choice answers as they were getting confusing with too many on there and meaning the same thing, another was re worded the question to make it a little easier to understand. 

6.0 Survey Results
1.
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The number of visitors in each party varied from 1 person to 5 people. The main visitor party was seen to be 2’s and 4’s. However, the party size was mixed as it was Easter holidays during the time when the questionnaire was conducted at Big Pit. The consultant managed to reach a good variety of parties to get different feedback throughout the questionnaires.
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Visitor postcode was needed for Big Pit’s knowledge of where the people were coming from to visit Big Pit. From the returned responses it was noticed that most people were quite local with 14 respondents with a postcode of NP. It was also seen for the survey a few had travelled to visit Big Pit from various areas in Wales and also further afield. 

Evaluation
Reaching visitor postcode for this particular project was interesting to see where people come from to visit Big Pit. Later on, in the survey it is discussed how people found out about the attraction and what made them want to visit. Having a mixture of visitors to Big Pit from different parts of the world shows they are advertising there attraction well and it has a good name. 
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Having the return of 36 responses, it was good know how many of these visitors had been to Big Pit before. When looking back at the results from this question it was good to see that the consultant approached 19 respondents that had been to Big Pit and 17 respondents that hadn’t been to Big Pit getting a fairly balanced yes and no answer. 

Evaluation
It was important to find out if the participants had been to Big Pit before to see how many of the people I approached have returned to the attraction. Significantly the number of returning visitors was higher than the people who hadn’t visited before. But those who haven’t been to Big Pit it was good to see the high number of 17 visitors there in the Easter Holidays. 







4. 
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Finding out how visitors found out about Big Pit plays a vital part for the attraction as promotion in the attraction is what gets people to visit. Referring to the participants feedback, it is seen to have multiple responses into how people found out about Big Pit. This particular question was multiple choice, as seen in the graph above the Big Pit website was the most popular way with 13 respondents. Following on from that word of mouth was the second most popular with 10 respondents and social media was third in line with 7 respondents. 
Evaluation 
The top three ways the participants found out about Big Pit were the website, word of mouth and social media, with a total of 30 respondents finding out about Big Pit in those three ways it was interesting to see that Big Pit are promoting not only through their website but also through Social Media. Word of mouth is a great way of getting people to go to an attraction if it is recommended as people tend to go if they heard good reviews, and by looking at this question and the answers good feedback from previous visitors have been passed on; this particular question the participants could refer to more than one answer if need be. 
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As it was the Easter Holidays during the time of conducting the questionnaire, it was fascinating to see why the 36 respondents visited Big Pit. This question was multiple choice with the top three reasons being; a day out, family/children and a must-see attraction. As it was the Easter Holidays during the time of the survey there was a thought of most visitors would be out with family/children having a day out at a free attraction. 8 respondents referred to Big Pit as a must-see attraction and 5 respondents were interested in the history. Looking back at question two it seems as the people who chose the ‘must see attraction’ and ‘interested in the history’ choice are not local and come from further afield to see Big Pit. 
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After finding interests into why people visited Big Pit, it was intriguing to know what areas of Big Pit they visited whilst there as there are a range of areas such as; the underground tour, King Coal, Pit Head Baths and the shop. All of those areas come under the whole attraction if people stayed to see it all. During the time at Big Pit carrying out the questionnaires, it was seen as everyone who filled in the survey went to visit the whole attraction. 
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This is the most important question of the ten questions asked, as it relates to the project aim and objectives on what this report is all about. The ‘Jobaknock’ pre-pay booking system seemed to have a few interests during the time at Big Pit when getting the surveys filled out. As the above chart 13 of the 36 respondents used the ‘Jobaknock’ fast track system for the Underground Tour to have a set time to go underground meaning they have more freedom to explore the museum. 3 of the 13 respondents booked their ‘Jobaknock’ ticket prior to their visit at Big Pit this was established as a comment on comments left at the end of this question.
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Relating back to question seven, as 13 responders purchased a ‘Jobaknock’ ticket it was essential to find out how they heard of the new pre-pay booking system for the underground tour. It was noticed that most people knew about the ‘Jobaknock’ tickets at reception and online on the Big Pit website. This shows the system is advertised and addressed both in person at Big Pit but also on their website. 
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This question was only answered by the 13 people who bought the ‘Jobaknock’ ticket at the time of the survey. It was a multiple-choice answer to this question meaning participants chose more than one answer. Looking into the graph the answers chosen by participants are broken down and are fairly equal. It was noticed that supporting the museum was a more popular answer to this question, which in mind is a kind gesture from others as the ‘Jobaknock’ ticket which is £3 is the only income that Big Pit generates. Along with that participants felt it gave them more time to explore and having a fast track ticket to skip the queue was ideal. 
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Coming to the end of the questionnaire, it was vital to see what people thought of Big Pit in a general overview giving them a 1 – 5 scale from 1 being very poor to 5 being very good. The returned data from this question is remarkable as 87% out of 100% rated it as very good; this shows positive outcomes for Big Pit as if people enjoy themselves at an attraction especially if it is free they will return, but also it will get around to other people on how good it was by word of mouth which as stated earlier on in the survey it was one of the most popular ways of hearing about the attraction for some in the first place. Big Pit don’t only offer a friendly and welcoming atmosphere, it offers remarkable history with stories behind everything. 






7.0 Conclusion 
It can be concluded that majority of the participants were happy with their recent visit to Big Pit, however, with the lack of advertisement and visitor knowledge on the ‘Jobaknock’ system, some feel they didn’t know enough about the system to purchase it and as they thought it was a free attraction some didn’t want to spend £3 on the ticket. Some also felt they didn’t feel as it was good value for the money they paid as the underground tour could have been quite and they might have been front of the queue without the ‘Jobaknock’ ticket depending on the time of day the visitor visited Big Pit. It is difficult to accommodate all needs, but by introducing the ‘Jobaknock’ system it is a fast track queue for the Underground Tour as it is the most popular part of Big Pit which everyone wants to experience. Big Pit seen the light at the end of the tunnel for the ‘Jobaknock’ system to be implemented at the end of 2018 and since then it is having changes to benefit not only the visitors more but also Big Pit, along with the overall visitor experience and satisfaction. The set price for the ‘Jobaknock’ ticket is £3 per person this may arguably be expensive for what people want to pay when they arrive at Big Pit, but they give the option whether people would like to purchase the ticket or not. However, by providing this service during busy periods at Big Pit, visitors may feel like they have received good value for the price they pay.  Another important focus the participants using the ‘Jobaknock’ pre-pay booking system is that it does give the visitor more freedom and time to explore the rest of the attraction before returning for the underground tour. In relation to, price and content of the ‘Jobaknock’ system it can be seen the more people know about the system, what it does and how it will help Big Pit out the more increase in revenue with occur. 
Reviewing the aims and objectives set at the beginning of the project, coming to the end of the project you can see they have initially been achieved. As the consultant reviewed the ‘Jobaknock’ Underground Tour booking system making recommendations on how to improve it. Three objectives were achieved, to relate back to those it can be seen in the report the consultant received visitor feedback investigating positive and negatives on the ‘Jobaknock system, suggesting any improvements to make it a better aspect for Big Pit in future.  





8.0 Recommendations 
Big Pit provides a great day out for everyone, with facilities to educate and entertain all ages, Big Pit is an exciting and informative day out. Enhancing an enjoyable multi-media tour of a modern coal mine with a virtual miner in the Mining Galleries, exhibitions in the Pithead Baths and Historic colliery buildings. Even though most of the visitors that participated in the questionnaire, were fairly happy with their visit to Big Pit; it just seems the ‘Jobaknock’ system; there is more that can be done to the system to give that extra service. This could include more advertising, promoting it more at the attraction but also on their website; promoting the ‘Jobaknock’ could possibly mean new leaflets and at the system onto the leaflets to get more people to know about the fast track ticket system for the Underground Tour. Another recommendation could be to up sell the ‘Jobaknock’ ticket persuading the visitors to purchase a ticket, this could intend in some encouragement to the reception staff to promote it more especially during busy periods. A recommendation to make the experience more memorable for visitors is to, again work closer with the visitors and marketing the new product, to provide more prosperity to why purchasing the ticket would be an added value income for Big Pit as an attraction. A future development and recommendation for the ‘Jobaknock’ system at Big Pit could be, that group visitors can only go on the Underground Tour by purchasing a ‘Jobaknock’ fast track ticket to reduce the hectic queues from everyday visitors such as families, elderly, couples etc. Big Pit attracts a lot of groups, schools and bus trips, meaning keeping the everyday visitors and the groups separate for the Underground Tour, it wouldn’t get so busy in the waiting room and it means the groups that attend can all stick together instead of mixing up with other visitors. If small changes are set in place, Big Pit might see a boost in generating an income for the business increasing an added value experience for everyone. 









9.0 Appendix

9.1
Meeting Dates with Kathryn Jenkins (Big Pit)
	
	Key Dates

	Meeting Overview

	7th February 2019 
	Project Overview (email)

	25th February 2019 
	First meeting with Kathryn (Big Pit)

	11th March 2019 
	Project Initiation Document Discussion (Big Pit)

	27th March 2019
	Email to Kathryn to say PID Passed

	8th April 2019 
	Email update to Kathryn to say questionnaires were being conducted during Easter Holidays 

	8th April 2019 
	Produced Questionnaires 

	15th April 2019 
	Finalised Questionnaires with Kathryn 

	Week of 22nd April 2019 
	Carried out the questionnaires at Big Pit (Easter Holidays) 

	29th April 2019
	Update to Kathryn to say the final project was going to be underway this week 

	13th May 2019 
	Consultancy Project Finished
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