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Introduction
This report is about Glastonbury festival and discusses the needs, experiences, and expectations of visitors for events relating to differing theories and concepts like Doxey’s irridex, Maslow’s hierarchy and more. The report also features mention on the sustainability of the event and its impact on the area it is in, regarding both short-term and long-term effects.
Event Information
[bookmark: _Int_GlRkI8J2]The event detailed in this report is Glastonbury Festival. It is a music and performing arts festival that is in the Southwest of England on Worthy Farm. It happens between 26th to 30th of June. The first Glastonbury Festival occurred in 1970 over a two-day period and had an attendance of 1500 people, it has now grown to be a four-day experience and has sold 210,000 tickets for this year's event and hosts over 3000 acts ranging from music to other creative arts. This year it costs £360 a ticket. The Glastonbury Festival is also about 10 minutes from the town of Glastonbury so has transport links including coach, train, bus, bike, car, and motorbike access. The nearest airport is Bristol. The festival aims to encourage and stimulate the culture of the youth in a variety of forms such as pop music, dance, jazz, folk, fringe theatre, drama, mime, circus, poetry, and other forms of creative arts like painting and sculptures. Not only does it include all previously said but it contains a marketplace for people to sell various items. (Glastonbury Festival, 2023) Glastonbury Festival not only has a major attendance in person but also a serious number of watchers online. In 2022 the BBC reported that they had reached record breaking figures for its Glastonbury 2022 coverage across digital platforms. It had been steamed 34.1 million times on BBC iPlayer and played 2.3 million times on BBC Sounds. Of the iPlayer streams 23 million were live, the highest on record the brand. (BBC, 2022)
Despite the festivals scale they have focused on sustainable practices as they have a dedicated ‘green’ area set aside, which allows for demonstrations and talks about environmental issues and eco technology/techniques. As well as forums for social and moral issues. The target market for the event is that of the youth of differing cultures and such, allowing exploration of the latest trends of music, style, and creativity. This target market is eco conscious and would find an interest in the ‘green’ area and what Glastonbury has to offer.
Longevity of the event
Glastonbury Festival is the biggest festival in the UK, with this year having an attendance of 210,000 people. The festival itself is held on a farm who operate as a dairy farm for the rest of the year. A footfall of 210,000 people is near guaranteed to cause damage to the ground from overuse and erosion. Not to mention when the event is held the roads around the event are built for rural use, not for such a heavy amount of people, leading to traffic congestion and hostility with locals. The Doxey’s irridex is a key concept that needs to be accounted for in the Glastonbury Festival event hosting as the longer it goes on for and causes traffic, damage to the area, waste the more hostility and irritation is brought upon the locals which if not addressed can lead to complaints and other serious issues like antagonization. This can be addressed to a degree by actively communicating with the local community and trying to alleviate some of these issues, like lessening congestion through offering additional coach packages. (Doxey, 1975) Butler also theorised that an area related to tourism has a life cycle, where in which it goes from exploration/discovery to involvement, development, consolidation and then stagnation, at this point it is crucial for the event to try differ what it is doing as it could be the difference between a decline and a rejuvenation of the area. Glastonbury festival has been smart in how they have expanded and developed the festival from a music and performing arts festival to include fairground areas, market stalls, food/beverages, arts, comedy, cabaret, and other various additions that further expand and keep the event feeling fresh and continuing to rejuvenate. (Butler, 1980)
Theories on expectations
When a visitor attends an event, they have certain expectations and desires for experiences, several theorists have noted differing forms of these. Schmitt (1999) has been quoted as claiming experiences provide “sensory, emotional, cognitive, behavioural and relational values", of which Glastonbury provides sensory, emotional, and relational in some sense. Sensory through the music and visuals across the events duration, emotional through links through music and cultural connections, and relational through the connections you make with the fellow attendees and people you go with. Other motives of going to events were recorded as being for socialisation, escape, excitement, event novelty and family togetherness. (Mohr et al, 1993) Where a music festival such as Glastonbury comes along it can fulfil a wide range of motives rather than only applying to a singular type. 
Theories on needs
A customer's needs are key to record and analyse to understand them better, as with understanding it can be a critical part of predicting future travel and event patterns. Not to mention they can help to understand and explain differing travel behaviours. The needs of consumers have also been categorised by the theorist Maslow in his hierarchy of needs. They are grouped into 3 sections which are basic needs like of food and shelter, psychological needs like relationships and a sense of accomplishment, and then lastly self-fulfilment needs where one can achieve their full potential. An event like Glastonbury not only provides basic and psychological needs but also due to the creativity and interactivity of the event could provide a self-fulfilment as the consumer engages with the festival. (Maslow, 1943) Freud's psychoanalytic theory can also be useful in identify an attendee needs as the theory believes that a person's id searches for self-gratification and an inner drive/demand, one which can be fulfilled by an event. (Freud, 1920) McClelland also theorised that everyone was driven by one of three unique needs being either achievement, affiliation, or power. The Glastonbury festival is not inherently achievement associated and power does not come from attending however attending the festival has a heavy link to affiliation and the prestige of saying you attended and saw the various artists and such. (McClelland, 1987) Another set of need theories are from Tillman. Tillman has a focus on identifying 10 leisure needs ranging from new experience, relaxation, and service to others. When examining Glastonbury, the major needs from the 10 to stand out would be new experience, social interaction and creativity due to its scale and focus on creative arts and music that are trending. (Tillman, 1974). Torkildsen focused on not identifying needs for events but rather identified factors to group reasons of participation into. Those being individual factors, social setting and support services. These factors are key for examining against the target market and identifying what within the factors would lead to their participation. An example from Glastonbury would be the large number of support services whether you identify the various activities available or the networks of aid for both physical and psychological problems. Support services are a major investment and focus that Glastonbury have, whether they intended to or not. (Torkildsen, 2005)
Factors of the event
[bookmark: _Int_Yczt5ole]In the past the attendees of Glastonbury and the organisers of the event did not take environmental factors and sustainability into account, where in the past they had significant issues with waste and abandoned tents the visitors' expectations have evolved as the youth demographic have become more eco-conscious and so the event has had to evolve. They have implemented a range of environmental practices including banning sale of plastic bottles, providing food in compostable bags/containers, using renewable/sustainable fuel from waste cooking oil. Not to mention they have been running the Green Fields section of the festival on renewable energy since 1984. They have also done several other things. An analysis of the emissions of the event in 2022 have found that whilst it produced 2000 tonnes of waste it saved nearly 600 tonnes of greenhouse gas emissions, this has been attributed due to the thousands of trees the event has planted since 2000. (Smith, 2022) 
Conclusion and recommendations
As mentioned partially in the above the impact of an event the scale of Glastonbury can be severe however they are using several strategies to ensure sustainability of the event and the surrounding area. To further emphasise the focus on sustainability in future they could improve the marketing to push the green focus further and have the consumers engage and assist in the process raising awareness on how they can help. Furthermore, identifying and building relations with other event adjacent companies with focuses on sustainability, like the food and beverage sector, a combined/supported advancement into sustainability could be done. A further focus on sustainability could potentially lead to an increase in ticket price which whilst most would not care as they are interested in the event it could turn off a portion of potential consumers. So, to conclude, the Glastonbury Festival has a clear focus on sustainability and the future of this event is likely one of continual growth/rejuvenation and a sustained way of operation.
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