TOURISM PARTNERSHIP NORTH WALES

PARTNERIAETH TWRISTIAETH GOGLEDD CYMRU

REGIONAL EVENTS SUPPORT SCHEME

The following document sets out broad criteria for consideration in the planning and organisation of medium regional, to large scale, special events.

1.0 
Aims & objectives

An events programme should form an integral part of an overall regional development strategy and be designed to:

•
attract additional visitors to an area

•
provide economic benefits to local communities

•
improve bed space occupancy for the hotel sector

•
provide additional income for attractions in the events area

•
PR opportunities within the day visitor/short break catchment area

•
provide additional income for providers of services or goods

•
offer the visiting public a high quality well managed interesting attraction.

•
generate employment.

2.0
What are the controlling criteria?
The following are suggested criteria for a 'WOW' event.

2.1 
Suggestion: Events should take place away from the peak holiday season (from mid July to end of August) and avoid Bank Holiday weekends. Suitable months are January, February, March, April, May (excluding the Bank Holiday weekends), June, up to mid July, September, October, November and December.

Comment: Efforts should be made to avoid holding events when there are large numbers of tourists already in the area and competing with already established events. However, there is a need to balance potentially profitable events against others that will, because of their timing, require a subsidy.

An event in June or September has a stronger chance of generating a clear profit, whilst events further away from the peak summer months will suffer from fewer visitor numbers and be more prone to weather damage.

2.2 
Suggestion: Events should aim to have a good shelf life - a minimum of three years.

Comment: An event that is established over a period of time would be less likely to require large subsidies, and should be heading towards break-even.

Events established over a number of years will invariably, develop both a following and a word of mouth reputation.

An important fact to consider with regard to established events is whether there is the need to change the content, on an annual basis, in order to keep the public’s interest.

2.3 
Suggestion: Events must be viable with a minimum risk exposure.

Comment: The first year of an event is the only sure way of testing the water, However a thorough business plan and proper planning will help to minimise risk factors.

Detailed study needs to be made on all aspects of a proposed event (core theme, fringe activities, location, timing, volume of advertising, style of advertising etc) with particular emphasis on cost control in order to reduce risk exposure.

Especially with large outdoor events, weather is a fundamental part of the equation. The only thing that can be done to manage potential ‘washouts’ is to make an event different or unusual, with enough undercover activities.

2.4 
Suggestion: Events of 2 days minimum duration should be prioritised.

Comment: The effort and cost of establishing a one day event is almost as great as that of a two or three day event. The benefit to accommodation providers is also a factor.

2.5 
Suggestion: Events should have strong news content.

Comment: An important element is the potential PR factor for the event and the region. Consideration should be given to building in newsworthy features and photo opportunities prior to, as well as during the event. Strong news content allows the development of a whole PR package aimed at North Wales, the Midlands and the North West. The various approaches are as numerous as the number of stories that can be generated. This is without doubt one of the intangible benefits of an events programme, offering the opportunity to reach large numbers of potential visitors in an indirect fashion. In effect it gives us the facility to sow the seeds or to consolidate existing interest in North Wales.

2.6 
Suggestion: Events, where possible, should have inter-linked themes and follow a broad standard formula.

Comment: One possible way to link events is by way of the fringe activities. A good example of this would be each event having an underlying element of Welsh cultural entertainment, built in as part of the business plan, to give a commonality.

Included within the fringe formula could be aspects of entertainment. Crafts/arts stalls, Welsh cultural activity, trade stands, retail stalls, children's theatre, Victorian funfair rides, catering etc.

2.7 
Suggestion: The timing of events is crucial and has to be seen in the context of an overall calendar accounting for other possible competing leisure activities.

Comment: It is important to avoid clashes with large sporting fixtures such as the Olympics, FA cup final, World Cup and Wimbledon. The dates of national or regional events with a similar theme need to be considered, as do local events to be held around the same time. An event should aim to capture the imagination with its central theme, ensuring a core audience.

2.8 
Suggestion: People attending an event should leave with thoughts similar to these:

“I'll remember that one for next year and I'll come to this again,

That was good value for money and the children had a good time

That was very exciting

There was lots to see and do

WOW”
Comment: Recommendation is an important  part of the following year's advertising, it is imperative that the event formula is applied in full with annual changes to the programme of activities to retain public interest. Other aspects of the event mix are pricing policy, a wide spread of interesting things to see that will appeal to a broad age range and a sufficient amount of undercover activities should the weather be wet and the event predominantly outdoor.

2.9 
Suggestion: Events should be aimed at targeting key market segments whilst retaining a broad overall appeal.

2.10 
Suggestion: Some of the UK’s most successful special events revolve around a central key attraction supported by numerous fringe activities and entertainment.

Comment: An event which involves just one activity would have very narrow appeal. For example a Classic Car Rally as this would attract far fewer people than it could as a full family event.  Having other attractions in addition to the core feature gives much more flexibility and extends the potential time visitors are likely to stay. The importance of spectators feeling they have had 'value for money' cannot be overstated.

2.11 
Suggestion: Events with the aim of being self-financing may be more sustainable.

Comment: With limited resources and time usually available the need to get an event onto a stable financial footing is often imperative. However, if the event is perceived as having greater, overall medium or long term benefits to the community/economy, grant subsidy or sponsorship may be a feasible option.

2.12 Suggestion: Where possible events should involve the local community and benefit the area's economy.

Comment:  This relates back to an events overall aim and objectives, and may entail using services from within the area, helping to boost accommodation bookings and generally providing additional income streams for local business.

3. 0 
Consumer Attitudes and Expectations

There are a number of groups with an interest in the success of an event. These include the public, trades people (crafts, catering, retail etc) participants and organisers.

3.1 
The Public

Trying to meet the needs and expectations of the paying public can be challenging. It is impossible to please all the people all the time, but it is possible to aim for a quality product and thereby achieve high levels of customer satisfaction. The expectations and anticipations of visitors will, obviously, vary with their consumer profile. Another factor is the content of event advertising, how specific and accurate it is will be reflected in the expectations and subsequent attitudes of visitors. Advertising copy should be accurate and not open to misinterpretation. All adverts must be completely factual and precise.

The event's formula tries to achieve a satisfactory mix of ingredients that will have a broad base of appeal. Price sensitivity is an issue. It is important that the entry charge is relevant to the size and nature of the event and that the visitors leave with a 'value for money’ feeling. Ironically, free of charge or low price events may have an adverse effect on potential visitor numbers.

Finally, the public have every right to expect an event to be professionally run and managed (see appendix 1) with, for example, adequate toilet facilities, first aid, health & safety considerations, little or no litter and plenty to see and do.

3.2 
Paying Trades Participants
The anticipations of these various groups will largely be based on how the event is sold to them in terms of charge set against potential income. It is important that information is honest, factual and accurate. Another expectation would be that the event venue is planned in a sensible manner and that management will be professional.

3.3 
Participants

These groups can form the core of an event and, as such, need consideration. Once again they expect events to be well thought out and managed. They may also expect recognition for their involvement in an event. During or post an event, often a small tangible reward such as a commemorative plaque can help to ensure a return visit and. therefore, the success of future events.

Participators in an event can expect an event to be a success for all concerned.

APPENDIX 1

Practical Considerations

Many of the elements that go into planning a successful event begin with deciding on the target market.

The core theme of the event is what will primarily catch the public's attention. However the use of a star attraction or personality can also have considerable impact on visitor numbers and lead to extensive media coverage. The event's core can be based on a subject of wide interest, such as classic cars or motorbikes; on the unusual or highly visible ‑ e.g. Hot Air Balloons. Other factors in the decision making process are the event's value in PR terms, financial risk and exposure.

Once a theme has been selected, the next stage is finding a suitable site.

The factors involved here include (depending on the placing of the event in the calendar, the anticipated numbers of visitors and the nature of the event):

The amount of hard standing available

The size of the car parks

The size of any undercover space available

The size of the event arena

The location of basic services (electric. water, toilets/sewage access)

The cost of hiring the site

The proximity of accommodation

The local infrastructure

Location and access relative to the population centres of North Wales and the North West

Security is achieved.

If a site meets the necessary requirements, planning what will fill the space not used by the core attraction is the next step. It is these fringe activities that are used to occupy members of the public who would like a break from, or who have little interest, in the core event. It is a combination of the core and fringe that help an event to succeed. The other factors are the practical ones of easy access, car parking, and sufficient numbers of clean toilets, sensible pricing of food and tickets, and forethought on the reduction of time spent in queues.
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