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FOREWORD

The 2009 annual conference and general assemiiiyropean Cities Marketing (ECM) was held in
Goteborg, Sweden, between June 17-20, 2009, wéthhieme EVENTS AND MEETINGS IN THE
CITY. It was a pleasure for us to organize the speme-day research symposium that took place at
the School of Business, Economics and Law, Unitieisdi Gothenburg, including keynote speeches
and paper presentations. This symposium was fotldweworkshops in the main conference program
that brought researchers and practitioners togéthdiscuss issues and generate new ideas. Thia was
unique event, designed exclusively to bridge thesdsetween researchers and practitioners.

The research symposium was organized by the Cédatrdourism at the School of Business,
Economics and Law, University of Gothenburg. Thasabf this day was to advance events research
as a thriving interdisciplinary field of the sociatience and to provide a forum for research
collaboration and the mentoring of emerging eveasearchers. The morning offered five key-note
speeches. Professor Donald Getz spoke on Eventhharabmmunity followed by Professor Tommy
Andersson, who spoke on the economic impacts ofaresgnts. After the coffee break Professor
Ulrich Winsch discussed an epistemological cliemtered approach to corporate events, Dr. Mia
Larson had a talk on perspectives and metaphoey@ft networks and Dr. Joe Goldblatt had an
entertaining talk on how to re-focus events in thventy-first century. In the afternoon there were
three parallel streams of paper presentationscusting sport events, meetings, and festivalstalltu
events. All in all there were 24 presentations. Tk papers submitted to the conference are
published here — all are part of the cutting-edggearch front within the event research field dago
Enjoy.

Dr. Mia Larson and Dr. Sanja Vujicic

Co- organizers of the ECM conference
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GROWING AND MAINTAINING A BUSINESS EVENTS SECTOR:
A VIEW FROM AUSTRALIA

Vivienne S. McCabe
School of Management
University of South Australia
Adelaide, Australia
Vivienne.mccabe@unisa.edu.au

Abstract

This paper outlines a range of challenges thateatlyr face the Business Events sector in Australia
and explores how these challenges might be addfasserder to harness a range of potential
opportunities that will ensure the future growthdaslevelopment of the sector and its long term
sustainability. In a highly competitive global matglace factors identified relate to the need teedr
demand, the sectors potential to meet that demarghcts from climate change and sustainability
together with speed of technological innovationteRtal opportunities that can assist the country
address the challenges include ensuring co-oparatalaboration and partnerships between industry
stakeholders, provision of a ‘trusted voice’ te thdustry, embracing Corporate Social Responsibili
initiatives and for the industry in Australia todoene a leader in the provision of ‘green’ events
together with strategies to ensure the developwieasustainable workforce.

Key words:Business Events: conventions: industry challengestainability

Introduction

Globally the Business Events sector has grown exmitally over the last 10 -15 years as cities,
regions and countries have seen the potentialisflticrative, high yield, ‘blue chip’ sector of the
tourism industry and its positive economic benefitserms of direct and indirect earnings. In thstf
expanding marketplace Australia is recognised aet $0 be a key player in the worldwide Business
Events industry. Impacts from the highly succesSidney Olympic Games (2000) together with the
recognition of the country’s record in innovati@movision of high quality facilities and infrastituce
together with the professionalism of its’ staff aheir service delivery (McCabe, Poole, Weeks and
Leiper 2000) has led to the country being ablegptmth well above its weight and size’ in the global
Business Events industry. The sector provides aeexof 17.35 billion dollars per year in directlan
indirect earnings to the Australian economy (NBE®S3) with the net worth of the industry far
exceeding this figure as it promotes and showca#agestralian expertise and innovation in the
international arena (BECA 2008). From the newlyeagent industry that developed positively and
assertively in the 1990’'s the sector has now mdtur€he last few years has however presented a
range of challenges as the Australian Business tBvedustry faces stiff international competition
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from both traditional and newly emergent marketscreased competition from Asia and Gulf States
of the Middle East together with a range of globagiional and local events have impacted upon the
sector. The country’s pre eminent status as NonYextion destination for association meetings @ th
Asia Pacific region in 2000 has now fallen; maredre is being lost and the country has now slipped
out of the top ten country ratings reported by ICO2CA 2008).

Australian Business Events Industry stakeholderse Hang seen the need to take a proactive and
positive approach to the internal and externallehgks that the sector faces (Dwyer and Mistilis
1999:81). In the ever expanding global Businessn&vndustry and with an urgent need to address
the current global economic crisisdustry leaders recognise that they cannot beptamant if they
are to ensure the growth and development of thisets long term sustainability and for the caynt

to maintain its position and status in the globaktings industry.

This paper will outline some of the challenges that Australian Business Events industry faces and
discuss how these challenges can and are beingssadrin order to ‘harness’ potential opportunities
that will ensure the sector’s future growth, depebent and long term sustainability. Though the
paper focuses on the industry in Australia commeretde have relevance to other countries.

Business Events in Australia

The Australian Business Events industry has alviiagd to be proactive in ensuring the development
of a sustainable industry. It is widely acceptethimithe country that in order to do business aade
within the global environment there is a need t@imactive, to ‘go the extra mile,” and ‘think oigits

the square.’

The significant contribution of the Business Evesgstor to the national and regional economies plus
the unique benefits that the sector provides hash lrecognised by industry stakeholders. This
successful, highly lucrative, high yield sectoa@ively sought by national governments and ingustr
stakeholders worldwide. Dwyer et al. (2009) arduat in order to adopt principles of sustainability
yield per visitor not number of visitors is an efige measure of sustainability. Business Events
provide an extremely high yield per delegate. Teeta also provides a number of other benefits,
such as, the opportunity to showcase expertiseranabation, the ability to attract global leadersla
investment decision makers, stimulate businessigcind strengthen business links. It also featitis

the opportunity to access new technology, exchamgas and establish valuable business,
professional, social and cultural links (Commonwe&lept of Tourism 1995).

From the late 1980's, with the development of thet fpurpose built convention and exhibition
centres, through the 1990’'s there has been ragetermined and continued expansion and
development of the sector. A co-ordinated apprdaat@ining business, success in bidding together
with events and activities, such as the Sydney ZDi§tnpics, Centenary of Federation have profiled
Australia as a leading and world class destindtioBusiness Events not only in terms of its faig§,
levels of infrastructure and development but alsoeispect of the quality and professionalism of its
staff. Today Australian Business Events organisatiand their personnel are highly sought after on
the global stage.

Since 2000 however the country has suffered froomessing competition and an annual loss in
convention and exhibition visitors (BECA 2008). thar investigation has revealed that though the
number of international business events being Hosithin the country has increased, market share
has decreased, whilst within the domestic marlaethas been a decline in overnight and day vésitor
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and in their spend. The domestic Business Evenlissiry is estimated to provide 80% of the total
value of the industry and as such is a very importamponent.

The current global economic crisis has also selyoaiected the Business Events sector worldwide.
There is a decline in the number of attendees tbecences and a reduction in average expenditure
per delegate. According to Pizam (2009:301), theemaffluent customers are ‘trading down’
(purchasing a lower priced version of the prodbe}ause it is socially undesirable to be seen to be
spending lavishly at this time. This is a situatibat is expected to continue for the near future.

Globally the Business Events sector is thereforatng in an environment of stiff competition and
rapid change. It has been argued by Dwyer et 809%53) that in order for the Business Events
industry in Australia to achieve competitive adwea®, stakeholders to the industry need to undefstan
not only the drivers of economic change, but al direction of these changes and subsequently
what they mean for their business and the destimati

Challenges to the Australian Business Events Indust

In the face of change and increasing competitiorthenworld stage the Business Events sector in
Australia faces a number of challenges that nedxe taddressed if the industry is to gain and mainta
its competitive advantage and ensure continuedisadtility. These challenges relate to the need to
drive demand within the sector, ensure its abildyfacilitate and meet that demand through the
currency of its convention and exhibition produmtidress issues that relate to climate change and
sustainability and embrace the rapid developmeatr@moduction of new technologies.

Need to drive demand

The need to drive demand is vital for the ongoingtainability of the industry. In an increasingly
competitive environment countries aggressively deakrow their share of the world market and gain
the lucrative convention dollar. New destinatiosisch as those in Asia and the Gulf States, that off
a range of state of the art facilities and infrastinre, are coming on board. As a result Australia
expected to continue to lose market share as otherttries invest heavily in their marketing of this
sector (BECA 2008).

Sustainability of demand is critically important the industry. The hosting of international
conventions and exhibitions provides significanhddfés not only to local communities but to the
economy as a whole. It is therefore importantht® Australian economy to not only maintain but
increase demand in its international and domestikets. Prior to the current global financial &isi
forecast inbound tourism numbers were expecteddease by 4.4% though it is recognised that the
industry is also susceptible to fluctuations intextage rates, fuel prices and economic crises (BECA
2008). Growth in the domestic market also presentsey dilemma due to the country’s small
population base and the lack of potential for growfThere is therefore a need to ensure that the
overall marketing of the sector (both internatibnahnd domestically), is both effective and
innovative; that there is active participationtire bidding for events together with support for
delegate boosting strategies once the event hasgageed.

Yet recent comments have been made of a currertr imeestment in the marketing of the Australian
Business Events sector to the global community (B2008: V1) and of the requirement for more
government funding to support the sector. The BRassinEvents sector in Australia is highly
fragmented with a predominance of small busines8sssuch, there may be an inability by the
industry to comprehensively fund its’ own marketargd capture on an international scale a fair netur
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on investment (BECA 2008: VI). Under investmentmarketing can lead to market failure. There is a
belief that the Australian government should inseetis Business Events funding so a more effective
and comprehensive marketing presence in the globsketplace can be provided (BECA 2008:V1).
This is particularly relevant to the gaining ofdntational association conventions, an area ofraecl

in market share.

Need to meet demand
Facilities and Infrastructure

Over the last fifteen to twenty years Australiadustry stakeholders have invested heavily in fiedi
and infrastructure to support the development afewly emergent Business Events sector. The
country’s convention and exhibition centres anduesnare recognised as world class and as such
attract prestigious events. They are highly ratedlbbal peers and their clients. Whilst Austraieas
been keen to develop and maintain the currencisdécilities and infrastructure through the builgli

of new and the expansion of existing purpose laghvention and exhibition centres in all major
cities, there has also been an explosion of dewsops in key Asian countries. The newly emergent
destinations of China (Macau), Thailand and Makaysgether with the Gulf States of the Middle East
have invested heavily in modern purpose built fsel and have developed rapidly within the
Business Events marketplace. They also have thefiberf financial and other government support
(BECA 2008). These destinations have the potetttipbse real competition to the Australian industry
not only in respect of their facilities and pricirsfructures but in their ease of accessibility for
potential delegates from the traditional marketsEafope. As the Business Events industry in
Australia enters a more mature stage of its devednp, a challenge facing the sector is to enswe th
continual updating of its facilities and infrasttue, address any areas of shortfall and ensute tha
such facilities continue to be ‘cutting edge,” @mporary and competitive in the global marketplace.

Accessibility

Ease of entry into and access within Australiaifdernational and domestic delegates is a further
challenge for the sector. Australia is a long rdedtination and as such there is a need to overcom
the perception that the country is too far awaynflits major source markets. In addition, the sheer
geographic size of the country ensures that itmeg, airport facilities and associated infrastnoe

are primary and key stakeholders in the provisibthe convention and exhibition product. If the
industry is to grow it is believed that there im@ed for both international and domestic airlines t
continually review their capacity and ease accespotential delegates to the countries convention
and exhibition facilities (Commonwealth Dept. ofufism 1995: BECA 2008). This may be achieved
through, for example, improvements in the speeprotessing international delegates through border
controls, access to visas, together with improvamamthe scheduling and planning of flights to the
countries emerging regional convention and exlubitestinations (Commonwealth Dept. of Tourism
1995: BECA 2008).

Workforce Skills and Training

The expansion of the Business Events sector wodlehiias provided the need for a highly skilled
quality work force to support this growth. The isthy is seen as a provider of excellent job
opportunities, is attractive as a career and toigeothe potential for accelerated promotion (Mc€ab
2001: 294, Commonwealth Dept of Tourism 1995:3fe heed to focus on workforce skills and
training has been identified as a key issue (BEGB382 Commonwealth Dept. of Tourism 1995).
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Consequently a range education programs withirfi¢he of events and business events have emerged
as educational institutions seek to address thad.rnehese specifically designed programs and csurse
provided by tertiary and other institutions offeramge of courses from certificate level through to
specific undergraduate and Master degree progrédas focus on Events and Business Events.
Industry accreditation programs have also beewdntted by the sectors key associations to ensure
the continued development of the professionalisthefsector.

Australian staff are recognised and sought worléwior their expertise in delivering world class
events. Commitment to the sector is seen to be Widfn many positive features to employment
apparent (McCabe 2006). Yet despite many emplopea®) attracted to the industry there is still a
shortage of well qualified, quality personnel beiatpined within the sector. In addition more relyen
the sector has and is seeing changes as existidgrieand stalwarts of the industry retire andva ne
generation of employees are attracted to the sethare is now a need for new industry leaders to
emerge and to drive the industry.

Information to Support Business Decisions

The Business Events industry has long recognisedéled for timely, credible industry research by
which government agencies and other organisatiamsreliably evaluate the performance of the
sector and enable informed decisions to be madmi@mwealth Dept of Tourism 1995).

A number of factors impact on the provision of suddta. Factors such as size, structure and
fragmentation of the industry has meant that there unified method of data collection or a single
body responsible for its collection. In additiorffidulties in the non comparability of information
provided, difficulties with definitions, accuracy imformation provided together with the cost otala
collection, response rates and potential issudsrétete to confidentiality of information (Ladkin
Weber and Chon 2002) have added to the challengthinVAustralia, the industry and its
stakeholders have undertaken a number of impodadt comprehensive studies that have been
supported and funded by government or governmendeft organisations, such as the Co-operative
Research Centre for Sustainable Tourism (NBES 2@ibuch and Louviere 2007: Crouch and
Louviere 2004), whilst individual convention buosaundertake delegate studies for their destination
in order to assess the contribution of BusinessnEv(Adelaide Convention Delegate Study 2007).
Other data on the sector is gathered, for exantpleugh passenger surveys undertaken by the
Australian Bureau of Statistics. To date much @ thformation has been gathered intermittently and
has been neither consistent nor comparable. Thikeopa for the Business Events industry is to
identify, facilitate and actively engage in thepsion of research so that industry stakeholdensbhea
provided with data that is reliable, consistent presented in a timely fashion.

Climate change and sustainability

Globally climate change, the impact of greenhowsseg, the carbon footprint and the need to follow
sustainable environmental practices are of majacem; as such they present a major challenge. In
the global marketplace key markets for the BusinEgents industry are adopting principles of
sustainability to underpin their delivery of BussseEvents. Meeting planners are increasingly sgekin
information on potential venues and services fosiBess Events that enable them to provide events
that are more sustainable. Hotels and other suchegeare actively pursuing the trend towards long
term investment in green hotels (Pizam 2009:301(reen’ accreditation programs have been
established.
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Australia’s geographic location means that it swed as a long haul Business Events destination. As
such, there are many negative arguments and eméatal concerns within the global community,
particularly from such key feeder markets as Eurdfi¢ and the USA, to choosing Australia for a
Business Event (BECA 2008). The need to introducd mnplement sustainable environmental
practices (Commonwealth Dept. of Tourism 1995)teen recognised by the sector in Australia for a
number of years. In the current highly competig@ironment and with a worldwide requirement to
be ‘green’ and offset carbon emissions etc. itipédrative that the Business Events sector in Alisstra
has exemplary credentials in all aspects of iténass in this key area.

Technological Impacts

The Business Events sector in Australia has acdegtel embraced the importance and value of
technology and technological advances (Commonwdadtht. of Tourism 1995). A high level of
technological sophistication has and is requiredhgyindustry and its clients (BECA 2008:23) as a
business and operational aid, through on line ¢enfse information and registration systems and in
the provision of operational equipment, use ofitiernet, wireless, broadband and audio visua,aid
speaker presentations etc. It is also used in tmeting of events with requests for on line buséne
proposals from industries suppliers. It is impemtihat industry stakeholders, particularly thase i
venues and meeting management, ensure they enmtheaspeed of technological change if they are to
be considered a serious player within the markeg¢pla

The speed and sophistication of technological iafion, through the development of the internet,
broadband width, wireless and growth in virtual fesancing systems, has also impacted upon the
industry. Business Events and the products of EBssinEvents are recognised as an effective
communications medium (McCabe et al. 2000: 3). Therent growth in virtual conferences,
teleconferencing and the trend towards web basarhifeg and on-line seminars, together with
changes resulting from the current global econoanisis, green issues and travel costs, poses a
challenge for the Business Events industry if itoisnaintain its position within the communications
environment.

Addressing the challenges

If the challenges facing the sector are to be adek and the country is to maintain its positiothin
global marketplace then there is a need to takesdiye and proactive approach. The Business Events
industry has a number of fundamental opportunitiest can play a key role to its overall
sustainability. These opportunities relate to ensuring co-operatamiiaboration and partnerships
between industry stakeholders, providing a ‘trusteite’ to the industry- locally and globally,
ensuring the on-going development of infrastructamd facilities, embracing and becoming a world
leader in the greening of business events and iegstive development of a sustainable workforce
who are well prepared to lead the industry in titarke.

Co-operation, collaboration and partnerships betwestakeholders

If the Business Events industry in Australia itmtinue to be sustainable then it must ensureitthat
not only maintains but develops its existent stiengf effective collaboration, co-operation and
cohesion. The size of the country’s population andhber of industry players means that there is
undoubtedly an opportunity to effectively contirtoenarness the power within this group, enable it t
operate as a cohesive force and to be a catalysicfmn. It is imperative that there be no facsion
that the industry continues to work together asifiad body mindful of each other, with clear aims
and objectives, through a cohesive and well estabdl structure. Meaningful partnerships must
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continue to be developed between individuals, cangza other organisations, government and
government agencies. Only then can such benefitsrasvation, acquisition of new skills and
knowledge, business development and a sharingsolurees derived from working in such inter —
organisational networks( MacKellor 2006) be realise

An example of such collaboration and co-operatoagparent in the recently prepared and developed
National Business Events Strategy for Australia®@bereby the Minister of Tourism convened a
joint government and industry working group of lke&pkeholders to prepare a National Strategy for
the Business Events industry for the period um®® The strategy brief was wide ranging and
included a comprehensive examination of the isskiesaffected both supply and demand together
with the identification of impediments and opportigs that face the sector in Australia. On
completion the Strategy presented a number of vadging recommendations that addressed many of
the issues identified together with a process rffgglémentation. A key outcome of the Strategy was
the establishment of a Joint Strategy Implementa@ooup and the set up of reporting relationships t
monitor its implementation. The membership of thisup comprises of representatives from each
sector of the Business Events industry togethdr ety government related organisations. This group
has already met and is in operation.

In the design, development and delivery of suchoeuthent that so critically affects the overall
sustainability of the industry and its organisasioit is of paramount importance that consultation
occurs and input is received from all sectors. @Qngn can there be a full commitment and ownership
of its outcomes. Business Events industry assodisthave been actively involved in the strategy
development process — not only convening planmegtings of their membership, representing their
membership on working parties - but also in theehsination of information from the strategy to thei
membership through seminars and conferences.

Effective Lobbying

Business Event industry leaders have long recodnfse benefit of initiating and maintaining contact
with key government minsters and their departmé@esmmonwealth Dept. Of Tourism 1995) in
order to promote the benefits of the industry ansuee appropriate government ministers are aware
and have knowledge of the sector and its benefiitss imperative that the industry, through key
groups, such as BECA, continues a cohesive andisadtapproach to gain and maintain federal and
state government support. This can be achievedghreffective, consistent and appropriate lobbying
to ensure that Business Events and its importamdbe nation’s economy is kept on the political
agenda. The establishment of Business Events @raup with established reporting outcomes
should assist in this area.

Collaboration in marketing the destination

There is the opportunity for Tourism Australia thgb Business Events Australia to lead and
undertake a range of new marketing initiatives,pagt of a global trade marketing program, to
promote Australia as a sustainable Business Evdedtination, (Business Events Australia 2008).
Collaboration between the major players, nationafig within the states, provides the potential for
the design and implementation of a range of stieseglesigned to increase demand both
internationally and domestically. For example, deeelopment of partnerships between Level 1 and 2
cities and regions in order to showcase new ddgimsmand facilities, the opportunity for a city t
repackage its Business Events products. Whilstinvttie international arena it may be timely to debi
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on a number of international association eventstbd previously been successfully held within the
country.

National and State tourism bodies together withcthevention bureaus should continue to ensure that
innovative, cost effective methods are used to ptenand profile Australia as a Business Events
destination. The adoption and innovative use ofrdmdly developing social networking sites and
advancements in e-marketing provide an excellepodpnity in this area. The network of Australian
convention bureaus are a major player in the 8igion network for gaining Business Events for a
city or region. An effective collaborative partngigs between the convention bureau and their local
providers continues to be essential if innovativel aviable initiatives are to be generated and
implemented. Such initiatives benefit from thesonp of local and state government.

Provide a ‘Trusted Voice’ to the Global Industry

The Business Events sector in Australia has eaanegxcellent reputation worldwide. As the sector
enters maturity there is the potential opportufatyit to provide a ‘trusted voice’ not only natilty

for stakeholders within the sector, but also in gh&@bal marketplace. The ‘trusted voice’ might be
developed through such activities as the provisioongoing reliable and consistent research data th
is recognised nationally and internationally antfilfuthe requirements of the sector; in the u$e o
trusted ethical and ecological practices; throughdparency and integrity in business dealings and
ensuring that trust is implicit and maintained Ire tbusiness practices of all stakeholder groups
working together to provide a successful eventthin current economic environment Meetings and
Venue Managers should ensure stewardship of théittzeir client’'s resources and deliver Business
Events that have a range of quantifiable and qialé measurable outcomes. There could also be the
development and adoption of a range of industrydsteds and quality initiatives, embedded in
workplace practices that provide a national stashd@ihe introduction of such practices would impact
upon the global industry through the provision bysalian organisations of a reliable, consistent
high quality product — the Business Event - thatdstinually innovative and is supplied by a highly
qualified expert team.

On - Going Development of Infrastructure and Fadikes

In a highly competitive global marketplace and whk development of many new destinations with
state of the art facilities there is a need to enshat facilities and infrastructure developmenet at
cutting edge’ and that they cater for the growilegds and demands of international conventions and
exhibitions and their delegates. All major citiésAustralia have the facility of a modern, purpose
built convention and exhibition centre. These hées=n continually updated and extended, for
example, as in Brisbane and Canberra. In additianynsecond tier cities and regional centres such as
Alice Springs, have, on a smaller scale, built stazhlities thereby gaining the direct and indirect
economic benefits of the convention dollar.

It has also been reported that a total of over Adiiion investment in infrastructure in public /
partnership funding is scheduled to be or has leessted in new facilities and infrastructure to
service the Business Events sector (Business Exerstsalia a 2008:4). From capital cities, regiona
areas and the outback development has and is plaareecur across all sectors of the industry, such
as, venues, purpose built convention and exhibit@entres, luxury accommodation. These
developments are supported by the latest technandynfrastructure.

Investment in transport infrastructure, anothetiaai component in the provision of a successful
event, has also occurred through the developmemtwfairport terminals and in the redevelopment of
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existing airports in key cities such as Adelaidet®and Melbourne. Such investment in facilitied a
appropriate infrastructure provides evidence ofdbntry’s firm commitment to the sector and of its
confidence in the ability to deliver world classsmess events. Yet despite this continued invedtmen
there is still a need in some areas to providén&urinvestment in facilities and in the provisiditap
guality (5 star) hotel space to support demand (B2008).

Address and Embrace Environmental Concerns

In recognition of the need to address environmerdaterns and of the demand to deliver Business
Events that have a strong and environmental foomsri§m Australia (through Business Events
Australia) and industry stakeholders have undertakeNational Corporate Social Responsibility
(CSR) Audit for the sector (Business Events Auitrbl 2009). The audit gathered information from
stakeholders on their CSR credentials and proviggidonly an inventory of ‘best practice,” but
provided a useful insight into how the sector igqrening in relation to CSR and green accreditation
Results from the audit demonstrate that Australia sustainable Business Events destination and one
where the environment is valued and protected.

The audit also provided an opportunity for the Bess Events industry to ‘highlight their expertise,
products, and commitment to sustainability’ (Buss&vents Australia 2008) and demonstrates the
country’s reputation and commitment globally to firevision of sustainable events. In addition, the
industry as a whole is now better informed abow dountry’s green and socially responsible
operators. For example the new Melbourne Exhibitaoidl Convention Centre, is identified as the
world’s first ‘6 star green Star Environment ratingnvention centre whilst Adelaide Convention
Centre is shown to be the recipient of a numberatibnal and international awards in this area.

A further outcome of the audit indicates that omsaacross all sectors of the industry are able to
assist their clients provide more responsible evehat benefit not only their clients but other
operators and the host community. The sector Isamethe way to developing socially responsible
and ecologically sustainable practices and is cdtachio developing best practice in order to aahiev
this (Business Events Australia b 2009: 20). It vedso apparent from the audit that it is the
organisations that employ over 100 people thatshmwving and driving industry leadership in this
area. Smaller organisations lack familiarity witindaexperience some difficulty in gathering
information and CSR credentials and to gain appatpaccreditation: further education is requimred i
this area. It was also evident that there is aigape commitment to improvement of CSR policies
and the actual undertaking of benchmarking actisitty some suppliers to the sector, whilst it was
apparent that a number of organisations thoughdinettly participating in offset programs are using
other strategies, such as locally sourcing prodatisservices.

Development of a Sustainable and Flexible Workforce

There is an imperative need to ensure the contimdecdklopment of a sustainable and flexible
workforce in all sectors of the industry. The imjaoice of the industry and the potential employment
opportunities available in all its sectors shoutdrécognised and highlighted along with outlinesear
trajectories. Only then will the long term viabjliof a career in the sector be explicit for future
employees. McCabe & Savery (2007) have identiffeat tn the progression of a career individuals
move into and within the Business Events industyg; such they ‘butterfly’ between sectors,
organisations and job roles in order to build uplsland enhance their human capital. Therefore in
employee recruitment a potential employer shouldelagly to accept and embrace such movement for
the benefits that it may bring in the transfer nbWwledge.
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Whilst it is recognised that employees may leaveogganisation in order to develop their career,
strategies for the attraction and retention of @ypes within the industry as a whole need to be
reviewed and revised in order to retain qualityffsmployees who have been identified as ‘rising
stars’ could be mentored by current industry lesder future leadership roles with appropriate
individualised strategies used to ensure their icoatl development within the sector. Industry
organisations could ensure that their part- time aasual flexible workforce are recognised as
forming an integral part of the company’s workfoesal provide access to associated benefits such as
attendance at training courses. Whilst at a stiatkxyel, employee recruitment to key areas of
industry shortfall could be encouraged throughrdmagnition by national government of the Business
Events as an industry sector that warrants spstiatiention for potential immigration. Human
resource practices should be current and benchohavite other industry sectors. Compensation and
benefits packages should be competitive.

The continued availability of recognised trainingladevelopment programs for industry employees is
fundamental to the overall success of the secBuch programs could however be supported by the
introduction of industry wide training and develogmh passports that enable an employee to build up
their professional profile. It would assist in gamp industry accreditation and potentially lead to
gaining recognised academic qualifications. Sustiategy could aid retention within the sector.

Conclusion

In the current global economic and business clinta¢ee is an imperative need to ensure that the
industry reacts, respond and reposition itselhiodemands of rapidly changing attitudes in theawid
global marketplace. Stakeholders to the AustraBaisiness Events sector need to embrace these
changes. Current business practices and systerakidbe reviewed and revised in order to maximise
business opportunities and in preparation for thtum in business confidence and the resultant
business. Innovation and entrepreneurship withgaugisations should be embraced and encouraged.

This paper has identified a range of challenges Alnatralia faces as a Business Events destination.
These challenges relate to the need to drive denarad highly competitive global marketplace
together with factors that may impede the countapdity to meet the demands of an increasingly
discerning conference and exhibition sector andléiegates. A range of fundamental opportunities
that can assist the sector in Australia addresshhlenges in a positive and proactive way hawnbe
outlined and explored. Key to achieving all of #thds a consolidated, co-ordinated, cohesive and
structured approach with all stakeholder groupskimgrtogether in a unified fashion.
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Abstract

The aim of this article is to identify variablesathincrease the intention to visit a city as a istur
destination. The study emphasizes new 3D technodwgly whether or not it has an impact on the
intention to visit a city. An experimental desigrasvchosen containing two computer mediated
environments and two questionnaires. The assigninetite computer mediated environment was
framed as “sightseeing on the screen.” The visi@hfthe gameéPGR4 featuring Las Vegas was
combined with a narrative from a Las Vegas audigeuThe analysis shows that the interface, the
presentation format had an effect on the intertibovisit the city. The analysis showed further tiegt
individuals from US were more influenced by thesemation, i. e. the sightseeing in the VE than the
European participants. This study gives insighgadtential effects of 3D and virtual environmentsin
travel and tourism context.

Keywords: city marketing, Virtual reality /VR, 3D, teleprsce and sense of place

Introduction

At all time, researchers and practitioners haventm®cerned about how to attract customers’. The
company’s ability to attract customers’ has an ingrat influence on the company’s market share,
profitability, viability, and future revenue streamtoday’'s competitive marketplace (Ganesh et al.,
2000; Rust et al., 1995). Therefore, it is vitalurmderstand the travellers’ behaviour and hence wha
influence the intention to visit a certain destioat As part of the technological development dmal t
quick technological adaption from the tourist inimyast becomes clearly a need to investigate this
phenomenon. The concept of a virtual environmentsfghtseeing activities may seem somewhat
contradictory as noted in the tourism literatureavElling is about going to places and being there,
and not having tourism experience only by usingirtiegination, looking at photos or motion pictures
while being at home. Sightseeing is one of the mostmon activities undertaken by tourists. Usually
it has been understood as either discourse (Alifi89) or as a process of ‘gazing, i.e., the visual
consumption of a place (MacCannell, 1976; Urry,@9®lace theory interprets the human experience
of place by residents and non-residents. Visit@lsrig to the latter category; they are outsiders wh
have an interest in a place, but are not necegsdtdchment to the place (Relph, 1976). With new
gaming technology, virtual environments (VEs) mikimg places such as tourism destination can be
made with a high level of realism and attentiordétails. However, it does not mean that a virtual
environment mimicking a destination will be a gondrketing tool.
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The purpose of this paper is to examine the imterto visit a destination after or as a consequeice
doing virtual sightseeing. In this paper we addrasswhat degree the feeling of being there,
telepresence has an effect on intention to vist dastination. The paper is organized as follows.
Section 2 reviews the theoretical framework, ingigdhe intention to visit a destination, the cqrise

of intention sightseeing, telepresence and senselafe. Based on the literature review four
hypotheses are presented. Section 3 outlines egaren method, the operationalisation of variables,
and the experiment procedure. Section 4 preseatddta analysis and results. Lastly, section G®ffe
a discussion of the results and a conclusion.

Theoretical framework

Intention to visit

Intention to visit is the traveller's individual pectation about his/her own behaviour in a given
setting. It can be operationalised as the likelthém act (Fishbein and Ajzen, 1975). According to
Ajzen (1985), the intention to act in a certain vimyhe immediate determinant of behaviour. Oliver
(1997, p. 28) define intention as “a stated liketil to engage in a behaviour.” In the same vem, th
intention to visit a destination, in this studyndae described as an affirmed likelihood to vikg t
destination in the future. When there is an opputyuto act, intention results in behaviour; and if
intention is measured accurately, intention withypde the best predictor of behaviour (Fishbein and
Ajzen, 1975, Bearden et al. 1984). A study of thave with the intention to visit a destinationtag
response variable could provide insightful inforimatfor tourism products and service providers and
marketers. According to Tian-Cole and Crompton @08 visitor's intention to visit a destinationas
determinant of the actual behavior of visiting tdastination. Hence behavioral intentions mightaer
as a surrogate for a destination choice.

In an ecommerce context purchase intentions hase bsed in several studies (Li et al. 2002, 2003),
Suh & Chang, 2006, Jiang (2007). The equivalerpuchase intention is in a tourism context the
intention to visit a destination. In studies of lambehavior it is shown that a direct experienae ca

influence persuasion (Fazio and Zanna 1978, Wu @haffer 1987) and therefore intention to

purchase. The studies by Li et al. (2001, 200232@dd Suh & Chang (2006) indicate the 3D has a
stronger effect on purchase intention than a 2Bgration format.

Sightseeing

In his seminal works Nelson (1970, 1974) distingats between search and experience goods. A
sightseeing activity, which is a part of a holidegsembles the characteristics of an experiencd.goo
In the current study Las Vegas as a tourist ddstimas used. The tourism experience consists of a
number of components. For many visitors sightse&ngne key component in the overall tourism
experience. In tourism research sightseeing isgrézed as an activity with long antecedents (Adler,
1989). Several researchers have studied touristghair motivation for taking part in sightseeirg a
well as the meaning of the sightseeing to diffegentips of travelers (Dunn-Ross & Iso-Ahola, 1992),
(Tucker (2005). Many destinations offer bus-togightseeing tours to attractions and sights that th
place is known for or would like to be known fon the digital domain for instance in computer
mediated environment, the user can do sightseki@@r she can explore the virtual place, and use th
game for a non-gaming purpose. Williams (2006)eobess that gamers sometimes visit the
“gamespace” i. e. places in the game in the sanyeasaourists would do. In some games places in
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our material world are replicated and accordinghto magazin&ame Fun TimeOctober 28 2008;
“The videogame industry is in the midst of a boortiegd towards realism in gamégQuite often
actual photos and models from the place are usedeating the game environment. This is also the
case for the Xbox game PGRA4.

In the field of tourism it is not uncommon to paitrtourist as sightseers (MacCannell 1976), (Urry,
1990). These authors argue a sightseer as soneatnéd@dually consumes a place through the process
of gazing. In this gazing there is an element sfatice. Watching a place on screen has this element
of distance. But there is a difference. In the murand most tourism studies travelers are actually
there and not sitting at home looking at a scrddme telepresence research is primarily abaait
being there,not traveling to the place in the physical sense. Ha hext section the concept
telepresence is discussed.

Computer mediated environments and Telepresence

Patrick Gunkel at Hudson Institute coined the tétaetepresence” in 1979. Marvin Minsky (1980)
used the term in the his article to refer to tetrapons technology that provides the user with a
“remote presence" in a different location via femtdbsystems that allow her to "see and feel what is
happening" there. According to Lombard & Ditton 99 presence is the perceptual illusiomoh-
mediation. Telepresence is a sense of ‘being there’ in anr@mwent, generated by means of a
communication medium (Steuer 1992). The term pesds often used as a short version for
telepresence. Telepresence describes to the skhmEng there'experienced by users of media such
as virtual reality. In general the concept referghe psychological state or subjective percepition
which a person fails to accurately and completeknawledge the role of technology in an experience
(Lombard & Jones, 2007). Some also argues thgpredence is a product of all media, in varying
degrees (Reeves and Nass, 1996). From a conc@pinalbf view, the field of telepresence is related
to tourism, to visits to real or imaginary placegnce it should be relevant to link investigationthe

field of telepresence to the field of tourism. & about mental remoteness or transportation in
telepresence and the notion of the physical renagtenf tourism, i.e., the choice of an individual t
being there or somewhere other, away from home. Telepressheaees with tourism the idea of
remoteness. In contrast to travel in the materiady telepresence comes about through a feeling or
mental transportation to another place. ‘Anothacel! could be either an imagined place that one may
fantasize about, or an existing place in the eslamaterial world (Losh, 2006, Williams, 2006).

Sense of place

Las Vegas is a place that exists and the PGR4 gapiieates this city. Sense of place is not only
about the setting, the environment but it is crdte the interaction of a setting and the person
(Williams and Patterson, 1996). The person bringsething to the setting and interacts with the
setting and people that are there. Sightseeingoeastudied from the perspective of sense of place.
The concepts of “space” and “place” are not synamysn Dourish (2006) writes that “space”
describes geometrical arrangements that might tsteic constrain, and enable certain forms of
movement and interaction, whereas “place” dendtesatays in which settings acquire recognizable
and persistent social meaning in the course ofant®mn.” Or as formulated by Turner & Turner
(2003) place = space + meaning. In his frequetitsd monograpfPlace and Placelessné&sdward
Relph (1976) introduces his place theory; a theloay emphases the human experience of place. With
new technology such as 3D or VR, places can bee quiturately replicated. This raises some
intriguing questions in relation to the users ahé user-experience of these VR applications.
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Conceptually vicarious is related lbeing there A vicarious experience is according to EdwardpRel
to be transported to place through imaginationpubh paintings, novels, music, films, or other
creative media. The tourism product is an expedetic contains a number of elements and it is
consumedn situ. In the pre-trip stage, a traveler can have viceriexperience. He or she can image
what it is like to be there.

Las Vegas a popular destination for Americans

Las Vegas has been and is popular destination &atings & events, for gambling and tourism in
general. Forbes Travel estimated that Las Vegas3iAdmillion visitors in 2008. Moreover, the city

is number one on the list of place to go in thetfiee years, according to Carlson Wagonlit's Trend
Survey 2008 for domestic travel. Based on this, hypothesized that Americans have higher
intentions to visit Las Vegas than Europeans.

Research model and hypothesis

Based on the literature review it is hypothesizeat the factor prior visits and living in the USsha
significant effect on the intention to visit thestieation. Moreover, a high degree of telepresence
should also be positively associated with intentmmisit.

Figure 1 presents the research model and the relationgtipelen the concepts. The research model
depicts a relationship that is hypothesized toteasong prior visits, where the person is livireydl
of telepresence, sense of place and intentiorsibtlie destination.
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Figure 2 Research Model
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The hypotheses are;
H1 Having visited Las Vegas before significantlyfliences the intention to visit the
destination
H2. Individuals living in the USA have a signifignhigher intention to visit Las Vegas than
individuals living in Europe.
H3 High telepresence has a significantly strongiéece on intention to visit than low
telepresence
H4 Sense of place affects the intention to vislestination

Research method

The researchers applied an experimental design twithmodes of interfaces was chosen, derived
from a human geography place construct and therythefotelepresence. The study purpose was to
measure to what extent the respondents experidetegtesence and vicarious sense of place. As
discussed in a previous section a construct fraenfitld of telepresence was applied to measure the
respondents ‘being there”, i.e., in Las Vegas. &ttglin two countries were recruited to participate

a task framed as “sightseeing on the screen.”

Experiment procedures

An experimental design was chosen to empiricakly ke research model suggested in the previous
section. The experimental design gives the reseagcklose control over independent, dependent and
possibly confounding variables. The purpose of ttesign is to achieve a high degree of internal
validity. The research design in this study is iany regards similar to Li et al. (2001, 2002 and
2003), Jiang & Benbasat (2005, 2007) and Suh & @t2606) who conducted their experiments with
products in 3D vs. 2D, and also with other formstish as text and audio. In our study only two
formats were used; 2D with narration and 3D withrat@on.
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Students at two different universities; one in &tdiphia, USA and in Hague, the Netherlands took
part in this study. All in all 69 students partiaipd in the task assigned by the researcher. Thecssi
were asked to participate in a sightseeing taskyMere told that sightseeing is a common tourism
activity and while watching the screen they weieedso“image the role of a tourist and image that
you are seated in a sightseeing bus or car in Legag, looking at the hotels and building and ligtin
to the tour-guide.” Hence the experiment was framed to mimic a nortoatism experience.
Furthermore, the respondents were told that theeptation, the images were taken from the video
game PGR4, a driving game. According to Alan Meadolead artist at Bizarre Creations, it took one
of four teams of five artists 18 to 20 months tddeach location in the gameBBC newsFriday, 26
October 2007). A post-test only control-group dediy the experiment was chosen. The main reason
for this was to minimize unexpected effects of @&-conditions on post-test evaluations. The s;ene
the sections from the Las Vegas strip were seldnydatie researcher, the first author of the papee.
scenes contained key attractions and hotels inMeggms. The audio clips e.g. sound effect and the
narration were taken from thieurcasterproduction tas Vegas — The Stripln the experiment, the
playtime was 7 minutes for both the sightseein@nwith narration and for the sightseeing in 3D
with narration. In the game setting in PGR4, a mmke and a motorbike-view (first person view)
was chosen in order to get the attention away ftbm vehicle and on the buildings and the
environment. For th8D with narrationthe play-mode in the game setting of PGR4 was.uBed the

2D with narrationsthe “photo-mode” in the game setting was used.

A between-group design was chosen and the panisipsere randomly assigned to the groups, the
2D or 3D modes. The test-participants, the sighssdistened to the guide and looked at the buislin
and hotels, but in either a photo-mode or in a 3igten(motion). Because of the detailed graphics in
the 3D version the size of the file was 2 198 MB88&0 MB for the 2D version. Appendix 1 contains
photos from the 2D Interface. Prior to undertakiimg experiment, a pilot with a group of colleagues
was conducted in order to pre-test the procedurebs the questionnaire. Based on the pilot,
adjustments in the research design were made, cpudasity.

Participants’ Profile

The experiments were done in a class-room settfighe 69 participants who completed the trial,
61% were female and 39% were female. 75% were leeti® and 23 years old. Of the participants
72% answered that they used video or computer gapm@®ximately once a month or more seldom.

Variable measures

The feeling of being there was measured by thiersients using a 7- points Likert scale, see thble
The paper by Tjostheim & Go (2009) gives more diedainformation regarding how these statements
related to the telepresence instrument, the TerRpésence Inventor (TPI), (Lombard & Ditton,
2007). The sense of place measures were developgbgiproject based on review of Relph’s seven
types of sense of place (Relph, 1976). A numbeauthors have argued that Relph’s place theory
could serve as a foundation for studies in touriang in VR and tourism (Shamai 1991, Seamon
(1982, 1996), Turner & Turner (2006) Turner et(aD06), Smith (2003), Smyth et al. (2006) and
Benyon et al. (2006).

The experiment was conducted by way of a studenplea Students can be tourists and Las Vegas is
a destination that also attracts young people. Yqueople tend to be typically more familiar with
new technology than older people. The type of vanamight also differ by age-groups and travel-
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preference. Hence, the findings from this studyutthaot be generalized.

Statistical analysis

The statistical analysis techniques applied torjpmet data from the experiment were partial least
squares (PLS). PLS is a structural equation moglétchnique, which can simultaneously estimate
measurement components (the reliability and validit the measures of theoretical constructs) and
structural components i.e. the relationships antbage constructs (Fornell and Larcker 1981, Barclay
et al. 1995). PLS can be use when sample sizesetative small. Moreover, the technique is
appropriate to use when assumptions of multivanetemality and interval scaled data cannot be
made, and when the primary concern is with theiptied of dependent endogenous variables (White
et al. 2003). As a structural equation modelind oS can also handle formative constructs, and it
does not require a large sample size comparedher @EM tools such as LISREL and AMOS
(Fornell and Bookstein 1982, Barclay et al. 1998preover, PLS is appropriate for applications and
predictions where a research model is not dirdatliyed on comprehensive theories (Barclay et al.
1995, Chin et al. 2003).

The main constructs in the measurement model waepresence, sense of place, prior visits and
place of living and intention to visit. Intention visit and the first two constructs in the moded a
latent and therefore measured with reflective iattics. Moreover there are two interfaces, the 2D
with narration and the 3D with narration, prioritssand place of living which are formative. Prior
visits, place of living and interface can be laldeigctors and not constructs.

Table 1 List of constructs and factors, means and SD

Mean Std.
deviation

Intention to visit Las Vegas
* Likely 5.33 1.80
* Probably 5.35 1.62
* Certain 5.25 1.62
* definitely 5.32 1.59
Prior visits
* Has not been to Las Vegas (56 respondents) Hars foelas Vegas before (13 1.19 0.39
respondents)
Living in Europe or USA
Living in the US (47 respondents), living in thethierlands (56 respondents) 1.32 0.47
Feeling of being there, 7 point Likert scale
| felt as though | was physically present in Lagse 3.75 1.56
| felt I was actually there in the streets of tlitg c 3.93 1.57
When watching | thought “I could go to the buildjrigpen the door and walk through the
door” 3.80 1.50
Sense of place, 5 point Likert scale
| felt I was in the city at least a few times whib®king at the screen. And | was thinking 2.45 1.05
about the people in the city and what the city nsean
| felt I was in the city at least a few times whib®king at the screen. And | was thinking 3.23 1.11
about what | could do in the city.
| like to see the city to and to take advantagsooiie of the possibilities the city hasto | 3.78 0.86
offer




32

Construct reliability was assessed by using cont@osgliability (internal consistency). All the
construct reliabilities exceeded Nunnally’s (1988pgested .7 benchmark, see table 2. In addition
there are three formative, single item construeds; been to Las Vegas before, living in Europe $y U
and used the interface 2D or 3D.

Table 2 Internal consistency

AVE Composite | R Square| CronbachsCommunality| Redundancy
Reliability Alpha

Has been to Las Vegas before 0,00p0 0,0000 | 0,0000 | 0,0000 1,0000 0,0000
Intention to visit Las Vegas 0,8562 0,9597 0,42890,9439 0,8562 0,0521
Interface 0,0000| 0,0000 0,0000 0,0000 1,0000 0,0000
Living in Europe or US 0,0000, 0,0000 0,0000 0,0000{ 1,0000 0,0000
Sense of place 0,5814 0,8058 0,4049 0,6448 0,5814 | 0,2359
Telepresence 0,7624  0,9056 0,0944 0,8431 0,7624 0,0718

Convergent validity was examined using the avexagmnce extracted (AVE) and all constructs were
above the benchmark of .5 suggested by FornellLamdker's (1981), see table 2. Moreover, the
discriminate validity was acceptable because tlatcators loaded higher (cross loadings) for its
respective latent variables than for other latamiables, see table 3.

Table 3The crossloadings of the items.

Has been tq Intention to| Interface Living in | Sense  off Feeling of
Las Vegas | visit Las| 2D or 3D the US or| place Being There
Vegas Europe (telepresence)
Living in Europe or US| 0,0911 0,5140 -0,0523 1,0000 0,3366 0,2663
FeelingofBeingThereA| 0,0528 0,4434 0,2930 0,3135 0,6413 0,9140
FeelingofBeingThereB | 0,0407 0,3600 0,2744 0,2199 0,5082 0,8934
FeelingofBeingThereC| 0,0940 0,4082 0,2338 0,1482 0,5017 0,8084
Intention_Likely 0,2414 0,9002 -0,0593 0,4746 0,3948 0,4308
Intention_Probably 0,2420 0,9306 -0,0393 0,4196 0,4192 0,4006
Intention_certain 0,2025 0,9543 -0,0292 0,5490 0,4192 0,4249
Intention_definitely 0,2541 0,9151 -0,0029 0,4520 0,4180 0,4624
Interface 2D or 3D -0,0440 -0,0351 | 1,0000 -0,0523 0,2718 0,3073
Has been to Las Vegas 1,0000 0,2534 -0,0029 0,0911 0,0409 0,0708
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SenseofPlacel 0,1234 0,5127 0,1574 0,1911 0,8152 0,5107
SenseofPlace2 -0,0340 0,2601 0,1806 0,3968 0,7745 0,4740
SenseofPlace3 -0,0299 0,1873 0,3134 0,2052 0,6928 0,4729

In table 4 the paths between the constructs asepted. The bootstrapping technique was usedtto tes
the significant levels of the path. With the exoems of the path from “Sense of place” to “Intentio
to visit Las Vegas”, all paths are significant.

Table 4 The loadings (paths) of PLS estimation for the el@hd the significance levels of regression
coefficients (observed t-value) by bootstrapping

Original | Sample| Standard | Standard| T Statistics

Sample | Mean | Deviation | Error (bold =
significant
Has been to Las Vegas before -> Intention to vi€it1948 0,2028 0,0590 0,0590 | 3,3034
Las Vegas
Interface -> Intention to visit Las Vegas 0,1077 10%7 | 0,0398 0,0398 | 2,7016
Interface -> Sense of place 0,1955 0,1991 0,0598 0598, | 3,2699
Interface -> Telepresence 0,3073 0,3090 | 0,0910 0,0910 | 3,3763

Living in Europe or US -> Intention to visit Las0,3783 0,3798| 10,0747 0,0747| 5,0621

Vegas

Sense of place -> Intention to visit Las Vegas o714 | 0,1401 | 0,1142 0,1142 | 1,2934
Telepresence -> Intention to visit Las Vegas 0,35030,3430 | 0,0807 0,0807 | 4,3400
Telepresence -> Sense of place 0,63630,6446 | 0,0488 0,0488 | 13,0284

The structural model

The structural model contains the paths betweenctimstructs, An examination of the structural
model using Smart PLS indicates that the modelagnxplapproximately 43 percent of the variability
in intention to visit Las Vegas therR { =0.43), see figure 2. The 33-&” range can be labeled as a
moderate level (Chin, 1998). There seems to laleer strong association with place of living and
intention to visit the destination. Also, teleprese and prior visits seem to be associated with
intention to visit Las Vegas. There is a significpath from telepresence to sense of place, but not
from sense of place to intention to visit.
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Figure 2 The structural model.
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The model indicates that the constructs and faceesn to have an effect on intention to visit the
destination.

Discussion

The first hypothesis H1 stated that having visited Vegas before will significantly influence the
intention to visit the destination. This hypothesias supported in this study and the finding is in
accordance with a number of other studies. Thenskbgpothesis H2 stated individuals living in the
USA will have a significantly higher intention tasit Las Vegas than individuals living in Europe.
This hypothesis was also supported based on tlae davas a significantly higher intention to visit
Las Vegas among the Americans vs. the Europeaondspts. The third hypothesis stated that high
telepresence will have a significantly strongeeetffon intention to visit than low telepresencescAl
H3 was supported. The path between interface dagrésence is positive and significant. The last
hypothesis, H4 stated that sense of place affeetstention to visit a destination. The analy$ievgs
that the path was not significant and the hypothesis not supported.

The finding, the fact that the first three hyposesgvere supported is in accordance with the lileeat
However, the new factor sense of place was notcagsd with intention to visit. According to
Gustafson (2001) sense of place is product ofriteraction between self, environment and other the
people. Theoretically, it is a rich concept and netessarily easy to operationalise. Sense of place
emphasizes what the place means to the resideimg there, and also what the place means to the
visitor and what he or she would like to do. Lag®®is city with many casinos. It is possible that
image of this city is very much linked to this aspé.as Vegas might be somewhat atypical as a city
destination and as such not a first choice foudysbn sense of place.
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Conclusion

For tourism marketing, new technology representsodpnities and challenges. There are many
marketing tools and information channels availdblea destination, but the “how to” is not an easy
guestion. Most destinations have segments thatwlay to target. New media, internet and mobile
technology is getting more and more popular amoaggters. The present study demonstrates that a
virtual environment, a 3D city model based on gantachnology can be used for a tourism marketing
purpose. The virtual environment (VE) can creafieeting of being there i. e. in the city of Las \asg
and it is a factor that seems to contribute to ititention to visit the city. For the industry it is
important to make informed decisions as opposéanip on the band-wagon. The gaming technology
can be used for non-gaming purposes. Simulatorseanaing tools are well known examples. The 3D
virtual environment may also afford the tourismusetty to lever the popularity of this new engaging
technology. However, more research is warrantetiigharea. What is it that makes it engaging in a
non-gaming context? The visual, the graphics igdgbat how is the destination to be presented®? Is i
necessary to add a story, a narrative or is goaphits enough?
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Abstract

Exemplarily for the EURO200%8 host city of Innsbruck (Tyrol), the paper preseatsnewly
developed system for providing intelligent locaked information (ILBI)* to support visitor
management during mega sport events. An active8888vIHz radio frequency identification (RFID)
system allows for real-time localization and a ralegine matches user location and preferences,
weather conditions, time and other parameters eafostomized SMS are sent (i.e. pushed) to event
visitors. Triggered by individual movement pattenfsalmost 420 event visitors nearly 4,000 SMS
were sent during the EURO20H'8 Additionally, over 12,000 tracking data were geed, thereby
allowing the analysis of interesting movement pateof event visitors. Finally, most frequently
triggered, thus, most relevant event informatiord aorresponding cross-selling potentials are
identified.

Keywords: Sports mega event, EURO2008TM, local-based inddion, push-service, active RFID

Introduction

The European Football Championship offers a unigpigortunity to prototypically implement and
evaluate innovative applications to support visitmmagement (Getz 2003, Chalip & McGuirty 2004,
Bowdin et al. 2006, Berridge 2007). Especially basic parameters at the scenes of the tournament
make it possible to explore and evaluate new cityketing and tourist planning tools (Calsen et al.
2001; Shone & Parry 2004; Supovitz & Goldblatt 200Masterman & Wood 2006, Chalip & Costa
2006, Getz 2007). The European Union encouragevative inter-regional initiatives in tourism and
cultural awareness. Thus, the EURO20080st city Innsbruck (Austria), its impressive atidse
sporting and event sites, its cultural assets ghl@snnovative regional climate made it possiblsdb

up an EU funded research project aiming at implémgra system to provide intelligent local-based
information (ILBI). The aims are, firstly, to suppwisitor management at mega sport events through
intelligently provided local-based information (@& Fairley 2004). The second aim is to design an
adequate technological architecture to prototypicmhplement this information system during the
EURO2008" at the host city of Innsbruck. Finally, usage gai$ of various visitor groups (both
event visitors and guests at the destination) ussirsginformation system via their own mobile devic
(smart phone, PDA) are tracked and analysed.

The event scene during the EURO2BD8provided the ideal setting because of cooperating
stakeholders and an already existing technologidedstructure, the official guide of the host ¢ity
www.innsbruck-mobile.atRasinger 2009 et al.). This web-based applicapimvides traffic and
event-related information via pull and push (SM8jvies, respectively (Hopken et al. 2006). The
supplemental ILBI approach, however, is based am follars. Firstly, tourists and residents were
equally targeted by avoiding any potential commatiicn barriers (device independency) and
communication costs (HOpken et al. 2008). As na usteraction is required a SMS-based push
service was set up. Thus, secondly, three locaéadormation categories were provided by more
than 1,150 SMS, namely event information (Fan Caffgmy Area, Arena and local suppliers),
city/culture-related information as well as coupofshops and restaurants). Thirdly, to ensure
intelligent information push, a rule engine was eleped to match user location and preferences,
weather conditions, time and other information paeters (Beer et al. 2007). Almost 100 previously
defined parameters trigger the selection of SMBetgent to event visitors. Fourthly, after evahuti
existing positioning techniques, considering legauirements and acceptance studies an active 868-
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869 MHz radio frequency identification (RFID) systecomprising 26 passive antennas located at
strategically relevant points within the host cif Innsbruck was chosen (Kinoshita et al. 2005,
Krotov & Junglas 2008). Handy and stylish activellRFags distributed to event visitors allowed for
real-time localization and tracking (Lionel et 2004, Haid 2007). Retrospectively, nearly 4,00@loc
based information SMS were sent during the EURO2b@8ygered by individual movement patterns
of almost 420 visitors acting as test users. Addélly, over 12,000 tracking data were generated.
This allows for segment-based analyses of eveitbkgs mobility and information behaviour within
the host city of Innsbruck. More importantly, mdstquently triggered, thus, most relevant event
information can precisely be identified (Chalip &jyns 2002).

The paper is structured as follows: By focussingh@nevent setting, section two provides background
information about the sports mega event EUROZH0Subsequently, the official information
infrastructure offering mobile services to touristsvw.innsbruck-mobile.atis presented (Rasinger
et al. 2009). Section three introduces the suppiahélBl approach by highlighting the SMS-based
push service, the various information categoriggeting the event visitors via their own mobile
device, the rule engine as well as the RFID inftecstre. Result section four shows, first of all,
descriptive findings related to the period durimgl after the mega event. Pushed location-based SMS
belonging to various information categories, tragkdata and user types (defined by demographics
and preference profiles) are discussed. Secondlly, segment-based mobility and information
behaviour of user-groups is sketched on the badeacking patterns and most frequently required
event information. Finally, hints on cross sellipgtentials are deduced by analysing the types of
coupons received by event visitors over time aratspThe conclusion section discusses study limits
and future research veins.

Event setting

EURO2008"

The European Football Championship EUROZ808 the world’s third biggest sports event. During
the 7" and 29" of June 2008 at least 155 millions television \éesvfollowed each of the 31 matches
live. The event organizer, the Union of Europeamtball Associations (UEFA), generated total
revenues amounting at € 1.3 billions (€ 800 mikidhrough media licences, € 280 millions through
commercial licences, € 90 millions through ticketsd € 130 millions through corporate hospitality,
UEFA 2008). Next to Vienna, Salzburg and Klagen{dt)T) as well as Geneva, Basel, Zlrich and
Bern (CH), Innsbruck was the venue for three matatiehe international football tournament (af'10
14" and 18 of June 2008). The Austrian (Tyrolean) host cityrts about 100,000 citizens and was
officially labelled as the ‘European Sports City080 (Europaische Stadt des Sports 2008). The aim
was to celebrate a folk festival through offeringvaried event programme to national and
international football fans but also to visitorsdagitizens not primarily attracted by football attek
related mega event. In particularly, locals werersgly integrated in the event planning processes
(Chalip & Leyns, 2002). First of all, the entertai@nt programme was specifically designed to suite
differing tastes of all age groups. Secondly, alyesix months before the official start of the gpor
event, a total of 35,000 locals (abutters of fagmar students, seniors, etc.) have been thoroughly
informed about planned measures and activitieheahbst city during the EURO2008(Chalip &
McGuirty, 2004). For instance, the stadium was mackessible through freely guided tours and the
various public services, such as the volunteengpstt, traffic services, emergency medical services
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fire brigade, police, and federal armed forces, w&re broadly presented through media and public
presentations (Getz & Fairley 2004). As a consegeieduring the event, neither riots nor traffic
congestions were observed. Rather, the more th@radfredited media representatives could send
unique images of a highly festive, happy and pedcsfccer tournament around the whole of the
globe (Supovitz & Goldblatt 2004; Masterman & Wod@06). In figures, during EURO2008 the
host city of Innsbruck attracted 440,000 internaiovisitors and the advertising board around the
playing field showed the city’'s name on TV screeorenthan 7 hours. This corresponds to an
advertising equivalent of € 90 millions (UEFA 2008)

Mobile guide Innsbruck-mobile.at

Ecommerce experts and market observers predictribbtle services accessed via portable devices
(PDA, Smartphone) will be the next stage in therdmét boom (Liang & Wei 2004, Pernici 2006).
Mobile services in tourism are especially suitdblethe on-site phase where cross-selling potential
and active customer relationship management maxpmwited (Rasinger et al. 2007; 2009). Tourists
have access to the whole product portfolio of didason and may interact with other user groups at
any time and any place. In addition, destinatioppiers achieve a powerful communication and
distribution channel directed to tourists’ mobilankisets, thereby gaining knowledge about tourists’
information, interaction and mobility behaviourtlag destination.

The architectural framework on which Innsbruck.nbis build up is based on mobile web-
technologies (i.e. XHTML-MP). The technology usediiynamically adapt the application to different
devices is XML-XSLT (Hopken et al. 2006, 2008). @ort data is generated in a device-independent
XML-format (i.e. iXML) whereas XSL style sheets &akare of adapting content to various device
types (i.e. the open source project WURFL servesbasis for automatically detecting the
characteristics of the accessing devieeyw.wurfl.sourceforge.ngt Furthermore, in order to
minimize the amount of transferred data images raszed on the server (on-the-fly image
conversion). The O/R Mapper HIBERNATEnw.hibernate.orp allows easy access to databases,
thereby reducing time of import and synchronizajimos. Finally, the recommendation functionality
applies a recommendation strategy combining ussfemnces (i.e. content-based or social filtering)
with knowledge or utility based preferences.

The mobile guide Innsbruck.mobile supports tourikteng stay by providing information on various
destination services, such as ‘Events’, ‘Accommiadat, ‘Gastronomy’, ‘Sights’, and ‘Weather’.
Both, a simple or an extended search service ditovactively query information. Furthermore, in
order to receive personalized and context-senditioemation, the user can sign up for a push servi
which actively provides him/her with SMS messagedevant to the current situation.
Recommendation dialogs support information filtgrifrinally, users may both give feedback to
services, read feedback of other users or useaidocbased blogging tool. In order to optimally
support the specific requirements of the EURO2BpBowever, additional service features have been
implemented: The ‘Daily Programme’ chronologicdists events exclusively offered in the course of
the EURO2008". A ‘Match Schedule’ provides match dates, acteaht scores as well as general
access information to reach the stadium and pwidiwings. Furthermore, a ‘SMS service’ actively
informs about eventual traffic jams and the actealre immediately after each match. Finally, a-pull
based ‘traffic information service’ offers bothaffic notifications in real-time and an interactinaute
planner for public busses (‘Bus-station Live’) amidins. In the course of the EURO20Yghe
number of distinct visits on the mobile guide st@bdilmost 3,200 and about 33,268 pages have been
opened. The far most often opened services have thee'traffic information service’ with 14,931
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hits (30.39%), followed by the ‘Daily Programme’twi6,973 hits (14.19%) and the ‘Event Service’
with corresponding ‘city maps’ (4,493 hits) andrsbaunctions (1,278 hits), respectively.

ILBI methodology

SMS-based push service

Computer scientists describe the seamless integrafiinformation and physical services as well as
the flexible configuration of physical and infornwatal parts as the main challenges for the tourism
industry (Ricci & Werthner, 2001). In this way, éfitgent information services reduce both the
information retrieval effort and information ovealtd experienced by users (H6pken et al. 2006).
Accordingly, Cheverst et al. (2002) and Beer ef(2007) propose a push-based mobile information
service where tourists are informed about eventglares in their domain of interest based on their
location, profile and the actual time. Thus, foe t#hBI project at hand, the below sketched PUSH
service integrated in the Innsbruck.mobile applacatwas adopted: The PUSH service sends
information via SMS to final users and informs ab@levant events (e.g. traffic jams), tourism oéfe
(e.g. events) or general circumstances (e.g. weedhexast). Concerning the relevance of infornmatio
the push service takes into account the user pr(filaracteristics, preferences and usage histbey),
current context (time, location and circumstances)well as the travel itinerary (already selected
tourism services or activities). In order to seléa right information and the right sending tirhe t
push service combines constraint-based reasonidgcantent-based or social filtering techniques
(Ricci & Werthner, 2001). Rules define which infation is of relevance in which context and which
tourism services are combinable with an existiaget itinerary. Message-sending is triggered by an
contextual parameter captured by the database @gther conditions). Relevant information or
tourism services are then filtered by making usethaf recommendation techniques (e.g. social
filtering). The push service is implemented basedaorule mechanism (Beer et al. 2007). More
precisely, rules are defined independently of thelieation code, determining whether a message is
sent to a user and which information or tourisnvises are of relevance. Finally, a user front-end
enables a comfortable and flexible definition desuwhere each message type is defined by an E-C-A
rule implying that the rule editor provides wizafds each rule element (i.e. event, condition,cgti

ILBI information categories

The central benefit for the ILBI user is generatadugh the adequate content provided by the locato
based information system. The ILBI system was laadcwith over 1,000 different event-, culture-,
restaurant-, and shopping-related SMS supportireetlanguages, German, English and Italian. Three
main information categories are classified as fedio

a) Historical and cultural information

Over 650 different SMS with historical and cultucaintent are provided by the information system.
More than 50% of the content was generated manumilyhe ILBI project team on basis of the

qualitatively valuable source “The Brenner-Archiyea research institute at the University of

Innsbruck and at the same time the Tyrolean Liyefachives. Other sources were diverse literature,
historical books on Innsbruck, local museums andgq@l interviews with locals. Historical and

cultural information SMS have the specific charaste that they do not have an expiration date.
These information SMS are therefore still integild@tethe ILBI system.
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b) Event related information

Contrary to the historical and cultural informatiohe event related information SMS have a
predefined validity period with an explicit end. @400 SMS were manually generated on the basis
of the event organizer. Typically, the organizemravthe EURO2008 host city Innsbruck, local
institutions who provide once-only events, like certs or other cultural events, gastronomy with
special events and museums. The event relatedmafmn SMS from 2008 are mostly, except for
very few museum SMS, not active anymore, but ndarination SMS are generated on a weekly
basis.

c) Coupons

The third category of information SMS are coupomp&ates with individual codes and a standard

text. Only coupons with a benefit to the user, lkerice reduction on products or services or a fre

gift, are sent out by the ILBI system. Around 18ffedent coupon SMS are provided by nearly 100

content partners. Each coupon can be sent outih@8 without any costs for the content providers,

for example local industry, restaurants, bars, pmapcentres and event organizers. After 100 SMS
the content provider has to pay a certain advediéee. Similar to event related information SMS,

coupons are only valid for a certain period of tinBy contrast, however, coupons comprise an
individual content, the code, and are limited bynaximum number of potential emissions. Each

content provider of coupons gets an individual d§tthe possible codes. This secures that every
coupon is only used once.

ILBI RFID infrastructure

Considering legal requirements and acceptanceestffrotov & Junglas 2008; Kinoshita et al. 2005)
the university decided to use an autonomous andtedsandle hardware structure based on especially
handy and newly developed active RFID tags. Thecjpal role of this novel information system is to
provide useful information in a user-friendly apapch using a highly innovative transmission
technology with real-time location accuracy. Usams provided with a small active RFID tag, issued
free of charge at various distribution points allagv non-contact, non-line-of-sight and real-time
location and tracking within a radius of up to 266ters.
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Figure 1: RFID readers or info access points
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As soon as the signal emitted by the active RFtPidacaptured by a reader installed at one of the s
called 26 innfo access points on site, informatsuch as sightseeing or event tips, is generated on
basis of specified parameters and is actively &etite user’s cell-phone via SMS within short netic
and free of charge. Each user can easily creataramatain the detailed personal profile online in
order to then receive the most suitable informatiossite. Participating users can freely decidangt
time if they want to be tracked by the RFID systmmot as an ON/OFF button is integrated in the tag
for easy and individual activation and deactivatidhere is no personal data encoded on the tag
(Peters et al. 2009).

In detail ILBI works with an active UHF RFID systei®68-869 MHz) consisting of active RFID tags
and passive RFID readers. The active RFID tagsbyustandard three volt button cells. If used 24
hours a day a maximum lifetime of nearly five manttan be guaranteed. RFID readers are combined
with application processors and GSM (Global System Mobile Communication) modems are
responsible for the communication logic and comroation via SMS with the ILBI infrastructure
(inbound and outbound server, database serveicapph server and rule engine) at the University o
Innsbruck. All relevant engineer standards areilliedf by the system especially regarding
electromagnetic compatibility (EMC), EN 300 220 araging protection.
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ILBI rule engine logic

Instead of looking at details regarding the tecanimplementation the business logic is the rodhef
matter. The rule engine carries the processes @$ida making which content should be pushed to
the user via SMS. About 100 parameters are invoteedelect the right information for the user.
These parameters can be structured as follows avelth be assigned to either the content provided,
the user or in special cases to both:

a) Information candidate

Each information candidate has to be classifiedutin various parameters. Besides a short title, a
short description with a maximum of 450 characteysd as the SMS content, a long description for
the website and contact data, like address, tefephmumber, e-mail address and website, each
candidate carries specific characteristics. Thelédmpnted system can handle up to three SMS per
information candidate.

Following parameter categories are relevant fortte engine logic:

Target group parameters
The main target group parameters are gender (femmake, both), role (local, tourist, both) and age
(under 18, 18-24, 25-29, 30-34, 35-39, 40-49, 5068969, 70 and older).

Location

The location of an information candidate is defitydGPS-coordinates. Through the distance to the
RFID antennas each information candidate is autioaiBt set at zero (i.e. not relevant) or from @aae
five (low — high relevance; integers) per anteribepending on the location of the antennas and the
information density, the ratio of relevance to mgfis changing.

Handicapped accessibility

The information candidates are rated as eithersadde or not accessible for handicapped. This
parameter is primarily relevant to event and coupéermation. Rarely this parameter is also relévan
for historical and cultural information (e.g. aceés hidden situated historical buildings).

Time related parameters

Each information candidate has a validity periodhva maximum ending at the 31.12.9999. The
relevance can be broken down to single weekdaysbargkt zero (not relevant) or from one to five
(low — high relevance; integers). The system ada#ily allows daytime relevance settings for every
single half an hour period of a day with the sami@es (zero; one to five).

Weather related parameters

In regions with a wide spectrum of weather condgithe benefit of event and coupon information for
the user seems to be dependent on the categomizaitian information candidate. Therefore, the
implemented system asks for temperature relevaralew -10° C, -10to 0° C, 1° C to 10° C, 11° C
to 20° C, 21° C to 30° C, 31° C to 40°C, above @p°for wind relevance (less than 12 km/h, 12 - 19
km/h, 20 - 28 km/h, 29 - 38 km/h, 39 - 49 km/h, 561 km/h, more than 61 km/h) and weather
condition relevance (snow, thunder, foggy, rairgiyeclouds, cloudy, sunny). Each parameter can be
set at zero (not adequate) or at one to five (maflyi adequate — highly adequate).

Information candidates interest parameters
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The following main and subcategories are avail&blee valued with zero (not relevant) or one te fiv
(low relevance — high relevance; integers). A maxinof eleven weighting points can be allocated to
the subcategories. Main categories are not rated.

Table 1: Information candidates interest parameters

Main Interesting Arts and | Food and . ; . Specials /
Categories Facts Culture Drinks Shopping Sports Going Out Leisure EURO2008™

. - Gourmet . Alpine Fun & | EURO/ ILBI
Category 1 Sights Expositions Cuisine Fashion Sports Party Games Events

. Regional Beauty / . EURO / ILBI
Category 2 History Museum Cuisine Style Water Sports | Jovial Nature Reminder
Category 3 Customs & Galler International Health and | Summer Dancin Fauna EURO / ILBI

gory Culture y Cuisine Wellness Sports 9 Service
. . Specialities /| Winter . .
Category 4 Regional Theatre Vegetarian Delight Sports Folk Music Cinema
Snack / Fast | Electronics / | Indoor
Cat 5 Architect Cabaret Pop / Rock Event:
ategory rchitecture abare! Food Tesicliny s op / Roc vents
Category 6 Art History Literature Cafe Exquisite /) Outdoor Soul / Jazz Exhibitions
Luxury Sports
Category 7 Clas§|cal Bar Shopping Ball Games Metal / Punk
Music Centre
Extreme Hip Hop /
Category 8 Small Trade Sports Rap / RnB
. Reggae /

Category 9 Fitness Dancehall
Category 10 Electronic
b) User

In general two main types of users exist. The fiype is the online user who is only able to use th
website functionality to get local information. Shiser can simulate his position and his parameters
and can that way either test the functionalityted twwhole system without the RFID infrastructure or
use the system to get online access to local igatprcultural or event information, respectively
(www.innfo.a). The second type of user has broader possibilitiget the information provided by
the system. By carrying an activated active RFIP ttee user can get local-based information as a
push service at 26 information areas in Innsbrifcknd what kind of information the user receives
depends on several settings particularly on his panameters. The following parameters are defined
by the user:

Language
The user can decide between German, English alidnitas his or her preferred communication
language.

Age

Mobile telephone number
Maximum number of SMS willing to receive
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Each user can decide how many SMS she or he isgvilh receive. The range of choice lies between
one and ten SMS per day.

Handicapped accessibility
A restriction can be set by the user in respecdhefwillingness to get information which carries
explicit handicapped accessible content.

Gender and role
A decision has to be made by the user to defineutt®#’s gender (female, male) and role (local,
tourist).

User interests parameters

Following main and subcategories are availablegwddued with zero (not relevant) or one to five
(low relevance — high relevance; integers). Weighpoints can be allocated to the subcategorids wit
no limitation. Main categories can be rated with #ffect that all subcategories of the selectechmai
category are set with the same value. This allofesteand easy setting of interest parameters.

Table 2: User interest parameters

Main Interesting Arts and | Food and . ; . Specials /
Categories Facts Culture Drinks Shopping Sports Going Out Leisure EURO2008™
. . Gourmet . Alpine Fun & | EURO/ ILBI
Category 1 Sights Expositions Cuisine Fashion Sports Party Games Events
. Regional Beauty / ] EURO / ILBI
Category 2 History Museum Cuisine Style Water Sports | Jovial Nature Reminder
Category 3 Customs & Galler International Health and | Summer Dancin Fauna EURO / ILBI
gory Culture y Cuisine Wellness Sports 9 Service

. . Specialities /| Winter . .
Category 4 Regional Theatre Vegetarian Delight Sports Folk Music Cinema

. Snack / Fast| Electronics / | Indoor
Category 5 Architecture Cabaret Food e Sports Pop / Rock Events

. . Exquisit / | Outd _
Category 6 Art History Literature Cafe xquisite utdoor Soul / Jazz Exhibitions

Luxury Sports
Category 7 Clasglcal Bar Shopping Ball Games Metal / Punk
Music Centre
Extreme Hip Hop /
Category 8 Small Trade Sports Rap / RnB
. Reggae /

Category 9 Fitness Dancehall
Category 10 Electronic
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¢) Rule engine logic

The key to secure high quality messages for the typécally depends on the functionality of the
implemented rule engine. The logic behind that axigine accomplishes the matching of the user and
the information under consideration of all mentidrEarameters. More precisely a matching point
minimum has to be reached to trigger the push @enAdditional rule engine parameters and the
order of identifying the most relevant informatiare explained below.

Additional rule engine parameters
Without going to deep into the logics of the rutgime additional parameters have to be set wise to
get reasonable results and valuable informatiothf®users.

Table 3: Settings of rule engine parameters

Code Main and sub-parameters Min. weighting /| Max. weighting / Effected code, calculation or data
value value
(la+1b+1c)/
1 Weather weighting 0% 100%
(weighting 1a + weighting 1b + weighting 1c)
la Weather status weighting 0% 100% Weighting * candidate settings weather status
1b Temperature weighting 0% 100% Weighting * candidate settings temperature
1c Wind weighting 0% 100% Weighting * candidate settings wind
2 Time weighting 0% 100% Weighting * candidate settings (weekday + time) / 2
3 Location weighting 0% 100% Weighting * candidate settings location
= = : : : =
4 st 0% 100% .Welghtlr?g . candidate settings (user interests
information interest)
Minimum points to trigger . .
5 . ) 0 X If not reached candidate will not be sent
information
6 Message time lock 0 minutes X minutes Lock in minutes after last sent message
7 Advertising ratio (coupons) - - Defined for each role
7a Locals 0% 100% Maximum coupons per day
7b Tourists 0% 100% Maximum coupons per day
8 Additional knock out settings
8a Regard.ln'g handicapped True False Matching user and candidate
accessibility
8b Regarding weather True False Matching weather and candidate
8c Regarding daytime True False Matching daytime and candidate
8d Regarding weekday True False Matching daytime and candidate
8e Regarding age True False Matching user and candidate
L. Highest rated candidate — Randomizing range = basi®
o Randomizing range 0 X find randomized candidate for user
10 Raising minimum points to
trigger information
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Additional points after last

10a ; )
information sent

0 X 5+ 10a

(5 + 10a) — ((Maximum number of SMS willing to rece
10b Reducing factor 0 X / 24 hours) * ((10a * hours since last sent inforntéon) /
10b))

Reducing minimum points to

1 trigger information

Minimum set user parameter

1la .
points

0 X Triggers 11b if set user parameter points < 11a

Reducing factor for minimum

11b points to trigger information

0 X 5 — ((11a - set user parameter points) * 11b)

Order of identifying the most valuable informaticendidate

The rule engine follows the parameters set in 8@ profile, the information candidates and the rul
engine parameters. A special order is executednergte the push message.

Evaluating the user:

System checks if the identified user has alreadglired the daily SMS limit.
If SMS limit is not reached yet the evaluation goas

System checks if a message time lock applies.

If no message lock is activated evaluation goes on.

System checks if advertizing ratio is reached daiby basis.

If the ratio is not reached the evaluation goes on.

Evaluating the information candidates:

System checks information candidates for both itglidlate) and location relevance (minimum value
is one)

All information candidates fulfilling these two taria are carried over to the information candidate
knock out check.

System lists all previously sent information caadiés to the user

This is an additional information for simulatiorsti&g.

Evaluating the information candidates knock out:

System checks information candidates for knoclcateria

If information was already sent the candidate isdked out.

If information is not valid at the actual weekdag itandidate is knocked out.

If information is not valid at the actual daytinfeetcandidate is knocked out.

If information is not valid under the actual windnditions the candidate is knocked out.

If information is not valid under the actual weath&atus conditions the candidate is knocked out.
If information is not valid under the actual temgeire conditions the candidate is knocked out.

If information is not valid for the user’s age ttendidate is knocked out.

If information is not valid for the user's gendbetcandidate is knocked out.

If information is not valid for the user’s role thandidate is knocked out.

If information is not valid for the user’s handicapcessibility settings the candidate is knocked ou
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Calculating the matching points for the remaininipimation candidates.
Expression by using the codes of table 3:

(1+2+3+4) / (weighting 1+weighting 2+weighting 3+gfeting 4)

Sorting the information candidates by their matghpoints.

Calculating the matching point limit by the usedaunle engine parameters.

Matching the user with the relevant information didate

Shuffling the information candidates within the okahg point range. That is the effect of the
randomizing range value if more than one candidateithin the set range. If there are two or more
candidates with the same amount of matching pdnatsandom generator decides which message will
be sent to the user.

Sorting the information candidates by their matghioints.

This is again only additional information for siratibn testing.

After various tests carried out before the EURO2Y0®e rule engine parameters have not been
changed during the first year of the system uségelune 2009 statistical analysis and customer
surveys will deliver the basis to optimize the refggine settings.

The functionality of the system including the siatidn of the rule engine can be tested individually
on the project websiteww.innfo.at
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Figure 2: The project website of innfo.at showing the simolatapability
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Empirical results

The empirical results show the usage of the sysiednfirst consolidated findings. After a full yaar
operation the intelligent local-based informatioystem will be analysed intensively. Meanwhile
following results can already be presented forpegod from the %7 of June 2008 until the $1of
December 2008.

Descriptive results
The descriptive results give a general overviewhenmaster data, tracking data and information sent
to the users.

User

Until the 3T' of December 2008 exactly 802 users were classifiedctive in the system. In this case
active means self registered or registered by ithergk distribution points, thus, linked via aniaet
RFID tag. During the EURO2008, 417 users were active in Innsbruck.
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Different user categories have been generatea$sity and group users for future evaluations.

¢ Role distribution

The users can be separated in two major roleslsl@cal tourists. More precisely, 326 locals and 91
tourists used the system during the first main eeéter ILBI was opened for public use. Of course,
after the event the role distribution changed wrota of the role local.

Figure 3: User by role

User by role User by role
EURO2008™ 2008

Tourist
Taourist 16%
22%

Local

78%

e Age distribution

Parallel to the role distribution an interestingclhiptive result is the distribution of age amohg t
users. None of the users during and after the gwerit in 2008 were older than 60 or younger tféan 1
years old although the system is allowing as yoasdl4 year olds to participate. The distribution
during the EURO200% was more uniformly compared to the seven montliogeof first usage.
During the football event more than one third of thsers were older than 30 years. Looking at the
whole period in 2008, less than one quarter ofigipants belonged to that group. Thus, user ditsersi
during the mega event was higher.
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Figure 4: User by age

User by age User by age
EUR02008™ 2008

e Gender distribution

A further reasonable categorisation is the genBessification. During the EURO2088less than one
third of users were females. If looking at the vehpkriod the information system was active in 2008,
female users’ share slightly rose above 35%. Thigtrbe an indication of the generally distribution
of football interests by genders. Future evaluatioould give a clearer answer to that hypothesis.

Figure 5: User by age

User by gender User by gender
EUROQ2008™ 2008

N/A

Female
29%

Tracking data

The tracking data is the basis to identify movemuaaterns. The RFID infrastructure can provide
important information on how user groups (i.e. fEamanale, locals, tourists and the identified age
groups) move through the host city of Innsbrucke €bllected data is analysed anonymously. During
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the mega event EURO2008 12,084 valid tracking data was generated via SKffer the first
application period additional 22,787 valid trackithata was collected. All together 34,871 valid data
sets can be used to analyse movement pattern©# Z0e data includes information on entering an
information area and leaving an information areBlRantenna) with a time waver of 5 minutes. The
time waver secures that the registered RFID tagthef information area for sure. The tracking data
carrying incoming information is a potential actmaof the push service depending on the evaluation
the rule engine executes.

Sent out messages (“innfos”)

As mentioned in section 4.1.2., entering an infdiomaarea with an active RFID tag triggers an
inbound SMS and initiates the rule engine. Depandin the information candidate parameters, the
user parameters and the rule engine parametermugieservice is triggered and the identified most
valuable information is sent out to the user. Dgirthe football event exact 6,066 times the rules
engine was provided with localisation data. Assulte3,993 messages were sent via SMS during the
EURO2008". The information sent out is classified by theethinformation categories, namely
historical and cultural information (2,499), eveelated information (1,038) and coupons (456). Afte
the EURO2008" additional 6,869 messages were pushed to the UisBis. The proportion of event
related information sent out noticeable decrea$ed the mega event. Although general user activity
slowed down, still 4643 historical and culturalamhation, 1,355 event-related information and 871
coupons were sent out. That sums up to a totaD@62 user unique messages created and actively
pushed by the ILBI system in 2008. Worth mentionisglso the activity change through the two
main periods. During the mega event around 180 agessa day were triggered. After the mega event
the daily average fell to 48 messages a day.

In 2008 a totality of 17,983 incoming localizingarmation was registered by the ILBI system. Over
60% of these data sets resulted in a positive atialuthrough the rule engine. 7,121 times the rule
engine logic prevented an automatic outbound ofsagss because not all rule engine parameters
were fulfilled. The analysed data also shows ctifierences between the two major periods, during
(65.83%) and after the event (57.64%). Typicallyeaplanation can be found in the set parameters of
the rule engine (i.e. knock out factors). Also valat is the fact that the more messages a user has
already received less potential future candidatesazailable for a defined and not changed user
profile.
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Figure 6: Messages sent

Sent out messages

" Sent out messages
EURO2008 after EURO2008™

Event related
26%

Event related
20%

Historical and
cultural Historical and
63% cultural

67%

Sent out messages
2008

W EURO2008
Event related
22%

™ After EURO2008

® 2008

Historical and

Historical Event
and cultural  related

Role-based mobility behaviour

In order to indentify the major walking routes tagh the host city of Innsbruck in dependency of the
user role, tracking data is analysed. First ofalt)oser look at general data where users wesgddc
during and after the EURO2008is given. At this point it is inconsiderable ify consequence of
incoming information, an outbound message wasérigd. The relevant and only the fully functional
RFID antennas were considered. Until Decembet 3008 17,983 data sets with incoming
information were collected at selected locations.

Figure 5 shows the location-based RFID infrastmgctin Innsbruck and following table the
distribution of the valid incoming location infortian.

Table 4: Valid incoming location information

RFID antenna - location EURO2008TM After EURO2008TM Sum
1 Altes Landhaus 189 518 707
2 Altstadt 437 980 1417
3 Basilika Wilten 114 273 387
4 Bergiselstadion (until October 2009) 94 2 96
5 Boznerplatz 144 125 269
6 Burggraben 17 887 904
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7 Busterminal 238 490 728
8 Franziskanerplatz 340 1659 1999
9 Herrengasse 124 414 538
10 Hungerburgbahn Bergstation 6 2 8
11 University Campus 991 854 1845
12 Ing.-Etzelstrasse 273 60 333
13 Innbriicke 909 1076 1985
14 Kapuzinergasse 369 303 672
15 Maria-Theresienstrasse 366 443 809
16 Museumstrasse 213 616 829
17 Olympiabruecke 12 27 39
18 Rennplatz 719 1437 2156
19 Rennweg 144 170 314
20 Kaiserjagerstrasse (until October 2009) 174 33 207
21 Tivoli-Stadion (until October 2009) 9 7 16
22 Triumphpforte 14 50 64
23 Universitatskreuzung 170 517 687
24 Wiltener Platzl (since September 2009) 0 331 331
25 Mobile_innfo (changing) 0 490 490
26 Mobile_innfo_2 (changing) 0 153 153
All locations (valid incoming) 6066 11917 17983

To get a better overview the following histogranowh an easy to compare data presentation.
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Figure 7: Valid incoming location information
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The user role is the central classification of arusithin the ILBI system. Per definition, a todris
spending less time in Innsbruck than a local uBeerefore, it is self-explanatory, especially retijag

the user role distribution showed in section 4,1tHat with the accumulated system operating time
tourists are not as often tracked as locals. Tha daarly reflects the assumed effect. During the
EURO2008" tourist (21.82%) generated 12.90% of the validkirag data. However, during the
whole system operating time in 2008 only 7.37%hefdata can be assigned to the user role tourist.

The host city of Innsbruck organized a special Hatitfan zone for the EURO2008 with video
walls, bars, restaurant, music concerts stage®ted event related services. The most relevanDRFI
antennas in this zone where “Altes Landhaus” andriMTheresienstrasse”. Both are situated close to
the central historical town. Interestingly, in ttasne an appreciable higher rate of tourist trigder
data was collected. The same phenomenon was olsartiee alps-wide biggest public viewing event
area at the ski jumping arena “Bergiselstadiumsidnificant higher tourist quota can also be sden a
RFID antenna “Rennweg” which is situated betweenrtber Inn and the “Court Gardens” (36.11%).
After the EURO2008", consequently without the city’s fan zone, onlyetRweg” still generated a
significant higher tourist quota. It seems that paned to tourists, locals do not use the riversidi

and do not take the pedestrian bridge which ig agthe RFID antenna.

After looking at the data the paper gives an idetutore analysis. For this aim, personal movement
patterns of event visitors are exemplarily showthimithe historic town of Innsbruck:



62

Figure 8: Area to analyse movement patterns

For the below evaluation of movement patternsktrardata of the EURO2008 is used. The idea is
to find out which way a tourist or local is likely take if located at the “Golden Roof” and leavthg
historical town. Therefore, 437 unique cases (38%lk, 52 tourists) were evaluated. In total, 399
unique movements (i.e. 349 locals, 50 tourists)evaearly identifiable. Results from this movement
evaluation are shown as follows:
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Figure 9: Analysed movement patterns
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The results impressively show that the majoritytadirists leave the historical town through the
“Hofgasse” and, thus, are passing RFID antennad8'Rennplatz”).

Cross selling potentials

The world wide unique information system in Inngtkis mainly financed through the INTERREG
IV A Bavaria-Austria project “intelligent local-bad information” until December $2010. Since the
project goal is not only to develop innovative teclogies, processes and cross-border information
systems but also to conduct a business study tngally secure further usages, the project team
heavily involves the local industry, commerce ardviee providers, respectively. So far, especially
shops and gastronomy patrticipated by using theesysd promote special offers and conditions for
ILBI users. Every partner gets the first 500 mesesagith a clear benefit for the user (e.g. coupons)
sent out for free. After the first 500 sent coupdms content partner pays a reasonable price per
message. Generated revenues are used to covecdtiad) costs. During operation time in 2008 1,327
coupons were sent to users. 9.34% of the coupore seat to tourists which is a higher quota than fo
the historical and cultural (7.46%) and event (8p®elated information messages. Every coupon has
a distinct coupon number known by the coupon pestrend the receiver. After evaluating
anonymously the used coupons by interviewing thgoao partners it was found out that at least 148
coupons where converted. That means that aboub%ldf all coupons sent to users fulfilled their
commercial purpose. It is, however, not known hoangnusers were stimulated to consume at the
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coupon partner without using the coupon, for exaniptough buying a different product or utilising
a service not affected by the coupon.

Conclusion and outlook

The study shows that an innovative information eystith a modern and autonomous infrastructure
can help personalize mega sport events and adaifiarollect information on the movement patterns

of participating user groups. Through the spedafichitecture and business logic of the rule engine
valuable information can be generated and pushdtigaisers (e.g. event visitors). Especially the
fulfilment of privacy regulations can be optimizbyg an autonomous system like ILBI. To conclude,

the most important study findings are:

* Mega Sports Events can be effectively personalibgdadequate business logics and
technology.

» Compared to locals, tourists show significantlyfet#nt movement patterns.

» Intelligently provided local-based information seeta have an effect on consumers’ buying
behavior.

Below, some limitations of the study are quotedsthy, although the 26 antennas of the active radio
frequency identification (RFID) system were locatddstrategically relevant points within the host
city of Innsbruck, only isolated squares of acreagenging between 400m? and 7,000m? were
covered. Thus, no area-wide coverage was real&edlarly, at the destination supplier side only a
selected set of highly interested firms voluntapbrticipated at the study. Therefore, the redhdige
rather exploratory then representative charactardly, also the sample of final-users may evermyual
be biased as patrticipating test-users are chaizadeas predominantly technology affine individyals
thus, immediately accepting to carry around theiptesly submitted RFID chip. Fourthly, in order to
increase the analytical power to analyse user-géeertracking data in the future, data mining
methods are highly recommended. Data Mining isnéefias the process of discovering meaningful
new correlations, patterns and trends by siftinguph large amounts of data stored in repositories
using pattern recognition techniques as well asstital and mathematical techniques (Larose 2005).
Typical mining tasks are prediction, classificaticlustering and association. Most prominent mining
techniques are neural networks, decision treese&ns clustering and market basket analyses through
association rules. Finally, for the purpose to metst reliable information on guidance methods for
visitor management at mega events a quasi-expetaingndy design is recommended to measure the
effects of particular information SMS on movemeattgrns and buying behaviour of event visitors
(Box et al. 2005). For example, to improve the e&abn of coupon effects additional observations of
the coupon partners’ entrance door with specificlDRREnfrastructure could be favourable.
Experimental designs are characterized by the taat there is a definition and control of the
independent variables before putting them intontlaeketplace, trying out different kinds of stimah
customers rather than observing them as they hatueatly occurred.
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Abstract

This study explores the social worlds and consumaediaviors of endurance athletes and competitive
ice climbers as serious sport tourists. Seriousufei is the systematic pursuit of a core activay s
substantial, interesting, and fulfilling that paipiants launch themselves on a leisure “career” to
acquire and express a combination of special skitewledge, and experiences (Stebbins, 2006).
Those who travel in pursuit of serious leisure spaperiences are serious sport tourists. Onetguali
of serious leisure is the unique ethos and soc@ldnfor its participants. Findings from in-depth
interviews with subjects reveal that endurance e#tlsl are less social but tend to be more
conspicuously consumptive than climbers. Climbedsie camaraderie, environmental ethics, and are
not high-end tourists as they are conditioned tomlow cost accommodations. Implications of study
findings and recommendations for future researeldeacussed.

Introduction

Serious leisure is the “systematic pursuit of amtur, hobbyist, or volunteer core activity thabgle

find so substantial, interesting, and fulfillingath in the typical case, they launch themselves on
leisure career centered on acquiring and expressgwnbination of its special skills, knowledged an
experience” (Stebbins, 2006). Serious leisure gipethts distinguish themselves by the: 1) need to
persevere at the activity, 2) availability of asl@ie career, 3) need to put in effort to gain skiltl
knowledge, 4) realization of various special basefb) unique ethos and social world, and 6) an
attractive personal and social identity (Stebbi2806). Considerable time, effort, and financial
investments are made on one’s chosen leisure puesudl without financial compensation. The
rewards include “fulfilling one’'s human potentiaxpressing one’s skills and knowledge, having
cherished experiences, and developing a valueditiglén

Many who are serious about leisure are competitorenprofessional sports, as Shipway and Jones
(2007) found among distance runners. They operaimn serious sport tourism” as travel to pursue
one’s serious leisure-sport interests.” Green ameed (2005) suggest that sport tourism can provide
serious leisure participants with (1) a way to ¢ard and/or confirm one's leisure identity, (2jrae

and place to interact with others sharing the etifabe activity, (3) a time and place to paradd an
celebrate a valued social identity, (4) a way tdhfer one's leisure 'career’, and (5) a way toasign
one's career stage.

Serious sport tourists take sport participatioanother level. They are focused and highly comuohitte
to experiencing their sport to the fullest, whereimat may be. Serious sport tourists demonstrath s
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a strong commitment to sport participation thatttte less committed, boarders on obsession. For
example, elite gymnasts and their families sa@ifiormalcy for specialized and intense training,
often with high social, psychological and finanataists. Though mere children, the rigors of daily
training and diet at specialized facilities awagnfir home and friends can make sport a work-like
obligation. Serious youth sport tourists are ofsenompanied to competitive events by their serious
parents. They spend more money on sport-relatedsgaod services, travel more frequently, and stay
longer and spend more per night than other tou@Setz, 2008; Scott & Turco, 2007). Destination
marketers have purposely targeted youth sportoiaatits because of the relatively larger entourage
(and anticipated consumer spending) that accompamaen.

Purpose

This paper examines two types of serious sporigtsjrserious sport participants and serious sport
spectators. Endurance athletes as serious spoidttoare analyzed from extensive literature regiew
and interviews to reveal insights into their socialrids. Further, interviews and survey data from
competitive climbers shed light on the importané¢he sport in their lives and the extent to which
they will go to pursue their sport passion. Furttgata obtained from surveys at the Little League
Baseball World Series (n=341) and 2007 Cricket Waup (n=394) identify the consumer behaviors
of spectators with friends and relatives compeimiipe event.

Theory/lssues

Most serious sport tourists are not elite athletes; vast majority are amateurs. The 50-States
Marathon Club is comprised of amateur runners winetcompleted a marathon in each state in the
U.S. Besides the serious time, financial and playslemands to run a marathon, the added travel and
accommodations costs to run in every state denaiastthe high level of commitment these athletes
have toward their chosen endeavor.

Running means money — at least for cities hostiagpnmarathons. A study of the Fourth Annual P.F.
Chang’s Rock n’ Roll Arizona Marathon & % Marathioy Northern Arizona University reported that
the 34,000 runners registered for the 2007 racergéed $44 million to the state’s economy and more
than $2 million in tax revenues. Over half the rersnwere from out-of-state, placing demands on area
hotels, eating and drinking establishments, arallrgtops in Tempe, Phoenix and Scottsdale, the rac
co-hosts. The top five states of origin for outstdte runners were California, lllinois, Colorado,
Wisconsin, and Washington (www.runnersworld.comgspite a recession in 2008, North American-
based companies spent an estimated $84 milliorpdos®r marathons, triathlons, 10Ks and other
running events, up 8.4 percent from $77.5 million2007, according to the International Events
Group (vww.sponsorship.cojn Running may be one of the few recession-proisute activities;
other than a pair of shoes one need not spend morpayticipate, unless electing to race.

A marathon is too short for some sport enthusiagtsa-marathoners run twice the distance or more.
Ultra runners value space and find that there@artany people at big city marathons for theimigki

i.e. the real Berlin Marathon boasts over 45,00@tigpants. The Badwater Ultramarathon is
recognized globally as "the world's toughest faater" The event pits up to 90 athletes against one
another in extreme environmental conditions; caxgeri35 miles (217km) non-stop from Death
Valley to Mt. Whitney, California in temperaturep to 130F (55c¢). One obviously does not wake up
in the morning and decide to run the Badwateredguires years of serious, dedicated endurance
training.
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For many serious sport participants, one eventoisemough. The demand for multi-sport events
including duathlons (run, bike, run), triathlonsvii®, bike, run) and adventure races is considerable
There are over 400 USA Triathlon-sanctioned clubthe U.S., and the largest triathlons in the U.S.
attract over 5,000 competitors. Sanctioned eveatgyg from sprint, Olympic, half-lronman and
Ironman distances. In the sport of triathlon, thestrecognizable and prestigious is the lronman
Triathlon. The physical demands to prepare for @othpete in an Ironman imply a serious
commitment to sport. To earn the title of Ironmarisher, one must first swim 2.4 miles, cycle 112
miles and then run a marathon (26.2 miles). Mosthef 22 official Ironman races held worldwide
have a capacity of 2000 entrants, with some aaugpip to 2500 athletes. Consumer demand is so
high for Ironman events that entries will sell outthe first day of open registration. Countriesthny
Ironman events in 2008 included Australia, BraSijina, Germany, Japan, Malaysia, South Africa,
Spain, New Zealand, U.K. and U.S. The sport's comsuprofile is a marketer's dream: young,
educated, affluent, and brand conscious. A hightgathlon bicycle costs up to € 10 000; add € 500
for cycling and running shoes, race helmet (€ 2@@)suit and goggles (€ 600), entry fee (€ 400 for
the 2008 Ironman Austria), and scores of access(iria, bicycle rack for the car, sunglasses,iogcl
gloves, spare bicycle tire and tube, water bottlgorts drink, running hat, socks, etc), and the
significance of a triathlete’s financial investmeantthe sport becomes evident. A 2008 survey of
Triathlete Magazine readers found that 70% had taken a damept and 19% a foreign trip in the
last 12 months specifically to participate in aattiion (www.triathlete.com). Most triathletes
competed in five races annually. They are primariBle (76%), married (74%), with children age 17
or younger (51%), and have a median household iaafr8US 133,200.

Local merchants expecting a big boost in retail diming sales from hosting racers may be
disappointed. Endurance sport participants constgie spending (and energy) before the big race,
and afterwards most are too spent physically todpeoney locally. Event marketers recognizing this
pattern of consumer behaviour typically stage & rexpo where athletes must pick up their entry
packets and can shop at sponsor booths a day obdfeoe the race. Many hoteliers in host cities
require guests to stay a minimum of two nightsryrace weekends.

Distance runners are common subjects for serioo spsearchers because of the time commitment
necessary to successfully participate in the qpamk, Toohey & Bruun, 2007; Wheaton, 2000; Yair,
1990). McGehee, Yoon, and Cardenas (2003) studigaviement with running among members of a
running club and found that highly involved runnpeasticipated in more events, both home and away
from home. Higher involvement also correlated wittore particular information searching for
running and events. Funk, et al. (2007) revealatrotivation to participate in an internationabp
event (Gold Coast Marathon) arises from prior spowolvement, image of the host city, and
perceived travel benefits i.e., escape, sociatact®n, prestige, culture experience, etc.

Shipway and Jones (2008) explored the experienfclsemous' participants travelling to take part in
the 2007 Flora London Marathon using an ethnogragsearch design. Data collection commenced
four months prior to the Marathon and involved ntoriing the experiences of participants, and semi-
structured interviews with participants in the tweek period after the event. Analysis revealed that
participants strongly identified with the activif running, heightened by the travel experiences
surrounding the marathon event. Several conseqgseatehis sense of identification emerged
including the unique ethos, language and behawabparticipants, the need for significant personal
effort to complete the event, the perseveranceadfgipants in the activity, both in terms of triaig
and competing, the lasting benefits obtained by rthners through participation, and the ‘career
structure' associated with distance running. Hpaids also followed behaviors prescribed by a
particular prototype associated with the runnindpcsiture, resulting in homogeneity of dress,
behavior and values amongst the group. For new raesrds the running subculture, looking the part
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of an avid runner may be important to fit in, pawtarly if they are novices or less talented rusner
Wearing running gear (even when not running) comopaies a serious commitment to the sport and
helps form the basis for their personal and comrmidentity. The fleetest runners, however, are
immediately accepted by the running community, réigas of what they wear.

Cause-related sport tourists

Participants in the Leukemia and Lymphoma Sociefyam in Training (TNT) program demonstrate
a serious commitment to sport and the organizatioause. Since 1988, more than 340,000 volunteer
participants have helped raise over US$800 milfamthe Leukemia & Lymphoma Society through
Team in Training.

TNT has chapters in population centers across tise &hd provides training to run or walk a full
marathon or half marathon or participate in a hi@t, or a century (100-mile) bike ride. Team
members raise funds to help support the Leukemiby8aphoma Society in exchange for a life
changing experience, certified coaches, trainingpiad (specific sports, equipment, nutrition,
stretching), personal fundraising Web site, supframn staff and teammates, a fundraising mentor,
event fees, and lodging and airfare to more thara&@edited events in the US and abroad. The
Society uses 74 cents of every dollar raised focea programs, funding research to find cures to
leukemia, Hodgkin's and non-Hodgkin's lymphomas, myeloma.

In 2008, the year of their twentieth anniversariyTTtrained more than 30,000 runners, walkers,
cyclists, triathletes and skiers who participatedniajor marathons, triathlons, century rides andsr
country ski races all over the world. A day or tefore a TNT event, volunteers usually travel
together on a plane to a specific destination. fiigat before an event such as a marathon or a half-
marathon the volunteers celebrate with a pastay part recognize "honored teammates" and
individuals who have raised large amounts of mdoneyhe Leukemia and Lymphoma Society. Some
sites of events in which TNT participates includen®iego (Rock and Roll marathon and half-
marathon), Orlando, Florida (Disney marathon an@rharathon), Austin, Texas (Capital of Texas
Triathlon - Olympic Distance), Dublin Marathon, leaklahoe, Nevada (America's Most Beautiful
Bike Ride), Tucson, Arizona (El Tour de Tucson cepntride), and Anchorage, Alaska (Tour of
Anchorage cross country ski marathon and the Maybtidnight Sun running marathon and half-
marathon). From a research standpoint, does the e the participant serious or the cause they
are running for - or both?

Methods/Procedures

Telephone and in-person interviews with 12 marathomers from Pennsylvania and lllinois were
conducted in November 2008. Data from in-depthriigsvs with 45 of the 52 total participants in the
2009 Ice Climbing World Cup Finals in Busteni, Rani@a7 February 2009 were also analyzed
(Turco, Dinu & Goicea, 2009). Questions includededi spend in Busteni, length of stay, visitor
group composition, etc., modified from Scott andcbu(2007). A second survey was conducted two
weeks after the competition to determine when ggents began climbing, prior sport participation,
social benefits of climbing, self-identification asserious climber, travel behaviors, etc. Compietit
represented national climbing associations fromgBu&, Italy, France, Korea, Romania, Russia,
Spain, Ukraine, United Kingdom, and the United &atMarkus Bendler, Austria and Maria
Tomokolonova, Russia, were the overall Men's andn&io's World Cup Champions, respectively.
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Results

Ten of 12 marathoners were members of a local ngnolub and participated in occasional club
training runs and races. Most subjects trainedealout three occasionally ran with other runners.
Though scholastic running teams compete againsaonater most perceive the sport as an individual
pursuit. Runner A stated that running alone is eniient and permits contemplatiddy schedule is
such that | must run early in the morning on somagsdand in the evening on others, making it
difficult to arrange runs with others. | like rumg by myself. | can think about what | need toato f
work. Sometimes | even think about my running whitging! Subjects had been running marathons
for an average of eleven years, and participateghimverage of nine races per year; two of which
were marathons. Two subjects were pursuing entoytire 50 States Marathon Club. Runners seemed
willing to spend a great deal of money on shoesgaad even if it meant foregoing purchases of other
goods and services. All wore running clothes asuaasvear when not running. Eight of 12
marathoners had spouses, partners, or signifidchetowho were not runners. Three subjects ran in
high school or college. Most started running contipety as adults. Only two subjects had a parent
who ran; four had children who ran competitivelyuriRer B addedt used to run with my son in a
Baby-Jogger. Now he can run with me...except | gacauearly in the morning for his likindgRunner

C commented about how seeing other runners madéetiri’m jealous when | see another runner
and I've yet to have my run. It makes me want toggag. Several runners purchased or received
running books and magazines in the past 12 moMbst had received running-related gifts from
others during the yearalways get running socks in my Christmas stockaulgled Subject D. Nearly
all subjects considered themselves to be seriqugers. Stated Subject Bdon'’t golf, work on cars,

or garden. | run.

Climbers stayed an average of 4.5 days in BustamiHe World Cup Ice Climbing Finals. Their
average spend in Busteni was € 69.02 for lodgirg.64 shopping, € 72.50 for eating and drinking, €
28.18 for entertainment, and € 91.82 for other goadd services for a total spend of € 315.06. In
aggregate, climbers spent an estimated € 16 388isteni. Spend per day averaged € 70.01. Eighty-
four percent of respondents had competed in thddN2up before the 2009 event in Busteni; 68.9%
had previously visited Romania. Forty-two percehth® subjects had family and/or close friends
travel to Busteni to watch them compete.

Most competitors in the 2009 Ice Climbing World Cstarted climbing in their early twenties after
participating in other sports e.g. football (sogcglymnastics, equestrian. Most find climbing more
physically challenging and rewarding than the ogports. Many were socialized into climbing from
their parents and have spouses and siblings winoctiteb. All have acquired close friends through
climbing.

Climber A recalled her early years in climbingty first climbing competition was a provincial
competition in South Tyrol (Italy) in 1999. | wa2 ytears old. Climbing is something natural to me.
When | was a child | climbed on trees or anythiteg ¢ could find. In climbing, | like to be outsige
nature and the possibility to travel around, to s@sv countries, and meet new people. | think | am a
quite ambitious person and 1 like it to confrontsaly with others and to give my best during a
competition. | also like the competitions becalmsy ffer the possibility to meet a lot of friends.
Competitor B addedFirst of all, | have been climbing since | waswegoung. For me it's a way to
live. | need that. | love the effort it demands steength, elasticity and mental

Why do you climb? Competitor C stated:

| like this sport. | like the adrenaline that | gairom it....and my friends that came from climbihg.
like the places | have been because of the climbilie to check my level with other climbersla t
competitions and on the rocks. | like to feel tlag Wfeel when climbing a rock!
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Asked why she competes in climbing events, Climbeespondedi think | am quite an ambitious
person. | like it to confront myself with othersdaio give my best during competition. | also like t
competitions because they offer the possibilitse® and meet friends.

Climber D adds]t is not only about the competitions - it is abthe fun, about the beautiful places,
about the relationships with my friendS8ompetitor E describes her immersion in the spoam
completely fascinated by this sport. For me it isextension of my life/arley (2006) asserts that
adventure sports provide a break-away from sodeprescribed norms, and several climbers
commented to that effect. Competitor F statddye the spirit of climbing in nature. For mesitthe
way to live. | need that.

Conclusion

Results from this study reveal a glimpse into tbeiad worlds of endurance athletes and climbers as
serious participatory sport tourists. Includedhis investigation are the local spend by competits
partial impacts of sport participants’ overall etfe on host economies, in the latter case, Busteni,
Romania. Mountain climbers are not high-end tosri§they are conditioned to no or low cost
accommodations, typically sleeping in tents, slegdbags, mountain cabanas or low cost hotels,
dormitories or hostels. Their economic impacts lw hlost community are therefore minimal. World
Cup ice climbing competitors, though not significapenders, do serve an important role in the sport
tourism system, attracting spectators (and theendmg) to the destination, visitors who would not
otherwise visit. In this regard, sport competitoas be valuable assets worthy of investment faysa h
community.

One need not be an athlete to be a serious spoisttoSerious sport tourists also include spectators
who follow their favorite team to attend away matehin some cases, visiting sport event tourists
outnumber (and out-cheer) home fans, negatinglibené field advantage.” Consider the legions of
Manchester United fans that travel throughout teesen to watch their team compete in person. Tour
operations have been established on the club’sitegoviding sport travel packages for its many
serious sport fans. When ManU qualified for the N@p8 Champions League finals in Moscow, the
club was allocated 21,000 tickets, most costingeeitEt67 or £117. Add a £95 visa charge and
accommodation costs in one of the most expenstiesdn the world, and financing the final football
expedition easily topped £1,000 per person.

What drives the football fan to religiously followis favorite team? Adopting a social identity
perspective, Jones (2000) identified four compamgabehaviors - in-group favoritism, out-group
derogation, unrealistic optimism, and voice - is@ing continued participation in football fandom.
His model of serious leisure participation basedrughese behaviors explains why engagement in
such an activity is maintained.

Serious sport fans who travel to watch relatived/@nfriends participate in sport events are termed
WFRs (Watching Friends and Relatives). Scott anctd@2007) found WFRs spend significantly
more time and money in the sport city than othecctgtor groups. At the Little League World Series,
the pinnacle of athletic achievement for 12-yeat lobys, player association makes a difference in
terms of sport tourist spending, length of stayd @ame attendance.Spectators with a player
association spent nearly three times as much, ystiravel, lodging, souvenirs and other. Some
background on the event is needed to contextutlzeesearch findings. Most teams qualify for the
Little League World Series a week or two beforehandexpenditures are often made at the last
minute, without the benefit of advance purchaseddists. It was surmised that for some visitors in
this category, watching a friend or relative in thitle League World Series was a once in a lifetim
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experience, and they were willing to spend moneyhenevent accordingly. They may have realized
that they should experience all the Little LeaguerM/ Series has to offer, including attending most
games, purchasing souvenirs, staying the whole tivae child plays in the World Series, and eating
out instead of budget meals. A comparison of comsbehaviors among domestic and international
WFRs and other tourists at the Little League W&#dlies is provided in Table 1.

The Little League World Series is the pinnacle thfetic competition for 11 and 12 year old baseball
players, and family and friends of the participamts attended the event spent at significantly &igh
levels than other visitors. This finding is consigtwith what Tang and Turco (2001) concluded about
sport spectators, whose spending levels correspoiodidneir perceptions of the event’s prestige.sFan
who assigned more prestige to the event spent ithame those who perceived the event as less
prestigious.

Whether one endorses or opposes the practice gédRolds competing for sport supremacy, such
championships exist and are widely popular. Foemar living vicariously through their children’s
competitive sport participation, any price will sgagly be paid to see them excel, occasionally
pushing beyond reasonable limits. WFRs may be ainid other ‘fanatics’ who assign great self-
importance to their chosen pursuit, be it cricketiseball card collecting, NASCAR, or Star Trek.
Leisure fanatics have the propensity to travel tgréstances, collect souvenirs, autographs,
memorabilia, and other collectors’ items with vigbtackellar, 2006).

Table 1.Characteristics of WFR and other tourists at the@s20ttle League World Series

Domestic Domestic
WFR Sport Tourist Sport Tourist
Travel party 3 persons 4 persons
Sessions attended 6 sessions 4 sessions
Length of stay 7 nights 3 nights
Spending $2,337; $1,215 for travel $668; $175 for travel
International International
WFR Sport Tourist Sport Torst
Travel party: 4 persons 2 persons
Sessions attended: 9 sessions 6 sessions
Length of stay: 11 nights 7 nights
Spending: $4,550; $1,600 for travel $3,200; $fevaravel

Source: Scott, A.K.S. & Turco, D. M. (200.FRs as a segment of the sport event tourist
market.Journal of Sport and Tourismi2(1), 41-52.

Turco and Ally (2009) found thdt2.8% of spectators at the 2007 Cricket World Cag a
friend or relative participating in the event. Sjag¢ars associated with traveled in larger visitmups
(3.51 to 2.93 visitors) and stayed more nights tbdoer spectators (9.5 to 7.6 nights). WFRs spent
considerable more money in the host economy thharapectators for retail shopping, lodging,
transportation and items at the stadium (Table 2).
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Table 2.2007 Cricket World Cup WFR market comparison

Relative or friend participating in 2007 Cricket Wiol Cup?

Yes No
Visitor group size 3.51 2.93
Length of stay 9.55 7.62
Spending:*
Lodging $US 4179 $US 1626
Retail shopping 732 380
Food/beverage 1846 810
Local transportation 749 326
Stadium items 448 226
Round-trip transportation 5057 2311
Other 597 397

A Expressed as mean visitor group spending totablbggory

As WFRs travel more frequently to attend compeigiahey adjust their spending behaviors.
Turco (1997) noted that parents of young athletes fwequently traveled to competitions became
adept at cost saving strategies thereby minimitivegimpacts of the host economy. Ride sharing,
bringing prepared meals and snacks, and taking nmuimes or camper trailers are among the
practices used by parents who travel with theimgpathletes to competitions. While Scott and Turco
found no difference in spending among repeat arsd tiime visitors with player association, further
research is warranted. Repeat participation irLttie League World Series is rare for most athdete
Similar to the consumer behaviors of repeat visjtdris anticipated that per trip spending by WFRs
would diminish as they attend more sporting evémtehich their friends and relatives patrticipate.
Preliminary research on WFRs at the World Cup Iisiing Championships in Busteni indicate that
they are as frugal as the friends and relativeg tiame to watch. Local spend was on average 60%
less than tourists without a close associatiorotopetitors.
Should destination marketers and event promotesk & lure serious sport tourists to their cities?
From an economic benefit perspective, it would appghe answer is yes, though some athletes are
peculiar with their spending habits surrounding petition. Marathon runners will conserve their
energy before a race and are often too tired tp $bitowing the event. Besides a high carbohydrate
meal before the race (typically a pasta dinnegy thill abstain from expensive gourmet meals. WFRs
at marathons and other endurance events are fregeta liberally and eat as they see fit but may
restrict their shopping and food indulgences outredpect for their travel companions who are
competing.
This paper has devoted attention to endurancetaeshéand ice climbers as serious participatory sport
tourists. The nature and physical demands of endaraports necessitate a serious commitment of
time, energy, and finances to successfully padieipTo what extent are the commitments, levels of
involvement, and behaviours of other serious sparticipants similar/different from endurance sport
participants? Gillespie, Leffler, and Lern@002, 301) observed the social world of dog spamers
(primarily women) and wrote:
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“...we find that the boundaries between real and aites public social worlds blur,
harden, or grow more permeable in the everydayolifa passionate hobbyist. Some
ordinarily unquestioned antonyms of real world elg@ee, such as work and leisure,
family and non-family, masculine and feminine, famd not-fun take on new
meanings as leisure identities become centraldrtifipants’) lives.”

Serious endurance athletes adhere to strict t@irdietary and sleep requirements. For family and
friends not participating in the sport, these regmients may seem extreme, costly, and detrimemtal t
family cohesion. To avoid disrupting family scheshilvhile preparing for triathlons, the author would
drive to the local natatorium at 3:00 a.m., runkl®@meters, return to swim 3k, and be home before
his children woke up for breakfast.

McCarville (2007) questioned whether those notigigdting in serious sport would be excluded from
the social worlds of their significant others. Fotample, how comfortable would overweight non-
athletes be around hundreds of lean triathletesi¥é&rsely, how comfortable would serious endurance
athletes be around overweight and out-of-shape atioletes? At what point does serious sport
participation (and sport tourism) become an obsa8sterious sport participation may lead to serious
problems i.e., over-training, injuries, eating ddwrs, neglecting professional and personal
obligations, etc. Endurance events take theirawlbne’s body and injuries may ultimately halt $por
participation. What happens to those who can ngdorcompete in ultras, marathons, and triathlons
due to injury? Are they removed from these sociatles and if so with what consequences? The
above questions about serious sport tourists &eecofas potential areas for future research.
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Introduction

Public events have become an important part ofrtbdern tourism industry. Public events are held
for very di-verse reasons, they are usually inspb tradition or the desire to celebrate something
driven by the needs of the local economy or motiddiy the simple desire for financial gain. Thare i
usually no single motivating factor, and there aremerous interested parties involved, whose
interests may radically differ.

In order to investigate the meaning of public egearid to assess their impact, we need to know the
reasons for which public events are organisedcdngposition and number of visitors, and their targe
audiences. The origin of visitors, or their geotpiepl background, is one important piece of
information regarding the target audience. Somdip@vents are very local, whereas others have a
very extensive area, i.e. global events. Dependimgheir background and type, public events have
different meanings and different marketing stragegin order to develop a good marketing strategy,
one must know about the background of the publenewand also about tradi-tional visitor-specific
parameters (the number of visitors, time spenthim d@rea, the actual meaning of the event etc.).
Knowledge of the background makes it possible tcketeevents more successfully.

The aim of this study is to formulate principles ofmarketing strategy for public events that is
based on parameters characterising the geographicldihackground, using the specific example of
an Estonian agricultural fair. In order to evaluate the event's geographical pamind, we have
used the novel method of mobile positioning (Ah&sale2008), wherein we cull statistical data
regarding the visitors’ origin and the length ofitrstay in the area from the log files of mobie\sce
providers. The event on which our study focusdhésLindora Fair in rural southern Estonia that is
held during the autumn harvest period
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Theoretical starting points

Event tourists, like any other tourists, are wilito travel to a certain location for a certainigerof
time in order to participate in the events takitacp in that location and to partake of an expegen
that is not possible where they live (Falassi 198%, Getz 2008), and the only difference from
ordinary tourism lies in travel goals. Event toarisncludes events of different kinds — business
events, sports events (the Olympic Games, for mesfa cultural events (festivals, fairs) and other
mega-events (Getz 2008) that attract large numtifepgople. Event tourism also differs from other
kinds of tourism in that it is more the enthusiaamd cooperation of local people and not the
surrounding nature or the high level of the regsotévelopment that is crucial for the success @f th
event (Getz 1993; Janiskee 1994; Turko, Gursoy 2084).

One important geographical consideration is thekdpaeind of the event’s visitors: who comes from
where and for how long. Research on events, howes@rfar has paid little attention to the
geographical background (Bohlin 2000; Wicks, Fessem 1995; Verhoven et al. 1998; Lee,
Crompton 2003, cit. Getz 2008). There are sevewdans for this. The majority of research on events
has been conducted by cultural, economic and toueis-perts, but geographers have examined this
topic less often.

In the case of large international events, visitogntries have been studied (Daniels 2007; Heertro
al. 2006). Herrero et al. (2006) have pointed ouingeresting fact — although the expenses invoiked
organising a (cul-tural) event are concentrateth@mimmediate vicinity of the event’s location, ithe
actual impact covers a much wider area. Thus #terchining of the geographical background of an
event's visitors is important for the fair dis-tmifion of expenses and revenue and to help organise
better events. In evaluating the geographical backyl of different events, we must differentiate
between those tourists who arrive in the areastietause of the event, and those who have other
reasons to be in the area, but nevertheless visitte taking place there (Saayman, Saayman 2005).

Discussions of the geographical background of evhave also been informed by the central place
theory (Daniels 2007). In order to produce a produgrovide a service, a certain minimal level of
quality that allows the minimal needs of custonterde satisfied must be achieved. The maximum
level of quality of local services is indicative thfe maximum distance that a consumer is willing to
travel in order to acquire a particular productribie et al. 2002, cit. Daniels 2007). The distatiee

a customer is willing to travel is also increasgdhe uniqueness and attractiveness of the pramtuct
service — the more attractive the product/sentteefarther the customer is willing to travel.

The travel cost method is also an important me&assessing the impact of an event.

The Lindora Fair

The Lindora Fair takes place at an important cazsds in the village of Lindora in the municipality
Vastseliina each year, always on October 28. Thehts a long tradition, it has been taking place
since 1920s and is self-organising, i.e. farmex$ ather vendors simply come together and the fair
follows its natural course without too much orgatisn. It is a typical rural fair that takes plaafeer

the end of the harvest period. The most common geotd at the fair are handicrafts, agricultural
produce (vegetables, meat, etc.), homemade prodndtan-tiques. The fair takes place on the border
of Setumaa (a historical region in south-eastenorits) and is linked to the identity of the Seto
minority. Visitors are charged no entrance fee geddors only pay a symbolic participa-tion fee.
According to the classification of tourism eventséd on functionality (Getz 2008), the Lindora Fair
is a regional event that takes place on a regwarsband has a moderate demand among tourists.
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Despite the fact that the date is fixed, vendoustamers and visitors arrive from all over southern
Estonia. It is an excellent event to celebrateeting: of the harvest period.

Methodology

This study employs methodology developed by OU itRos LBS and the Chair of Human
Geography and Re-gional Planning of the UniversityTartu for the quantitative assessment or
mapping of the geographical back-ground of evertsag et al 2009). In order to assess the
geographical background of events, we need to kttwavorigin of the visitors, the number of
kilometres they have travelled, the means of trarighey have used, the time and money they have
spent on travel and the number of days they stayadhe basis of this information, we could dirgctl
assess the geographical background of the evagarmrate certain coefficients. Of course, a detaile
study would need to consider more thoroughly theng&s background and people’s reasons for
coming, but the primary aim of the present studyhis quantitative mapping of the geographical
background, so that we could evaluate events antpae them with each other. This quantitative
model could serve as a foundation for a qualita¢ivaluation of events and the application of furthe
research methods.

The conceptual framework for the assessment oféographical background of events (Ahas et al
2009) consists of the following stages:

Determining the number of visitors — quantitatigsessment. The average number of weekly visitors
is com-pared to the average number of visitorsngubbioth the previous week and the week following
the event.

Determining the origin of the visitors — the origihboth local and foreign visitors is determingd b
the administra-tive unit they come from (countrycounty of origin).

Determining the length of the visitors’ stay — thember of days a visitor spends at the location.

Determining the geographical background of the Esenmisitors — determining the visitors’
geographical region of origin and the distancedlled, and visualising the result on a map.

In this study, the four above-mentioned parametsrestablished using the method of passive mobile
position-ing (Ahas et al 2008a). In reality, thegraeters may also be calculated using other data an
gualitative sources of information.

A mobile positioning system is a system that allame to trace the location of active handsets in
relation to cellu-lar antennae, satellites or othwbile phones. Mobile positioning may involve
numerous methods and tech-niques that allow diffedlegrees of precision. Mobile positioning can
be divided into two broad categories — ac-tive gagsive. Active mobile positioning means the
tracking of the location of a specific mobile phpmequiring permission from the phone’s owner.
Passive mobile positioning data is automaticalorext in the log files of the service providers afte
each instance of phone use. The method of passbi@lenpositioning used here obtains the data
regarding the location of call operations perfornbgdunidentified phones from the log files of the
service provider. Such phones have been searchedhich have performed a call operation at the
Lindora Fair and, with help from the service praridve have calculated the time during which those
phones were in the area, pa-rameters regarding dh@val in the area and the estimated place of
residence and work of the phone (and owner). Nb slones whose owner’s place of residence or
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work was in the Lindora area (in the respectivevoet cell) were used in the present study, however,
the population living in the area is very small.

All data were anonymised by the service provided &ocations were established to the nearest
network cell. The data used in the study are anomgnand it is not possible to identify the actual

persons behind the data, as they have been prbtegte specially developed personal data protection
system. The passive mobile positioning data in #tigly has been used in accordance with the
principles of personal data protection establisheth in Estonia and EU (Directive 2002/58/EC,

2002).

This study has used passive mobile positioning datained from the log files of EMT, which is the
largest mo-bile service provider in Estonia. Basedhe number of active SIM cards, as of December
2007, EMT'’s share of Estonian mobile networks amedrio 48% (Eesti Telekom 2007). Passive
mobile positioning data in Estonia is gathered dy Positium LBS, which has signed agreements
with the two biggest Estonian mobile service praevs for the safe handling of data. Positium has
developed a web-based monitoring system PositiunorBerter, (Ahas et al 2008b) to satisfy the
information needs of various interest groups (lagavernment authorities, scientists, planners and
tourism companies) .

Field work methodology

In addition to mobile positioning data, data ofiaventory of events is also used in the PositiunsLB
model. Such data are obtained by performing sunaysS-10 people at events. In surveying
salespeople, every third salesper-son is asket tuf a brief questionnaire containing the folliongy
guestions: age, sex, geographic origin, how mamggithey have attended this event, and what they
are selling. A thorough questionnaire consistingabbut 30 questions that precisely determine the
reason for visiting, their origin, the way they aibed information about the event, the amount of
money spent and the means of transportation usgettto the event, is used to survey 32 visitors
selected using a quota sample (separated by gandeage). Thirdly, at the entrances to the event a
mass survey of the event's background is heldnduwhich the following questions are asked: the
per-son’s age, sex, geographical origin and howyntiames they have attended this event.

Geographical background of Lindora Fair

The Lindora Fair, which took place on 28 Octobed@thad roughly 5000 visitors. That is more than
the total of people living in surrounding parishEase performers had been invited to participate in
the cultural programme, including a group from RaisSecurity was provided by 12 traffic controllers
/ security guards.

The organisers estimated that there were 400 saiphkp at the event, and the organisers of this
research counted 350 during the first half of thg,d30 of whom were selling agricultural products,

120 manufactured goods and 100 handicrafts. Thespabple were from Russia, Latvia, Lithuania,

Poland and from all parts of Es-tonia. Auctions #otteries were also held at the event. Figure 1
shows the salespeople’s geographical origin baseith@ questionnaire. Numbers of salespeople are
also provided in table 1.
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Figure 1. Geographical background of salespeople at Lind&ai®, based on survey (every third
salesperson was surveyed).

The geographical background of the individuals wdrswered the questionnaire containing 32
thorough ques-tions was centred in south-eastdoniasi.e. the region in which the event took plac
The majority of visitors were from neighbouring ishes and cities in Southern Estonia.

594 responses were obtained from the brief quasdiom on the background of the event, from which
it became evident that the majority of visitors &édrom south-eastern Estonia and especially the
parishes neighbouring the event (Figure 2). Theodgésitors (Figure 3) was higher than average, an
persons between the ages of 40 and 70 predominaliibugh the largest number of participants
were attending the event for the first time, the-tlora Fair is notable for the number of returrnters
(figure 4); there were 111 persons who had visitede than 10 times, although they were mostly
inhabitants of surrounding parishes.
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Figure 2. Geographical origin of visitors to Lindora Fdgsed on 594 persons surveyed.
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Figure 3. Age composition of visitors to Lindora Fair, bdse survey of 594 persons.
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According to mobile positioning data, there wer@ 8isitors from Estonia at the Lindora Fair whose
homes were not in local mobile cells. Considerihg distribution of EMT in local counties as
reported in a study performed by the DepartmerGebgraphy at the University of Tartu and TNS
Emor in 2008, the total number of visitors may teab00, and as many as 1800 including inhabitants
residing in local network cells. One must take iotnsid-eration that vendors and other service
providers are in the same data set, i.e. they ¢amndalistinguished. The background of the Lindora
Fair based on mobile positioning is presented értfap in figure 5. This indicates that the Lindora
Fair is primarily a local event, and that most tzgiss come from nearby parishes. Thus 49.5% of visi-
tors come from an area with a radius of 25 km, Wwiscthe most local background of any fair studied
in Estonia that takes place outside a city. In dgnmhabited cities, there are many residents in a
small area, and for that reason a great deal @il iogportance is also possible in an urban context.
The proportion of participants from cities at thedora Fair is a very small 30.8%, which is theoals
lowest of all of the studied events in our dataebas

Percentage of Visitors Nr of Visitors

B o0 B 5060 @WDO
I 020 [ 60..70 <1
B z0 30 7080 Tallinn Kohtla-Jédrve . Narva
B 0 40 Js0.90 o * . s
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Figure 5. Mobile positioning data on the background of thedora Fair. Cumulative densities of
visitors’ places of origin are presented in 10%inals.

Visitors to the Lindora Fair also had a shorterrage travel distance (the number of km travelled to
the fair and back), averaging 128 km per persoe. Stmmary distance travelled by all visitors to the
event was 11,900 km, which makes this an event witmall zone of influence in the context of
Estonian events. The locality of the visi-tors he ffair is also expressed in the distribution @& th
visitors’ homes by quartiles: 75% of visitors wesiéuated in the 100 km zone (figure 6). Mobile
positioning data were also used to assess visiemgth of stay in the reion. 85% of visitors sthyle
day, 10% stayed 2 days and 5% stayed longer. luwdicaof length of stay in the region are
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considerably shorter than for summer events; thisost likely a result of the nature of the everd a
the season.

Since the Positium LBS database already contairsstipaing data for 3 years, it is also very
important to assess customer loyalty. It is easgetermine the number of persons who have visited
the Lindora Fair for the last three consecutiverged turned out that over 60% of visitors have
attended for at least 2 years, and the closertdaii's location, the more loyal customers onegin

Tallinn Kohtla-Jédrve  Narva

Tartu

Péarnu

Figure 6. Location of visitors to Lindora Fair, by quartleBased on mobile positioning data.

Discussion and conclusions

It is difficult to assess the background of evehtgause the gathering of empirical material iglgos
Studies of the Lindora Fair presented in this netethat used both mobile positioning data as eethr
part inventory of the event are one possibilitybtain an overview of the visitors to the evengitth
geographical origin and the indica-tors of previwisds to the region.

Since mobile positioning data is relatively new dvas not been used very often (Ahas and Mark,
2005), it is cer-tainly important to assess thehod's effectiveness. For that purpose, we perforened
comparison of a ques-tionnaire-based survey (58hdpand mobile positioning (describing about
1500 phone owners) (figure 7). This comparison shthat mobile positioning generally describes the
visitors and their origin similarly to the extenssivisitor study. Parishes with 1 or 2 visitors diédeen
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reflected in both databases. The overall increasé¢hé number of participants is also in close
correlation. The local Vastseliina parish is ovepresented in the ques-tionnaire data (100 resppnse
compared to the mobile positioning data (57 indmaid), because it is not possible to distinguigh th
mobile phones of inhabitants of the local netwoel cising this method. They are situated at the
event's location everyday. Pdlva parish and Pukéslpaare also over-represented and out of
proportion, since their mobile network is unuswaell:of their significant antennae are actually keca

in neighbouring parishes. In order to overcome phablem, the Positium LBS team has prepared a
special interpolation programme that uses Voroegsellation. This is already used in Positium
Barometer, but it is not yet included in the modulesed to study public events
(www.positiu.ee/tourism).
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Figure 7. Comparison of mobile positioning and questiommdita for evaluating hinterland of events
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This kind of method for the assessment of the asisitand background of events is of course a
guantitative method. One definitely needs to knawbssantial indicators about events, and also
visitors’ motives and evalua-tions. The quanti@timethod that arises from mobile positioning,
however, makes it possible to assess the nu basitdrs to an event relatively objectively and teos
effectively. It also makes it possible to ascerthimbackgrounds of events (i.e. the geographie nén
influence), much more effectively than before, whis impor-tant both for the assessment of
influence and the performance of marketing workaRtciers and salespeople also need information
about events, so that they can more objectivelpaetheir strategies. Our database has frequently
been used for the compilation of marketing stratggand the following are the three most important
guantities in this context: a) the number of visitob) the proportion of return visitors; c) the
background of events, i.e. where visitors live. @thuantitative indicators, for instance travetatse

and locality, have been of interest to economistsrider to assess the quantity of money spent by
visitors in the region.
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Abstract

The tourism industry and its related sectors hagatixered much of the criticism for making a large
contribution to environmental pollution. With itgxgnential growth over the past decade or so, the
event sector is drawing attention as an increasimgributor to this global problem. The event sgcto
primarily its professional associations are prawgdguidance to members as to how to produce events
which have minimal impact or reduce their impacttio@ environment. The purpose of this study was
to investigate the role professional associatiolay |[n promoting the sustainable agenda and to
evaluate their role in educating event profess®woal sustainable event practices. An analysisef th
content of a number of event management profedsassciations was conducted and found that
overall; associations seem to place limited valu¢he sustainable events agenda.

Keywords: sustainable events; green events; professionatiai®ns

Introduction

The issue of sustainability is at the epicentreim&rnational concern with pressure on both
commercial operators of all sizes and from all stdes, and private citizens to make adjustments to
their daily lives which reduce negative impactstba environment. The tourism industry and its
contribution to climate change are increasinglpaué of discussion and debate. More specificdily, t
event industry has attracted attention and then@vg an increasing international debate about fmw t
encourage the industry to become more environmgngalstainable. Events are an important
component of the tourism industry as they offeuglle economic, social, cultural and educational
benefits, and potential growth in tourism for manternational destinations. Events, by their very
nature, create waste. Properly managed, eventecgcle excess materials and supplies in useful and
meaningful ways, and they can do so using methwatsésult in minimal impacts to the environment.
Increasingly industry practice is to complete aviremmental impact assessment (EIA) as part of the
planning process for any event, and the importanod, need for this has recently become more
significant not only from an environmental preséio/a perspective, but also from a corporate social
responsibility perspective, and from a marketind pablic relations perspective. Until recently, BIA
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have been the only means by which event organtsersstimate what level of effect their event is
going to have on the environment.

It is clear that the event industry has experiergeehomenal growth over the past decade in terms of
the number, diversity and popularity of events ffiero As the number of events increase, there is a
growing realisation that there is a need for evaahagement professionals who are able to create,
organise and manage events (Getz, 1997). Althoughynevents are managed successfully by
dedicated volunteers, increasing competition acatissectors of the event industry is giving greate
impetus to the need for more fully professionalisaeents with staff that are well educated,
experienced professional event managers (ArcodiRe&d, 2004). As such, professional associations
play a significant role in facilitating the edueati and advancement of event management
professionals working in the industry. Moreovererth are few assessments on the quality of the
information, and in how much detail it is providddhe purpose of this paper is to investigate the ro
professional associations play in promoting suataslas events and to evaluate their role in educating
industry professionals on sustainable event prestic

Literature Review

The body of research which needs to be considefrehwdiscussing events and climate change is
clearly that which deals with the debate aboutainability. Once again, little has been explicitly
published about events and sustainability; howélvere has been extensive discussion about tourism
and sustainability. Sustainable tourism is an awhiag paradigm which incorporates a range of
approaches to the tourism/environment system atindéisns (Clarke, 1997), and focuses on
balancing tourism development with community, halamd wider environmental concerns (Bramwell
& Lane, 2008). Authors such as Hunter (1997) anah®Bvell and Lane (2008) note that sustainable
tourism is not limited simply to environmental saigability, but also includes issues of social
sustainability and economic sustainability. Onehaf most popular definitions of sustainability was
developed by the World Commission on Environmeatal Development: “...development that meets
the needs of the present without compromising thigtya of future generations to meet their own
need” (WCED, 1987). In a tourism context, the Wofldurism Organisation (2001) offers the
following definition:

Sustainable tourism development meets the needwesient tourists and host regions while

protecting and enhancing opportunities for thertitit is envisaged as leading to management of
all resources in such a way that economic, soaid aesthetic needs can be fulfilled while

maintaining cultural integrity, essential ecolodipaocesses, and biological diversity and life

support systems.

The tourism and events industries are of a cognatere with complex linkages and mutual
dependency (Cooper, 1998), and events are oftemedieas an integral component of tourism
development, often used as a means of attractsigpss to a destination (Getz, 1989; McDonnell,
1999). As such, sustainable development strateiesld also include dealing with the impact events
have on the environment (Arcodia & Cohen, 2007).
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Sustainability and Events

The growing popularity of travelling to attend fgats and other events (Boyd, 2002) has driven
researchers to examine this form of tourism. Altitotestivals and special events are often congidere
catalysts to tourism and more benign to the dd#bimia socio-cultural or natural environment (Weile
& Hall, 1992), there are many negative impacts eased with them which are predictable. For
example, festivals tend to involve a considerabialper of visitors in a limited geographical spawe f
relatively short periods of time, as maximising thember of visitors is often equated with high leve
of success from an economic perspective (Kim e2@0,7). This congestion leads to the possibility of
environmental degradation of a host community. TBmg-term success of community based tourism
such as festivals depends not only on maximisiranemic benefits (Kim et.al, 2007), but also on
protecting the natural environment in which therigiuexperience takes place (Johnson, Snepenger &
Akis, 1994).

Kulshrestha, Rao, Azhaguvel, and Kulshrestha (2@34pJored the emissions and accumulation of
metals in the atmosphere due to firecrackers aadklgs during the Diwali festival in India. On the
occasion of this festival, people burn crackers spatkles to express their happiness, leading talme
pollution of the air. In this study, metal concerions in the air were observed to be very high as
compared to background values on previous daysséme metals the concentrations were observed
to be higher than reported at industrial sites.t@nday of the festival the concentrations of metal
pollutants increased by 18 to 15 times. This stadjcated that burning firecrackers and sparkles fo
Diwali is a very strong source of air pollution,ntobuting significantly to high amount of metats i
the air.

Wang, Zhuang, Xu and An (2007) investigated thepaltution caused by the burning of fireworks
during the lantern festival in Beijing and founathhe emissions of pollutants, such as sulfuridimx
carbon dioxide, carbon monoxide, suspended pastialed several metals, aluminum, manganese and
cadmium, were over five times higher on lanternsddnan normal days. These are again associated
with serious health hazards due the increased diutipn and create a serious oxidisation effect
which has a devastating impact on the environment

Climate Change and Events

Weather and climate play important roles when glagevents and can affect an event on a short-
term basis or for the entire duration of the evEnt. example, rain during a conference in Hawaiy ma
not negatively impact conference proceedings byt imgact social activities (e.g. conference dinner,
post-event tours) or cold, wet conditions for theadion of a fair or sporting event can reduce the
overall attendance at the event. Jones, Scott &n&ialed (2006) studied the implications of climat
change for outdoor special event planning in Careuth reached a series of conclusions. Firstly,
climate variability does have an impact on speewnts (through measures such as revenues,
attendance and visitor satisfaction) and it is intgrat for organisers to understand the extent tichvh
visitation, quality of experience and event operatiare sensitive to weather and climate (Jonesd, et.
2006). This understanding can in turn help in plagrto minimise weather-related risks. Another
challenge highlighted by the authors is the effd#ctlimate change on events which are centred on
certain naturally-occurring phenomena (such asAheual Cordova Shorebird Festival in Alaska,
which has been affected by a change in bird migyapatterns due to the change in climate) or
environmental conditions (such as the Golden Rainlee Fishing contest in Minnesota, which was
cancelled in 2002 due to unsafe ice conditions)s Tipact could spell the demise of many events
which rely on natural resources of this type orcser re-development aimed at moving with the
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changes. Such changes could have major negativeegoences for regions which have high
economic dependency on the economic benefit tieagwknt brings to the area.

Professional Associations and their Role

Professional associations act as a conduit forrnmtion between the members and the wider
community of the profession they represent. Rebesnto the role of professional associations has
been scant. Some work has come from the informagohnology sector. Swan and Clark (1990),
Swan and Newell (1995) and Robertson, Swan and Né®296), have published on the role of
professional associations in the diffusion of neshhologies. Chamberlain (2003) studied the role
professional obstetrical and midwifery associatigtesy in reducing mortality. A larger body of
literature has been published in the managemenéxiosuch as by Gruen, Summers and Acito (2000)
who investigated relationship marketing activitiemmmitment, and membership behaviours in
professional associations and Ammons (1994) whkeddat the role of professional associations in
establishing and promoting performance standarg®wérnments. Greenwood, Suddaby and Hinings
(2002) studied the role of professional associatiarthe transformation of institutionalised fieksd
suggest professional associations are importarthfee reasons. First, they are arenas throughhwhic
organisations interact and collectively represéetriselves to themselves. They allow organisations
within the same community to interact, and to ustderd reasonable conduct and the behavioural dues
of membership. Second, shared characterisatiorslajewnot solely as a result of interaction within a
community, but also as a product of interactionthwther communities. Professional associations act
as representative agencies that shape, defineealedirre the practice of interaction appropriate for
their respective memberships. Third, professionsgoeiations can play an important role in
monitoring compliance with normatively and coertpveanctioned expectations.

In an event management context, research has heeeeped by Arcodia and Reid who have
published a series of papers exploring the rolelsrasponsibilities of professional event assoaigtio

In their 2002 study of the mission statements affggsional event associations, they reported that
over half of the mission statements evaluated placgortance on the exchange of information and
on the association providing continuing educatiomgbortunities to members. This emphasis is to
improve professionalism, contribute to increasedele of satisfaction for both customers and
professionals and help promote the services prdviethe industry more widely (Arcodia & Reid,
2002). In their investigation into the educatior@k of professional event management associations
Arcodia and Reid (2003) concluded that professi@vant associations place a high importance on
education and updating/up-skilling members whickuim should help the industry develop in a more
strategic way.

Research Method

Data collection involved gathering information pished on the websites of professional event
management associations. A convenience samplirgepsovas used to identify appropriate websites
for the study. Sometimes called purposive samplihg, units of study were chosen not for their
representativeness but for their relevance to ¢ésearch questions and analytical framework of the
study (Schwandt, 2001). In this study, websitesewsglected for a number of practical reasons.
Firstly, the websites that were selected needebeton English. Secondly, the websites selected
needed to present a sufficient level of informatioet was able to be analysed.

The sample size for this study was fifty profesalogvent management associations. A large sample
size is not usually associated with qualitativeeagsh as there is interest in establishing quality
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through in-depth analysis of data. Associationsewmiitially identified from the list created by
Arcodia and Reid (2003). This list was supplemenbgd associations which have either been
launched, or have created a web presence sinceesedrch was published. These were identified
using internet search engines such as Google am@oydJsing two search engines reduced the
possibility of missing an association. Analysiskquace on two levels. Firstly, it identified thetent

to which professional event associations placeevalu sustainable event practice. This was done by
analysing how many associations included infornmatan sustainable events. Secondly, of the
websites that contained useable information, idusme evaluation matrix of categories to provide a
standard framework of analysis that covered chanmdlich are commonly used to disseminate
information electronically including a dedicatedv/fzage, Presidential/CEO statements, reference to
sustainable practice in the associations’ misstatesient, the provision of a training program, the
provision of practical reference materials, thevigion of information in an association publication
(e.g. newsletter, magazine) and the provision chward for best practice in sustainable events. The
categories of analysis were continually reviewed aefined as the data collection process was
conducted and new themes emerged. The data wasecbtind analysed firstly via SPSS to provide
some basic statistical information on the samples Pprovided insight into how associations were
providing information to their members and whanfats were most popular.

Results & Discussion

Of the fifty identified associations, the majoriy4 per cent) were business event associations. The
next most frequently occurring type of associaticas ‘trade show and/or association’ (22 per cent)
followed by ‘festival and/or special event assaoidt (8 per cent) and ‘venue management
association’ (8 per cent). Figure 1 provides amlete breakdown of the types of associations. This
gives an insight into the size of the business eseator and highlights the need for further redear
into the area.

Figure 1 Types of Associations

Type of association

M Business event association

M Festival and/or special event association
[d Trade show and/or exhibition association
M Venue management association

E other

22 %

Categories of analysis

At the commencement of data collection, a seriegnitifal categories were created based on the
literature review. These categories were areahefvebsite where information on sustainable events
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could be found. Upon analysing the websites instmaple, a series of additional categories emerged.
These were themes which occurred regularly on thksites. A final list of fifteen categories was
identified and this paper reports on the first fofehese.

General Information

This section provides a brief analysis of the wiglssivhich contained information on the identified
categories. Of the fifty websites in the samplep&Bcent had a page on their website dedicatetysol
to sustainable event information. The majority (82 cent) did not contain such a dedicated page.
This does not necessarily mean that the websiteadti have information in other areas. As noted by
Crosetto and Salah (1997) and Kloss (1999), ontheofoles of professional associations is to offer
specialist advice and information. As one of thedlamental services provided by the association is
access to information, having a dedicated pageaat qgf the website would help to make the
information easily identifiable to event organisevho seek it. Table 2 provides a breakdown of
responses to this item.

Table 2: Dedicated page

Frequency Percent
Yes 9 18.0
No 41 82.0
Total 50 100.0

The information contained on these pages in macancluded checklists such as: (Association 12:
‘the green meetingshecklist’); and suggestions on how to become rsostainable (Association 15:
‘top 10 things you can do to go greerrgports (research and opinion-based) on sustititpadr
climate change and their impacts on events (AsBonid0: ‘how special events are going green to
protect environment’; Association 15: ‘the econormgact of green meetings’and reports on
investigation on how many event mangers are ‘ggirggen’ (Association 33Three-fourths of event
pros add "green" elements to eventSeveral pages included information on carbonettifsg or
carbon-neutral events.

Sustainability Statements

A statement about sustainability is different frétme mission statement of the association. These are
declarations of the association’s position on gsngtde events. Only 10 per cent of the websites
analysed included a sustainability statement. Webshat did feature a statement couched the issue
within a corporate social responsibility (CSR) fieamork, for example:

What is Corporate Social Responsibility? Corpor&@ecial Responsibility (CSR) is the
recognition that an organization is inextricablytentiwined with society and the earth and
must take responsibility for its actions in regaodthe “triple bottom line” of people, planet,
and profit... (Association 10)
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Furthermore, this association also acknowledgedirttportance on the triple bottom line.
Recognising the triple bottom line as an approertaisiness goal is becoming increasingly
common in business, not only in the tourism indydiot in business more broadly.

Another association builds on the CSR perspectne @ovided members with a definition of their
position, creating a ‘Green’ social responsibifitatement:

To organise responsible, value-led live events Hiat to have a positive social impact on
people and a minimal impact on the environment. sqéiation 15)

The importance of education about the issue wasliglged by another association that aims to
educate and influence its member organizations dhiewing economic and strategic goals while
minimizing adverse environmental impacts of thetsvihey produce...” (Association 17).

A number of issues arise from this data. Firstlgngnassociations mentioned that they would provide
information, guidance and best practice to membsyeut sustainable practice. Further, they
encourage members to share and provide examplesuarfesses or failures. Only one of the

association websites that contained a statemesusiainability actually mentioned who or how the

information that was available would be vettedegulated to ensure that they were indeed providing
advice that was best practice.

As pointed out by Arcodia and Reid (2003) accunafermation on the status of the event industry is
difficult due to its diversity, dynamism and thenstant change. This highlights the importance of
monitoring the information that is available. Tesme association also highlighted the importance of
measured planning which is regularly reviewed godhted in light of industry developments:

... Additionally, organizations can adjust their adnsimative practices in very simple ways to
reduce the environmental impact of their officerafiens on the environment. The committee
will identify, as its first goal, simple steps whiorganizations can undertake to reduce their
impact on the environment... (Association.17)

Presidential and Mission statements

None of the websites in the sample contained adaesal or CEO statement which made reference
to sustainable events, nor made reference to dwded sustainable event practice in their mission
statements. This is a serious omission as themuish evidence to attest to the value of mission
statements to an organisation. A mission staterfiel$ two things about a company: who it is and
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what it does” (Falsey, 1989, p. 3). A number ofeothuthors, such as Bart, Bontis, and Taggar (2001)
and David (2007) offer similar definitions whichltidrue regardless of whether an organisation sefer
to this statement as a “mission statement,” a ‘imnssa “credo,” “our philosophy,” “core values,to
something else. Additionally, this statement mapautline where an organisation is headed; how it
plans to get there (Abrahams, 1995); what its ftigsr; values, and beliefs are (Collins & Porras,
1991); and how it is distinctive (Ireland & Hitt992). Corporations are urged to create mission
statements for many reasons: to assert leadetslem et al., 1991), to inform employees about the
company'’s goals and unify their efforts toward ampbishing them (Bart, 1998; Ireland & Hitt, 1992),
to serve as an effective public relations tool (da2007; Bart, 1998), to provide a rationale for
allocating resources (David, 2007; Bart, 1998), dgtode current, critical, strategic decision making
(Drohan, 1999), and to inspire enthusiasm aboultfithe (Bartkus et al., 2000; Collins & Porras,
1991). In addition to specific benefits that arédsto accrue from having such a statement,
successfully completing the mission statement mp®cemonstrates that a firm can think reflectively,
plan carefully, work collaboratively, and make infeed decisions (Williams, 2008). Thus, it can be
expected that corporations with mission statementsdd be more successful in the marketplace than
those without. All associations in this study sagriphd a mission statement which mentioned wanting
to be an industry leaderbr ‘theindustry leader’ If event management professional associationls wis
to give their members the competitive edge in tharketplace, a mission statement which
comprehensively embodies the association’s coreegaland in this discussion, its interests in
sustainable practices, is vital

Training programs and certifications

As noted by Getz (1997), there is a growing needetelop event managers who are able to manage
events to ensure professionalism in the industmaies constant and of the highest possible standard
Although the nature of professional work itselic@ntested, one distinguishing attribute identified

the literature is the learned nature of a profesdiamccupation, i.e. the degree of training and
education required (Greenwood, Suddaby & Hining®)2, or the application of a particular and
unique set of knowledge and skills (Welsh & Woodiyat989). Starr (1982, p.15) argues that a
profession ‘has service, rather than profit, oaéioh enshrined in its code of conduct’ so that
conforming to a service ideal is also a key definfeature of the professions. Professionals are
assumed to be self-regulating on an individual earghorate basis in terms of competence and ethics,
and responsible for service provision and outcdrnedman & Phillips, 2001).

Furthermore, no websites contained information entiftcation for practitioners who used sustainable
event practices. According to Friedman and Phig801), the process of professionalisation invelve
manipulating perceptions about the degree of gkil judgement required to carry out professional
tasks and task domains are monopolised by comigo#intry through certification. Members could be
motivated to be more sustainable in practice ifehgas opportunity to be able to market themselves
as accredited/recognised sustainable practitiodesociations need not offer their own accreditatio
program, they could also provide information onsérg programs, such as the ‘Green Globe’
program, which is designed specifically for theriein and associated sectors. Arcodia and Cohen
(2007) investigated accreditation for the evenustdy using Green Globe as a case study. The Green
Globe program benchmarks tourism and hospitaliint®sses against a series of indicators that have
been designed to measure and assess the curradihgtaf the operation (Arcodia & Cohen, 2007).
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Conclusion

The findings of this study indicate that professiocevent associations are only partially fulfillittggir

role. Very little is being done to encourage eveanagers to ensure the event they are organising is
sustainable as there is little operational andiesgia training or accreditation on offer to members
Secondly, there is no evidence to suggest anytsffumve been made in developing compliance
standards for the industry. Few associations recemanaccreditation programs and none appear to
offer their own accreditation program. It could dérgued that because no government or other legal
requirements exist, there is no need for practtisror associations to monitor practices.

Of the associations that do provide members witrination, it is largely limited to practical
reference guides that are helpful, yet sometimgsdntical at the user end. There does not appear to
be any differentiation in the information that isoyided to the different event management sectors
(i.e. business events, festivals and special eyate shows and exhibitions). Some could argat th
this is a way to promote standardisation in infaiorg however the needs of each sector are differen
in many ways. As such, advice needs to be tailtresliit each sector. Standardised practices can the
be achieved both within each sector and more byoailtention also needs to be given to the
practicality of the suggestions that are providedr example, suggesting that all food scraps are
composted instead of putting them into the rubligime consuming and often unrealistic for reasons
such as the size of the event, the timing of foeise and lack of space in the area to include an
additional set of bins.

This exploratory study could be expanded by sungeyirofessional association members to paint a
more comprehensive picture of what associationsl@ireg to promote sustainable event practice. This
could be extended further again by including inamg with association members to establish what
their perceptions of sustainability are, what theérceptions of sustainable events are and what
resources they feel they need to help achieveinabla practice. It could also establish if there a
any needs that are peculiar to the sectors as nggised.

There is also a need to explore the synergies leetwee greening of events and the sustainability
debates more broadly from a CSR perspective. Usliegresults of this study as an example,
associations appear to couch sustainability withi@SR framework. It would be of benefit to have a
clearer understanding of why and investigate i ki the best way for it to be accomplished. This
would also help associations better understand thesition on sustainability. With the underlying
notion of sustainability being the ability to mabe needs of today while protecting and enhancing
opportunities for the future, the event industrgd® to focus further at achieving more sustainable
practices.
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Abstract

Image is one of the most relevant forces attractisgors to a destination, and the mushrooming of
blog communities contributes to shaping (or modidyivisitors’ perceptions of a place. Large scale
content analysis over time is believed to bettgrtwo® the relevant factors shaping a destination’s
image. This study, based on the analysis of 667&8&8les from 11 international online travel
communities and social travel guides, identifieage factors using a Latent Semantic Analysis (LSA)
approach. LSA reveals attributes associated tad@stinations across documents, which have been
analyzed over time. The large number of documefds/s observations on sub-periods (quarters) as
well as the assessment of seasonal changes oflihe oamage representation. The aims of this study
are two-fold. The first goal is to outline the wieigf cultural components on the overall online gama

of a city destination. The second goal is to mangied identify changes of image components over
time.
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Introduction

The concept of destination image has been the tobjemumerous studies in the field of tourism for a
long time, being a relevant element both in undexding tourists’ behavior as well as destination
marketing. Tourism literature about destinationgea&overs four major areas, namely the importance
and the impact of destination image, the image &bion process, the sources of information and the
factors influencing destination image (see figure 1
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Figure 1. Major concepts of destination’s image — a framework
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Crompton (1979) defines destination image as “tia sf all beliefs, ideas, and impressions that a
person has of a destination”. A vague constructafioich a common definition has not yet emerged
(Fakeye & Crompton, 1991; Mazanec & Schweiger, }9&fefinitions of destination image
commonly identify two components: one connectecdhwgerceptive/cognitive evaluations and the
other with affective appraisal. The first componegfers to individuals’ knowledge and beliefs about
the object, and the second concerns individualglirfgs toward the object, whereby individuals’
characteristics and experience play a major rolegn@ive images tend to be formed prior to the
affect, as demonstrated by a study from SonmeSaattaya’s (2002), while affect more likely serves
as a principal variable between perceptual/cognitivaluations and the overall destination image
(Beerli & Martin, 2004a). The overall destinatiomdage is formed in combination of these two
components, whereby affect more likely influencege bverall image than perceptual/cognitive
evaluations and affect together (Baloglu & McCledr§99).

There is general agreement that the cognitive compiois the antecedent of the affective component,
and that the evaluative responses of consumersfetemtheir knowledge of the object (Beegti al,
2004a). The observation of the cognitive comporaithe overall image is therefore as much
important as that of the affective component, eisfigdn a situation of multiplication of informain
sources. The mushrooming of travel blogs and conitiesnin particular provides an interesting
environment for the observation of the factors si@gpthe cognitive/perceptual component of
destination online image. Travelers’ knowledge aetlefs about the destination indeed are mainly
influenced by secondary information sources sudajuédes, word of mouth and travel blogs (Beetli

al., 2004b) and recent research suggests that travelake extensive use of consumer generated
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media (CGM) for planning leisure trips (Yoo, Leeae@el & Fesenmaier, 2008). Written in the style
of a diary or direct communication, blog entriesmx dwell much upon affective aspects, but mainly
report about visitors’ actual experience in thetidagon. This shapes the destination image acngrdi
to the activities and attractions told by the avemf the content rather than on affective judgisien
mediated as in traditional image studies.

This study aims to observe the cognitive/perceptimmhponent of online destination image. The
primary goal is to describe a destination’s profitegeneral as well as its formation over timeitas
mirrored in online documents and blogs. Producedlte can be of immediate use for destination
marketers. The choice of a large city (Austria’pita Vienna) as tourism destination within this
research demonstrates the potential of this ty@alysis to its full extent.

Destination image: concepts and models

Destination image is one of the factors that affleetdecision-making process about which destinatio
to visit. The motivational forces that lead pedpldravel to a specific destination can be distished

as push and pull factors. The push factors comphieesocio-psychological motivations underlying
individuals’ decision to travel, while pull factonsclude those tangible and intangible factors
connected with a specific destination, such as Hesgchistoric resources, as well as the marketed
image of the destination. Traditionally the pulctta&rs have been conceived as useful to explain
travelers’ actual choice of the destination, orfee decision about the type of holiday experience ha
been made (Uysal & Hagan, 1993; Baloglu &Uysal, 8)9%s a pull factor, image is one of the
motivational variables having an influence on tleestion of the travel destination. Moreover,
destination image affects the travel satisfactiomlissatisfaction of an individual, which dependas o
the congruency of visitors’ expectations and thaditye (Pike, 2002). This impact implies that, for a
destination image to be effective, it must be valmd realistic and not based on fantasy; it must be
believable, simple, have appeal and differentiaestination from the others by emphasizing the
unique characteristics (Joppe, Martin & Waalen,120@ccording to LaPage and Cormier (1977),
tourists form a mental image of the destinatiommptd visiting a destination, and this image is enor
effective than the actual facts when choosing &rdsn.

Typically, image formation models correspond to sperdetermined (organic) or destination-
determined (induced) images, the former reflectmijvidual differences in information processing
and interpretation, and the latter reflecting tloeuality of the destination (MacKay & Fesenmaier,
1997). Following this dichotomous conceptualizatighe factors influencing the formation of
destination image can be roughly classified intsougces available at a destination and personal
factors. Baloglu and MacCleary (1999) for instadeéine these two components as stimulus factors
(e.g. physical object) and personal factors (ergvipus experience). The destination environment
having a direct effect on image formation comprisasiral landscape, historic interests, hotel aesig
tourism infrastructure and destination service ipé8irgy & Su, 2000). On the other hand, personal
factors include motivations, experiences of vacatravel, and socio-demographic characteristics of
tourists. Some other factors are previous visitsdivect experience with a destination (Hahm,
Upchurch, Wang, Milman, & Underberg, 2004; MilmarP§&zam, 1995), cultural background (McKay
& Fesenmaier, 2000), the experience level of theidgo (Balogluet al, 1999), tour operators, travel
agents, guidebooks, familiarity (Baloglu, 2001) avatd of mouth (Baloglu & Mangaloglu, 2001).

The process underlying the formation of destinatiamage is generated by different agents, more or
less authoritative and under the control of touremhorities. Tourism literature provides different
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attempts to model the formation process of destinaimage. Gunn’s (1972) image formation model
for instance refers to organic and induced agéntganic agents are not directly related to tourism,
such as newspaper reports, books and movies, widleced agents are formed from marketing
promotions and advertisement of destinations. Bwldipon Gunn’s work, Gartner (1993) proposes
eight agents of image formation that are relatedhto degree of control of the promoter and the
credibility of the target market. The four inducestegories refer to agents in control of destimatio

marketers. The autonomous agents are authoritatidecredible sources of information, while organic
agents (unsolicited or solicited) refer to inforioat obtained by others, as in the case of blog
communities.

Travel blogs and communities fall under this laategory. Tourism-related information provided

through online media complements, and sometimestitulles, traditional information sources,

standing out as an established agent of image famavhich may change the image of destinations
(Cho, Wang & Fesenmaier, 2002; Govers, Go & KurB@67). In particular, the information provided

by travel communities and blogs is considered tcakferm of word-of-mouth, which is the most

influential source of information when making avehpurchase (Litvin, Goldsmith, & Pan, 2008).

Such secondary information sources mainly influeth@e cognitive component (prior visitation) of

destination image (Beew#it al, 2004b).

Focusing on the content generated by users of ltlslegs and communities, this study aims at
investigating the contribution of diverse destioatdetermined agents to the overall online image of
destination. The primary goal is to describe desitom’s profile as it is mirrored in online docun&n
and blogs. Another interesting aspect connectell @iiline image concerns its variation over time.
Typically, the overall destination image changesw$}, but its components may present more
frequent fluctuations (Gartner 1986; Gartner & Hut©87), under the impact of advertising
campaigns, promotional activity or media coverdde Internet is the ideal source for retrieving+ea
time information and communicating quick changebiclw mirrors the actual life in the destination
better than traditional media, bound by assembéng distribution times. The flexibility of the
Internet as medium for the provision of informatiand the vivacity of tourism supply in urban
environments represent the ideal conditions todgtigate changes of image profile over time.

City tourism, culture and event

Cities, as tourism destinations, offer a wide midf of facilities, services and amenities. Among
them, culture plays a major role, to the extent tha two are often mentioned as one unique product
at least in Europe. On this continent, cities’ calntoles, in the political, social and culturdeliof a
country have, contributed to the centralizationaoflistinctive heritage of past civilizations. The
tangible and intangible heritage of a city reflatis evolution of the society through its variotegyes,
resulting in various layers of memory, upon whible tontemporary essence and image of a city is
built. Cultural cities represent a key product ir@&pe’s overall tourism offer and a key competitive
factor for Europe's overall competitiveness. Cultis regarded as a sustainable avenue for socio-
economic development, replacing the traditional uf@acturing industries. It generates assets, such as
skills and products, which contribute to the socald economic well being of the community
(Andersen, Prentice, & Guerin, 1997). Besides echarthe rich heritage of the past, European cities
nowadays make attempts to attract contemporarysfafculture, such as the creative industries,
namely business segments in which creativity pkay®sajor role in the provision of products and
services (Vienna Business Agency, www.wwif.gv.aajv?0, 2009])
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Vienna, the destination object of this study, fultypresents this trend. The capital city of Austiaa a
remarkable past with its apex in the period when dly was the capital of the Austro-Hungarian
Empire. The city not only features an outstandinfjucal capital ranging from classical music (the
Viennese Classicism) to architecture (for instanmseBaroque castles and gardens), but also atract
contemporary cultural initiatives. Creative indietrrepresent one of the core areas of economiss foc
for Vienna, accounting for biannual investment¥ ahillion Euros. A recent study commissioned by
the City of Vienna on the economic potential obthéctor underlined Vienna's well established urban
and artistic cultural milieu (Vienna Business Agen2008). The choice of this destination, to
investigate the role of culture, in its histori@ald contemporary expressions, as a tourism product
therefore seemed to be appropriate.

Given that a clear-cut definition of cultural tam has not been achieved yet, a framework of
definitions of cultural tourism had to be set fdhiist study to further analyze and categorize the
different shades of culture. This study adoptsdbeceptual and operational definitions of cultural
tourism and cultural attractions used in a studycibies and culture in Europe by UNWTO & ETC
(2003). Cultural attractions are classified inteethmain categories, namely the Heritage, the a&uts
the Creative Industry. In this framework:

‘Heritage’ refers to tangible (sites, buildingdc. and intangible aspects representing the @lltur
heritage of the past;

‘The Arts’ refers to the performing, plastics andual arts representing the contemporary culture of
the place;

‘Creative’ refers to the creative business, sueh (graphic) design, multimedia, fashion and
contemporary architecture.

Moving from this context, an operational list ofltawal attractions belonging to each category was
drawn from the extensive classification of cultuastractions outlined by Wdéber, Grabler and Jeng
(1998; 2000) and used by several European destigato classify visitations to cultural sites (more
information available avww.tourmis.info[May 20, 2009]).

These definitions have been used to classify tealtse of the analysis based on the applied Latent
Semantic Analysis approach which identifies keywgottat aim to identify concepts describing
Vienna as a city tourism destination. Categorieshtm-cultural keywords have been created upon the
meaning of the keywords themselves. The keyworde Hmeen independently grouped into these
categories of meaning by the authors during a cehgrsive analysis. The outcome of each
individual analysis has been homologized in a se@qirase, in order to highlight and discuss differen
perceptions of keywords meaning. The result ofdiiegorization process resulted in 12 categories
over all (see table 1).
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Table 1. Categories for keywords classification — theosdtiramework, label and operational
definition (adapted from UNWTO & ETC, 2005)

UNWTO Category . -
framework Category label Operational definition
historical  building, museum, church,
monastery, historic street, castle, ruins,
palace, historical cable car, historical trgin
Historical tangibles 1 ride, historical metro, theater, opera,
Heritage historic birth place, historical spa, historical
viewpoint (e.g. tower), mines and caves,
memorials and cemeteries
Historical intangibles 5 Iangyage, cuisine, folklore, classical music,
religion
Performing arts 3 thea'ter piece, opera piece, drawing, mogern
music
Contemporary Visual Arts 4 painting, photography, printmaking,
Arts filmmaking
Plastic arts 5 sculpture, mosaic
fashion, design, web, graphic, textile,
Creative industry 6 contemporary  architecture, literature,
jewellery
Stree'gs, _Add_resses an;i train station, street name, etc
Locations in Vienna
Accommodation 8 hotel name, etc
Non-cultural Restaurants 9 restaurant name, etc.
attractions Nightlife 10 club, bar, etc.
Shopping 11 shopping district, shops, etc.
Destinations (not Vienna), 12 Austria, Hungary, etc.

In what follows, we first describe the methodolagged to extrapolate the most significant aspects
shaping online destination image for Vienna. Wentlprovide an interpretation of results and
conclude this paper with study limitations and dgsgon.

Methodology

To derive at factors shaping online destinationgenaf Vienna, Latent Semantic Analysis (LSA) of
articles in online travel communities is appliedidentify attributes which are synonymously used
with, or in the best case synonyms of, the tamgyen (Vienna) (Deerwester et al., 1988). An advanced
web crawler (more information available at www.wetalrd.com [May 20, 2009]; Scharl & Bauer
2004) is used to extract 38,482 documents abouindidrom 11 international travel communities and
social travel guides (later referred to as commes)it They were selected based on expert sampling
from tourism professionals of the Austrian Natiomalrist Office, as well as experts from academia



113

conducting research in the area of social medid B&dtourism (see list below). The documents were
published between March 2008 and March 2009 towaldm analysis of the development and
characteristics of online destination image ovmeti

www.travelblogs.com
Www.igougo.com
www.mytripjournal.com
www.travelpod.com
www.travelblog.org
www.traveljournals.net
www.travbuddy.com
www.virtualtourist.com
www.tripadvisor.com
www.realtravel.com
www.43places.com

As of March 2008, Yahoo's search engine was usesk&och for articles about Austria within these
communities. More precisely, the URLs (Uniform Re®@ Locators) of articles about cities in
Austria were retrieved, serving as the basis ferdtawling process in order to mirror the respectiv
documents. Yahoo is one of the well-known globakcle engines like Google or MSN Search, which
furthermore provides an API (application programgninterface). It can be called automatically by
programs to retrieve search results consisting dige title, a short description as well as thk t;m

the result's website. On a weekly basis, a scripgmmmed by the researchers’ searches for the
keyword "vienna" and "Austria” in order to identifglevant documents, and extract URLs to prepare
a focused crawl to draw the weekly sample.

In the next step, the webLyzard crawling agent (wmeblyzard.com, [May 20, 2009]) mirrors these
retrieved URLs from the travel communities and @&t both visible and invisible textual information
such as raw text, navigational components or sogptext (Scharl & Bauer 2004, Bauer & Scharl
2000). To derive at a cleaned data set it is nacgds pre-process the raw data in order to renzove
document’s invisible elements. Advanced parsing maments remove redundant segments like news
headlines and non-contextual navigational elemevitgsh might bias the results (Scharl, Dickinger &
Weichselbraun, 2008).

The present analysis is based on a general coifp8676983community documents about Austria
collected between March 2008 and March 2009. T2lsleows the number of retrieved documents per
qguarter as well as the share of documents whergatiget term “Vienna” shows up at least once
within the text.

The sum of the retrieved corpora, containing thenaed Vienna, consists of 38,482 documents in a
travel context.
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Table 2. Retrieved documents about travel related contéhtmeleven communities

. Number of Number of Documents
Timeframe | Samples . Share
Documents about Vienna
Quarter 1 0
(April — June 2008) 163,248 documents 18,119 documents 11.0%
Quarter 2 0
(July — September 2008) 168,111 documents 5,010 documents 2.98%
Quarter 3 0
(October — December 200 3)180,675 documents 6,090 documents 3.3 %
Quarter 4 0
(January - March 2009) 155,949 documents 9,263 documents 5,94%
SUM 667,983 documents 38,482 documents 5,76%

In the next step Latent Semantic Analysis has laggfied to find synonymously used expressions for
the destination’s name under study.LSA is a mefioocextracting and representing the contextual-
usage meaning of words by statistical computatemgied to a large corpus of text (Landauer &
Dumais, 1997). The underlying idea is that the eggte of all the word contexts, in which a given
word does and does not appear, provides a set tfamoonstraints that largely determine the
similarity of meaning of words and sets of worde#&zh other.

LSA is a fully automatic mathematical/statisticathnique for extracting and inferring relations of
expected contextual usage of words in passagesafudse. It is closely related to neural net mgdel
but is based on singular value decomposition - tn@maatical matrix decomposition technique closely
akin to factor analysis that is applicable to textpora approaching the volume of relevant language
experienced by people (Landauer, Foltz, & Lahan®8)l9However, it is not a traditional natural
language processing or artificial intelligence peog; it uses no humanly constructed dictionaries,
knowledge bases, semantic networks, grammars,dingarsers, or morphologies, or the like. As its
input it only takes raw text parsed into words defi as unique character strings and separated into
meaningful passages or samples such as sentenpesagraphs. (Landauet al., 1998). Artificial
intelligence ontologies, such as WordNet and CY@ytswith intuitive human judgments about
relations among words — the output of the mechahiSh seeks to provide. (Landauer, 2007)

According to Landauer and Dumais (1996; 1997), L@&vides a method for determining the
similarity of meaning of words and passages (Syn@ngr terms conveying a synonymity association)
by analysis of large text corpora. However, wordsndt have meanings on their own. The key to
similarity is not that two terms happen to occw-¢ccur) in the same document: it is that two terms
appear in the same context, that is they have sienifar neighboring terms (Grossmann & Frieder,
2004; Landauer, 2007). Thus, solely because anydbwoments mention any two terms or more, this
does not mean that there is a contextual relatipristween terms as these might occur in documents
discussing different topics. As a matter of fagn@myms do not tend to co-occur together, but they
tend to co-occur in the same context.

LSA models a passage as a simple linear equatiwh,aalarge corpus of text as a large set of
simultaneous equations. To create an LSA represemtaf word meanings, it is necessary to have a
large representative sample of the language experief people that is typically in content and s$ze
that experienced by people whose language is tapieired in the model. The current sample consists
of 38,482 community articles meeting these critpegectly. It includes all natural exposures tod a
uses of, language, whereby perceptual, physiolbgamad mind/brain contexts are also covered.
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However, this also means, that it entails typogxgressions of concepts as they were phonetically
mis/understood (Landauer, 2007), for instance Swhim (the correct nam&grsusSchonbrun (the

typo).

Successful simulation of human word and passagenimgacan depend strongly on giving it a

sufficiently large and representative text corpugetirn from. The analysis produces a set of vegtor

one for each word and passage, each vector hagpially 200-500 elements — factors or dimensions
— in a “semantic space”. The presented analysiscesdthe high dimensional document/term vector
space to a low dimensional latent semantic spabe. parameters were chosen to end up with 25
dimensions in the latent semantic space since queviesearch proofed that good results can be
achieved with this number of dimensions.

“The similarity of meaning of two words is measurasl the cosine (or dot product or Euclidean
distance, depending on the application) betweenéhtors, and the similarity of two passages (gf an
length) as the same measure on the sum or avefratiét® contained words.” (Landauer, 2007)

Results

This section presents the results of applying LiaBamantic Analysis in order to find synonymously
used terms for the keyword Vienna.

The results in table 3 are expressed as cosindsh(idr vectors are ordered in the same manner as
correlation coefficients). Cosine values can rapggveen -1 and 1, but in practice rarely go below 0
The results represent keywords occurring until ¢héoff point of cos> 0.7. The following table
presents the top 10 synonymously used keywordgioma by quarter.

Table 3 Cosines per keyword and quarter (n = number ofvkegls where cos 0.7)

Q1| Apr-Jun 08 Q2| Jul-Sep 08 Q3| Oct-Dec 08 Q4an-Mar 09
cos Keyword cog keyword cos keyword ¢cos keyword
1] 0.84 | Belvedere 0.82 stephans 0.88 schonbrunn 0.84 belvedere
2| 0.81| Schonbrunn 0.80 christkindlemart | 0.7% stephans 0.81 schonbrunn
3] 0.79]| Stephans 0.80 schonbrunn 0.74 stephan's 0.79 stephans
41 0.77]| Croquet 0.78 zentralfriedhof 0.73 hofburg 0.77| croquet
5 0.77| Kinderspitalgasse | 0.7[7zanoni 0.73 prater 0.77 kinderspitalgasse
6| 0.77| Lenas 0.77 karlsplatz 0.73 silberkammer 0.77 lenas
7 | 0.77| Polostrasse 0.7 marx 0.72| volksgarten 0.77 polostrasse
8 | 0.76 | Kolbeck 0.77| kunsthistorisches 0.72 | hundertwasserhaud).76 | kolbeck
9| 0.74| Prater 0.76 karlplatz 0.72| christmasmarket 0.74prater
10| 0.74| Hundertwasserhays0.76 | caramel 0.71 mq 0.74| hundertwasserhad
n =59 n = 66 n = 38 n =60

One can observe that cultural aspects (sights #rat@on) like the Schonbrunn Palace, Belvedere,
Stephansdome or the Hofburg rank highest in tefrsgalarity to the target term “Vienna”. Overall a

variety of similar concepts has been identified ahinot solely cover cultural aspects, but also
geographic locations, accommodations, nightlifepgling or restaurants.

S
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UNWTO framework Category Year Q1 Q2 Q3 Q4
Heritage 1. Historical tangibles 019 034 032 032 034
2. Historical intangibles 0.07 0.06 0.14 0.13 0.07
gﬁgtemporafy 3. Performing arts 0.02 002 0038 003 0.02
4. Visual Arts 0.00 0.00 0.01 0.00 0.00
5. Plastic arts 0.02 0.00 0.00 0.00 0.00
Creative industty 16 -\ eative industry 005 007 008 007 0.07
e e jgpresses 3%17 | 011 003] o0y ooy
8. Accommodation 0.12 0.07 0.04 0.04 0.09
9. Restaurants 0.02 0.01 0.03 004 01
10. Nightlife 0.01 0.01 0.05 0.00 0.01L
11. Shopping 0.000 0.00 ©0.00 0.0 0.01
12. Destinations (not Vienna) 0.01 0.0 0.00 0/02.000

Table 4 shows the results of the applied categmwizaapproach whereby numbers indicate the
similarity of a category with the term Vienna, watigd by its occurring coverage within travel
communities. The results represent image shapitegeaes of Vienna expressed by synonymously
used words in the analyzed text. For example, énysarly data, 0.19 in the category of historical
tangibles indicates that in the analyzed text tr@rdwVienna has been synonymously used for
historical tangibles such as Stephansdome, Vottikir and Karlskirche. At the same time, this value
indicates that more and higher ranked terms artuded within this category. These category
significance ratios are calculated by averagingwiays’' cosines values within each category. To
avoid size effects in comparing different corpoeay( yearly or quarterly), the value is weighted by
the relative size of the category within the cqomxing corpus.
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Figure 2. Distribution of yearly significance ratios by 12egories
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The yearly dataesults (see figure 2) reveal that Vienna is mosgociated with its historical
heritage. Individuals that participate in onlineroounication regarding Vienna are predominantly
reporting about historical sights and attractionatdgory 1) to see in Vienna. One of the most
common terms that came up in our analysis was dlece of Schonbrunn, which is one of the most
famous palaces in Vienna, followed by Belvederel &ephansdom. The second most significant
category are ‘locations’ in Vienna (category 7),isthmay be the result of travelers asking for or
reporting the address of some of the attractionfyang to find the exact location of hotels. The
following third most significant category was acauoodations (category 8) and it included hotel
names located in Vienna. The other significantgaties for a whole year were historical intangibles
such as “Christkindelmarkt” (Christmas market), ‘Mg and “Heuriger” (Viennese winery).
Followed by ‘creative industries’ where communityemers identify the “Museums Quartier” as
meaningful attraction. This attraction includes esal museums, coffee shops, restaurants, concert
halls, and museum shops. “Museums Quartier” is rntiwaa the museums it has, it is rather a symbol
of Vienna'’s cultural modernity. The Museums Quartgean umbrella which reunites 40 small-and
medium sized art-related businesses, with an engpluas fashion, design and culture in general.
Therefore, Museums Quartier was not included int#magible historical category. Performing arts,
plastic arts, restaurants, night life and othertidaBons were the other significant categorie®uim
analysis.
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Figure 3. Distribution of quarterly significance ratios by tategories

Quarter 1 1 Quarter 2 1

Quarter 3 Quarter 4
Quarter 1. April - June 2008; Quarter 2. July — (tSefper 2008;
Quarter 3: October — December 2008; Quarter 4: algnu— March 2009

When we look at the quarterly data (see figurelr,results indicate that LSA identifies the catggo
of “historical tangibles” as most synonymously usadall of the four quarters. This means that when
individuals write about Vienna they use terms idgimg historical heritage of the city as synonyms
for Vienna itself. It can be said that Vienna itrimsically tied to its historical heritage. Thisritage
includes the “Schonbrunn Palace”, “Hofburg PalaceStephansdome”, “Belvedere” and
“Votivkirche” which are well known palaces and cbles regarded as top tourism attractions in
Vienna. ‘Historical intangibles’ became more siggaht in the second and third quarters and it start
losing its momentum in the last quarter. Theseuntel “Christkindelmarkt” (christmas market),
traditional Viennese food (Schnitzel), classicalsinucomposers (Beethoven, Schubert, Brahms),
traditional Viennese winery (Heuriger), and peopleo had an impact on Austria such as the
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Habsburgs (the last Austrian dynasty), Sissi (dnh@ most beloved queens of Austria), Karl Marx
and Sigmund Freud.

Although its significance value did not change otrere ‘performing arts’ was another significantly

important category in our analysis. It has alwagerb closely related to Vienna. However, its
importance among the cultural categories stayeddhee except for the last quarter. In the lasttquar

especially imPulsTanz, Vienna’s International Daffestival, was an important keyword that was
included in this category and its significance wasre important for that quarter than it was for the
previous quarters.

“Visual arts” was not a significant category in eoof the performed analyses. “Plastic arts” wagy onl
significant in the overall yearly data, in whichrpelain (Augarten Manufactury, porcelain) was an
important keyword. The ‘Creative industries’ catggwas consistently tied to the destination and its
significance value was one of the highest amondy edcthe quarters. Futhermore, contemporary
architecture was included in this category andféineous Hundertwasser house was mentioned many
times synonymously for Vienna. Street names antlictis in the city were mostly significant in the
yearly analysis and the first quarter and losinitgortance in the following quarters. This is rethto

the fact that the names in this category were &ssacwith hotels and the accommodation category
had relatively the same significance value in tbereasponding quarter results. ‘Accommodations’
category had the second highest significance vialtiee yearly and the first quarter, and although i
the second and third quarter its significance valaereased, it increased in the last quarter again.
However, the reason for this maybe the result jpé tyf travelers visiting Vienna at different timés,
example travelers that have purchased a packageny not be looking for accommodation related
information, on the other hand independent tragatesy need more information on this subject.

Restaurants, nightlife, and shopping categorieewae other significant categories; however their
significance were relatively lower than the othategories. This does not mean that the travelecs wh
visited Vienna are not interested in shopping stanerants, but that these activities didn't havedo
published online.

Overall, the results show that Vienna as a traesitidation is mostly associated with its historical
heritage and culture. Cultural aspects include th# museums, different types of arts (e.g.
performance, plastic arts), and contemporary achite. Other than these aspects, accommodations,
restaurants, nightlife, and shopping were otheni@antly important categories. The tangible
heritage of the past plays a major role, both irmse of relevance and stability over time.
Contemporary art and intangible cultural factors also significant aspects shaping Vienna's online
image. As distinctive feature, the weight of thiess factors is subject to fluctuations over tirmed is
more incisive in specific periods of the year. lmd-in-time events, such as performances, are
significantly connected with the name of the dedton, with a short temporal effect.

Discussion
The results offer a few key points for discussiaoroaline image characteristics.

Not surprisingly, the cultural component of a aitystination’s offer is the most relevant in tourism
related discussions online; a clear distinction barmade between heritage and contemporary forms
of art, the former one being more relevant andlstalser time. This could be explained by the fact
that the traditional heritage attracts a largerietgrof visitors’ segments, such as package groups,
school trips and independent travelers, acquiringemisibility in the web.
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The results of the quarterly analysis open up ter@sting inquiries concerning the effect of lirdite
in-time events on the overall destination imageoum study, contemporary forms of art and events
produce fluctuations of the destination profiler Ydenna, the association with tradition and clealksi
culture is more relevant in the second half ofytear from July to December (quarters 2 and 3). Many
events occurring in the city for a short period evant mentioned enough in the analyzed documents
to be have a significant effect on the Vienna’'sgma

Selecting keywords by the means of LSA allows capgunew topics on the web. Overall, the
significant, but less relevant attributes of onldestination image can be understood as the engergin
signals of destination’s potential profile. Sometinése aspects will probably consolidate over time,
and grow in importance, as for instance the creatndustries, supported by the destination as a
whole. The fact that this industry is already pr¢sa tourism related blogs makes this investment
attractive not only for the socio-economic develepinof Vienna, but also as a factor capable to
attract more visitors. For instance, the preseag®ng the significant keywords, of the dance festiv
InPulsTanz and not of the traditional Opera Balyralready be an expression of change.

Different from traditional image surveys, onlinaudies are more sensitive to changes of image
attributes over time. Our study demonstrates thiatis the case for seasonal destination-determined
agents, such as events and exhibitions, as wédirasther tourism-services, such as accommodation
and clubbing. The increased presence of culturingible attributes, such as classical music
composers (Quarter 2) and folkloristic aspects (@ua), renders a more realistic picture of visto
“seasonal” perception of the destination, an aspéuth is particularly relevant for cities, whereby
repeated visitors typically represent a relevagtrsmt.

Research Limitations

A few limitations concerning the methodology of Bsés have to be acknowledged. First, it is
important to mention that LSA is not a completeotiyeof language or meaning. It does not take into
account word order by which the meaning of sentelcahe implications of sentence and paragraph
order are altered. Without human help, it often sdo®t adequately represent the variability of
meanings, conveyed by predication, anaphora, metaphodification, attachment, quantification,
logical or mathematical propositions, or negatidnsline with of McEnery and Wilson (1996) and
Biber, Conrad and Reppen (1998) about co-occurranatysis, also LSA lacks local context which
limits the explanatory power of the applied anadysiele to the fact, that the author's attitude is
neglected. Hence LSA, such as the majority of médtive natural language processing approaches,
does not cover all aspects of language (Landeiuet 2007).

The content analysis performed in order to compens8A incapability to assess word's meaning
may also present limitations in the classificatidespite the descriptive care with which the
framework for the definition of culture, and thassification of cultural attractions, has been ddime
codification process may have been affected byestibg interpretation. The effect independent of
coding, used to allow for different interpretationay be weakened by the fact that the authors were
aware of the aim of the coding.

This study focused on one destination only, howéwere research can use LSA to compare different
destinations at different times of the year. Thesymeveal more about the destination image of each
destination as well as the strengths of them. AlS®A can be used to evaluate the destination
marketing efforts or visitor satisfaction by momit@ destination related articles in blogs and romli
communities.
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Abstract

On the current hypercompetitive panorama, few isieem to have been managed to attract national
and international attention as a result of marietctions. In this field, events could be a strong
attractive factor for cities where they take plaarticularly, the purpose of the paper is tryiogee
when and under which conditions an event can be@real tourist attractive factor for a destination
Moreover, the research aims at verifying if thenplad elements of event management and marketing,
for a city as a destination, are expression obhaeent strategy, able to promote a tourist dasan.

The empirical part will focus on a longitudinal eastudy analysis, in order to get to a scientific
advance on the field and to managerial implicatiaseful both for events planners and tourist firms
and for Institutional leaders (Gambetti, 2003).

Keywords: innovation; event strategy; destination developieestination marketing.

Introduction and Research Methodology.

In tourism industry, in the latest decades, theregt referring to events has been continuously
increasing both at demand and offer level. Nowadaysnts are considered as concrete business
activities. Probably, the relatively recent inténesscientific terms, compared with other econahic
sectors, is due to the fact that events have gignéeen more submitted to empirical analysis rathe
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than to theoretical studies, especially in casesoofism events. On the other hand, the need for
scientific approach is linked to the relevance Whievents are playing in tourism destination
development (Bramwell, Rawding, 1994).

Particularly, this research aims at analyzing ssifads innovative approach in event management and
marketing. Moreover, many cities and destinatioresagtually in a maturity phase of their lifecycle
and their offer can just be renewed through evikesfestivals and important exhibitions. The paper
highlights that performing arts and other festivaln be an important attractive factors for the
destination where they take place and can be néiwedka part of worldwide tourism phenomenon.

The explosion in festival numbers is multifacetedcause, ranging from supply factors (such as
cultural planning, tourism development, and cig@epositioning), to demand factors (such as serious
leisure, lifestyle sampling, socialization needy] #¢he desire for creative and “authentic” expearén

by some market segments). In this perspective,teyg#ay a number of significant roles for a whole
region. In the paper, we will first go through thealysis of the main literature on event management
field (Bramwell, 1997; Getz, 1992, 1993, 1997, 192@01; Goldblatt, 1997, 1998, 2002, 2004; Watt,
1998). Subsequently, we try to verify how and wharfevent” can become a real attractive factor for
a tourist destination, contributing to destinat®tdunch and/or market repositioning. We therefgre

to verify, thorough Resource-Based-Theory (RBT)ewlan event can be strategic for a destination,
that is if it can be a source of destination’s aimstble competitive advantage and what is the able
event innovation in this process.

The Main Literature on Event Management.

Event industry, as stated, is rapidly developing &ecoming a powerful weapon, available for
contemporary destination marketers to competehitngense, event can be reached and interpreted as
a specific tourism business. Moreover, the veinseséarch in reference are of different typologies,
moving from the main impacts of the event on thsting destination to organizational core activities
Particularly, the first field concerns the converges of a lot of sciences consisting in anthropglog
history, geography, sociology. Meanwhile, organ@al activities concern more strictly to the
business and management field of research.

In this direction, a growing interest exists in wi@etz (1993) highlights as “unique leisure and
cultural experiences, powerful travel motivatorsl &xcilitators of community pride and authenticijty”
especially with events based on inherent indigenvalises. Events play a number of significant roles
in a town or region. Getz (1997) identifies these"attractions, image makers, animators of static
attractions and catalysts for further developmandt] as tools to promote a brand identity of a glace
They can link landscape to lifestyle in the mindpaoftential tourists. This is true, also because “a
special event is recognizable in a specific timeth® intentions and rituals able to satisfy needs”
(Goldblatt, 1997). Moreover, the involvement ofdbpeople results one of the most important and
preliminary elements in order to give a definitiohan event, because this is modelled around the
needs erased from community and the final resdfedd also on the community. Properly for the
strong interconnection with local people that, adowy with Goldblatt, Alleret al(1999) speak about
“specific rituals ...to celebrate special occasion®ie dimension of social connection is remarked
also by Van Der Wagen (2001).

This theoretical vein tends to identify all invotvestakeholders in terms of social embeddedness
(Granovetter, 1973), which refers to how closelyeaent is connected with the community which
hosts it. So, the aim is that of building thoseramtions as two-way relationships: mutually benaffic
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partnerships so that the event and the communéyegual stakeholders and beneficiaries in a real
collaborative project. In this perspective, thekstelders, connected to an event, can be conceiwed
social capital (Putnam, 1993, 2000), whitchfers to features of social organization, suchrast,
norms, and networks, which can improve the efficyeof society by facilitating coordinated actions.”

Another direction of analysis goes towards theed#ht typologies of impacts an event can genenate i
the hosting destination. Among these aspects, ¢cbaoenical type is one of the most analyzed by
literature (Crompton, McKay, 1994), especially hesmit could be a determinant factor for public and
private stakeholders about funding. So, an evemémggesnultipliers (Allen, Harris, Jago, Veal, 2000;
Ferrari, 2002; Getz, 2005) in different sectorslaafal economy. They are of different typologies:
direct, as an immediate consequence of the event, l&keettenue from the entrance ticket or from the
souvenirs sell, the expenses connected with theistéhe destinationindirect, as the result of the
event in economic sectors (commercial activitiagfucal sites, etc.)induced as an increase of to
local income and/or job. In this way, the origirdhfect effect can be multiplied by indirect and
induced effects.

The nature of this impact is directly connectedptitical decisions and priorities because of
mobilization of public and local resources. In thésrms, an event becomes an aspect of government
policy which may heighten its controversial nat(iddler, 1998). Increasingly, policy is using event

as a mean of serving its objectives, from delivgtiourists, regenerating communities and celelgatin
moments in time to arousing civic pride, inspirittge arts and stimulating regional economies
(Bowdin, Allen, O'Toole, Harris, McDonnell, 2006)s social representative, political part has the
need to balance economic and social goals. Thig issessential in a sustainable perspective where
event is strongly connected to the host commuriMurphy, 1985; Getz, 1994; Gursoy, Jurowski,
Uysal, 2002; Hinch, 1994; Akis, Peristianis, Warr#d96; Delamere, 2001; Xiao, Smith, 2004).

In fact, tourism has a strong impact on a destimaginvironment, also for the increased tourist #ow
Moreover, events need specific services and imfrefstres, or even represent the occasion to collect
funds to build infrastructures useful for local tieation system (Burns, Hatch, Mules, 1986).
Investments could have both positive and negaéflexes on a hosting destination in terms of cekate
value and regeneration of local resources. Péatigu in this vein of research Sherwood, Jago and
Deery (2004) move towards an evaluation of the renmental impacts of the event through triple
bottom line (TBL) analysis which includes the impa¢ events on the quality of life of the host
community. Especially, through the possibility oéfd by model to compare and contrast different
events, the event stakeholders can be helped idettision-making process about which events merit
support.

Part of the literature distinguishes event tourisom event management (among researchers: Di
Cesare, 1995; Getz, 1997, 2005). In this directibis, paper’s objective is properly that to evaduat
how a planned event in resource based theory pgigpecan generate long lasting value for the
hosting destination in tourists terms. Events calp the destination to define and achieve its own
vision (Ritchie, Crouch, 2003; Getz, 2005). In orde evaluate tourist impact of an event in the
hosting destination many models are defined. Amtirgge, an interesting one is TIASo(rism
Impact Attitude Scaje developed by Lankford and Howard (1994) to amalythe tourism
development effect on a destination, usable alseviduate the event tourism on hosting location.
Particularly, this standardized scale analyzes sordependent variables, like the duration of the
event and the involvement of local community, tieenmunication level and the contact level with
audience. In this sense, it is important to underfihat tourism is defined as the experience and
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consumption of a place. In this direction, researgtare giving importance to the effects of events

a destination image (Della Corte, Micera, 2007)Hal affirms: “hallmark events may be regarded as
the image makers of modern tourism” (Hall, 1992)leid (1989, 1998) and Ritchie, and Smith (1991)
were the first to investigate this field of resémtmut nowadays there has been an increase in the
number of studies referring to the image impacti€f;01991; Roche, 1994, 2000). A still lack of
consideration is about the long lasting effectdestination image deriving from an event. In this
meaning, places obtaining distinctiveness as placge have to be created: a particular festived al
provides a tool for interpretation of place (Me&thd996). That is the reason why some popular
events are located in wonderful or spectaculartimes. This can be through the naming of the event,
through a visual identification with the landscape that the “appearance makes the location
immediately identifiable for tourists” (Derrett, @0). As a result of this power, event determines a
media impact which must be planned strategicallgriter to avoid image distortion and damage for
the hosting destination.

In organizational field, research is in continuoergolution in a “study on the job” process
(Bramwell,1977; Getz, 2005; Higham, 2005), witteatton to the resources of the destination and the
event, the life’s cycle of the destination linkeal that of event, the strategies, especially in the
perspective marketing terms (Della Corte, 2009) #mel achievement through the event of a
sustainable competitive advantage for the destina{Barney, Della Corte, Sciarelli M., 2006).
Considering an event as a stakeholders system, maegrchers developed analysis of relationships
among actors involved at various levels towardea network based on cooperation (among the
others: Long, 2000; Larson, Wikstrom, 2001; Lars2002; Getz, Andersson, Larson, 2007). A more
specific focus about the possibility to use the mdthpact to attract tourist flows in the hosting
destination is rather recent instance, developpdagally in some events, like sport events (Mosgber
2000; Chalip, Green, Hill, 2003; Getz, Fairley, 20MHede, 2005; Li, Vogelsong, 2005; Ritchie,
Sanders, Mules, 2006).

Starting from this theoretical framework, and thgbuthe lenses of the literature on innovation
systems (Freeman 1987; Carlsson, Stankiewicz, 199igvall, 1992; Nelson, 1993; Edquist, 1997;
Malerba, 2002), Larsen (2004) has elaborated a snadd nodes innovation model, which can be
applied to event tourism to evaluate the innovatinamagement. In fact, modes innovation is referring
specifically to activities and elements of an ey@manwhile the nodes innovation is about the new
way of interaction between the stakeholders invblire an event. Therefore, innovation in event
tourism management is not in the narrow sense dd R&velopment, but in the processes influenced
also by external conditions of the contest. In tiaatext, also the approach of the local policyhef
hosting destination can be analyzed under the niothesation. We propose an analysis based on a
specific model, which is the elaboration of Larsen’

Event Management and Destination Development.

Countries and cities are competing worldwide. Taetrteurism, business and population objectives,
destination managers are now applying event manageprincipals, associates with destination
marketing, to determine a sustainable tourism dgweént. This is possible only through a strategic
analysis of destination and event resources, indb@urce based theory perspective.



128

The Resource Based Theory Perspective

Resource-based theory (Barney 1991, 2006) aimsedfymg possible sources of sustainable
competitive advantage for firms. Particularly, thesources are resources both tangible and
intangible. Moreover, there are two fundamentaluaggions to gain competitiveness: resource
heterogeneity (a firm is a bundle of resources différent firms possess different bundles) and
resource immobility (some of these resources dherevery costly to copy or inelastic in supply). |
this perspective, abnormal rents can be earned femmurces to the extent that they aratuable
allowing the firm to exploit opportunities or nealfze threats in its external environmeRare
valuable firm resources possessed by large nundfezempeting firms cannot be sources of either
competitive advantage or sustainable competitiveaathge; imperfectlyimitable since certain
isolation mechanisms are determined by the fadt tbsources are difficult to imitate because of
unique historical conditions, of casual ambigudy,social complexity or of possession of licenses,
patents or registered trademarksganized if opportunely implemented in the firm’s orgartipa in
order to be concretely used. The resources whisltipely answer to all variables are strategic and
can generate a sustainable competitive advantage.

The essential elements of the resource-based vietheofirm are the firm's key resources and
capabilities, and the role of management in comgrhese resources into positions of sustainable
competitive advantage leading to superior perfogean the marketplace. Through its insights into
the nature of competitive advantage, RBT has ajreaade an important contribution to the field of
strategic marketing. It helps to explain why somsources are more advantage-generating than others
and also why resource asymmetries and consequenetitive advantages persist even in conditions
of open competition. Moreover, it also recognisesrble of industry effects in observed performance
levels which is evident in the ongoing debate am rblative importance of both firm and industry
factors. RBT has also the potential to influengmigicantly strategic marketing.

Generally, the starting point of strategic markgtianalysis is based on the exam of the firm's
strengths/weaknesses, as well as the context'sryytes/threats, as part of a broader SWOT
analysis. RBT provides a conceptually grounded émsork for assessing strengths and weaknesses
and enables strengths or weaknesses to be examitexths of the criteria for establishing sustaleab
competitive advantage.

With specific reference to event management, a temgontext analysis can be developed in four
steps as in the figure below.

Figure 1. Tourist context analysis process of event

CONTEXT ANALYSIS

Analysis of Analysis of
general tourist resources
resources platform
platform )

Analysis of Analysis project
relations space platform

Source: elaboration from Rispoli, 2001.
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In this direction, the creation of formal or infoafinkages between the different event stakehsler
the catalyzing of changes in the territory orgatidzra

An analysis model, which connects all the mentiomadables, allows to relate the dynamics of
tourist firms and public institutions with the ptead event and this with the reference context. So
moving from RBT, an influence event/context matan be build geethe figure 2). The horizontal
axis presents the results of hosting context aislysccording to three perspectives: existing
resources, relationships and projects. The vertdgad presents the results of event effects under a
strategic, organizational and multipliers view.

Figure 2. Influence matrix for tourist context analysis ofarent

CONTEXT ANALYSIS

RESOURCES RELATIONSHIPS PROJECTS
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EFFECTS ANALYSIS

ORGANIZATION

MULTIPLIERS

Source: elaboration from Rispoli, 2001

All the squares of the matrix give information & tstrategic potential of the event in referenciéo
hosting destination. Particularly, in resource baperspective, resources represent the strongest
influence elements for the destination and for ¢went. In fact, if an event is organized around
strategic resources it will generate positive éff@a tourist terms. In event overview, the efficiand
effective organization of those resources alloveshbsting destination to pursue many objectives in
the short and in the long run, as shown in thetalhg table.
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Table 1.0bjectives of a destination through events

SHORT TERM MEDIUM/LONG TERM

- Improvement of destination image; - Improvement of destination image;

- Increase of national/international tourjst- Conversion or new position of destination image;

flows; o
- Increase of destination fame;

- Increase of tourist expenditure;
- Increase of tourist flows;

- Improve of tourist destination resources
attraction: - Decrease of seasonality in demand;

- Decrease of seasonality in demand; | - Development and improvement of infrastructures,
services and public works;

- Higher customer satisfaction and o
positive world of mouth: - Improvement of productivity;

- Multiplier effects. - Valorisation and conservation of destinationtumall
and artistic heritage;

- Direct and induced multiplier effects;

- Lengthening of the destination life’ cycle.

Source: elaboration from Ferrari S., 2002.

The event as a system

In a hypercompetitive context (D’Aveni, 1995, 1998ella Corte, Sciarelli, 2003; Grant, Baden
Fuller, 2002; Della Corte, Sciarelli, Celiento, 3p0the event must be considered as an economical
and social system which involves many interactiogs of different sectors. In stakeholder theory
overview (Freeman, 1984), the event is a stakeh®ldgstem and has to ensure the right balance
between economical and other objectives, especieflgrring to the value creation. Moreover, a
distinction among stakeholders exigpsimary ones, which have a formal relationships with event
organizer;secondaryones, all the others. In this field, the plannaggivities of an event have to
include anevent stakeholder relationshifCherubini, lasevoli, 2005) which indicates diffat
methodological and interpretative approaches, sisclsystemic and inter-systemic interactions and
relationships between all the actors.

Particularly, according to Reid and Arcodia (2008)ent stakeholders are “those groups which can
either influence or be influenced by the event enpéntation.” Moreover, without the primary
stakeholders, the event doesn't exist, meanwhéestitondary stakeholders are not directly involved
in the event but they can have either a positive aregative impact on the event. Applying this
perspective to city as tourist destination and evesst, the relationships net can transform the
dimension of the city, making global (Montanari, 2002). So, the event strategy repitssampart of
city marketing towards tourism through a city stggt of differentiation and communication city
policy in order to create relationships.
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As stated before, the product event has seveletsbéders, which can help the organisation to bring
success to the event. Mitchell, Agle and Wood (}98@imed that the main characteristics for
determining the relationship between the eventstakieholders are:

* power it can be defined as “the relationship amongaaattors, in which social actor A can
choose that social actor B have to do somethingtwihiwill never have done”;

» legitimacy it can be defined as a “general perception sumption that the actions within a
socially constructed system of rules values, valbekefs and definitions”;

» urgency it can be defined as “the extent to which ttekeholdersrequire immediate
attention”.

All this is represents the measure to distinguishstakeholderdrom thenon-stakeholdersin fact,

the determination of membership of the first catgge resident in the possession at least of one of
these categories, the hierarchy. It is possibldistinguish:dormant stakeholderéthey just have
power); discretionary stakeholderéhey just have legitimacy)demanding stakeholdergthey just
have urgency)dominant stakeholderghey have both power and legitimacgigpendent stakeholders
(they have both urgency and legitimacylangerous stakeholder&hey have both power and
urgency);definitive stakeholder@hey have all the evidenced characteristicsu(égds).

Figure 3. Typologies of event stakeholders

TOURIST CITY SYSTEM

Central and Local
Institutions

Public services

TO/adv

Sponsors/Partners

Participants
~—

Emergency services Hosting community

Workers
Volunteers

Source:elaboration from Mitchell, Agle, Wood (1997); 8eelli S. (2004).

The event is then a collector of different intesest tool for consensus creation which, like other
resources, is a tool to achieve a competitive aeggmn Furthermore, in RBT perspective, the creation
of a system is based on interests’ sharing andelativon resources’ sharing as well as new and
specific resources’ generation. This creates asysif values, which outlines the event as a network
of relations.
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Event competitive strategies: the role of innovatio

One of the main features of an event is surelyctdmplexity which determines the need of a systemic
approach. In order to analyze the different phases/ing from event idea up to monitoring, event
management is necessarily proposing a “global nemagt”, able to give roles and tools, indicate
duties and responsibilities, facilitate the monitgrtowards continuous improvement (Goldblatt,
2004). In this direction, event management is aaganal system aimed at organizing strategically
the resources in order to address them towardsnardion of four levelsscope as the motive of
organizing an eventtime as the timing and planning of all activitiespsts as a parameter of
reference in order to calibrate the others. Moreotkese three components have to face a
fundamental issuequality which can be considered the linkage and the esiclgidal aim of all the
activities foreseen in an event. So, event manageme strategy for a tourist destination has to
consider contemporarily the brand of the event psssible catalyzing of brand destination, the main
targets and the offer system of the hosting destimain order to develop an event as a complex
tourist product.

Considering the significant consequences deriviggnfan event, the importance of an accurate
strategic planning is due in order to create vétuehe hosting destination and the event itselfal
systemic overview, value creation coincides withstdkeholders satisfaction, directly and indingctl
involved in the event. In this terms, in event ngaTaent innovation can be considered as a strategy,
playing a key role in value creation process. Aentwcreates value if it is sustainable under three
dimensions which influence the tourist succesdefhosting destination: economical (success in the
competitive market), social (with legitimacy obtath by local community) and environmental
(efficient and effective use of available resourcemstitute of Social and Ethical Account Ability
ISEA) one. An event and a hosting destination, Whiork together in a stakeholder network, move
along a path of innovation. Thus value creatioroulih innovation becomes a strategic objective
coherently with destination attraction aims.

In fact, at this point of our discussion, it seameful to outline a scheme clarifying the main edata
composing event innovation (figure 4).

Figure 4. The role of innovation in event management.
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As depicted in figure 4, innovation operates at taeels. In fact, in the organizer perspective,
innovation for value creation is both at producoffes) and at system level (nodes).

More specifically, it can be said that at the prdavel, all the phases of event planning are liea
in, playing a strategic role for the value creatibnrom idea and service concept up to monitoring,
innovation can become a strategy for achievingrapetitive sustainable advantage.

An important feature about innovation at produgktlds connected to tourist marketing strategies. |
fact, in marketing plans, the event idea, the sergoncept, the economic and feasibility analysis a
well as the integrated communication are at induo®tketing level. In this step, event (and
destination) image and brand represent virtual efgmon which tourist takes decisions about his/her
participation, travelling toward the hosting deation. Meanwhile, the organization and the
implementation stage represent the supply of tlenteand are mainly connected with the organic
level of marketing, where customer satisfaction godsible retention are generated (Della Corte,
2009). The two levels are connected through thal Btatement of monitoring, in order to verify the
efficiency and the effectiveness of the realizegntyv

Event innovation at system level (nodes) is redliz®ving from a dynamic perspective of the hosting
destination as an open system (Batty, 2000; Ha&D0?, where all the stakeholders are analyzed. The
aim is that to create an event stakeholders’ nétweveloping three levels of analysis (Stokes, 2005
relationships within the network; the actors of tiedwork and the implication for event management.
In the first perspective, all the connections betmvénvolved event stakeholders influence the final
results of the organization. At the second levs, analysis is about the position of the actorthén
system which can be divided in three categorieskEst, 2005): organization actors, resources actors
and local community (Holmlund, Tomroos, 1997). Bttle aspects drive towards the definition of
overall network structure.
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Even if the events are often organized by indepeiniitens or agencies, their increasing importamce i
the tourist terms have determined the birth of jpubtganizer agencies. This aims at focusing on
relevant events and helping local policy to invegttly (Getz, 1997; Stoke, 2005).

In order to support tourism development, an evanukl be included in each level of touristic chain:
it is not an isolated phenomenon but it becomestagral part of tourist product and in some cases
even represents the core product.

Innovation and the 7 marketing policies

Event strategy towards innovation for value creafmlows the approach of event marketing. In this
direction, event marketing can be defined as thealuiity to keep in contact tourists and event
attendances, creating a product able to match rieeids and to create a communication coherent with
event aims (Hall, 1989).

The innovation can also add value with referencem@rketing policies, considering the actual
competitive market in tourism. In this directiompaat from the coded 4P (product, price, promotion,
and placement) at induced marketing level, 3 padic{servicescape, relations and quality, and
productivity) exist at organic marketing level (2eCorte, 2009, chapter 2).

Particularly, a theoretical definition of event ¢ypgies is not statically fixed but in continuous
evolution, determined by the empirical practice. rdtiver, the classification used in the present
research is not the only one existing in the litela So, according to Watt (2001) innovation, as a
relevant aspect of events, requires innovation imsbe system’s definition. In this direction, tng
and practice are strongly linked, especially in kating perspective: aims and typologies work
together in a cycle of reciprocal influences.

About pricing, in order to attract tourists, evéit depends on the nature of the event, it oftepgens
that admittance is free or just a quite symboleiferequired. In such cases, costs’ coverageiigda
out by grants or sponsorship in the fundraisingdesv.

The promotion of an event in a tourist strategyreiesv is strictly linked to planned promotion ofeth
hosting destination using the same tools. Partilstilaaccording with tourist policy, more often
destinations are planning events calendars in d@atevelop an exact program. Moreover, this
strategy aims at developing a less strong seagpaalil at completing the tourist offer system ideor

to a complex and variegate product-destination.

The placing for an event is at about two levelse @nreferring to event location as the place where
the event takes place. Meanwhile, the other is taih@uevent as a complex tourist product determined
by a development of a package around the event.

At organic level, the servicescape coincides withice location as structure selected for the evigm.
relation and quality for the event represent aratercharacteristic of an event as a tourist styateg
About the productivity, for event in tourist oveaw, the main element is referring to increase a4
and customer satisfaction as a leverage for custogtention and destination loyalty. In order tsth
induced and organic marketing are connected bynibrgtoring phase, through customer relationship
management, in order to evaluate the performanaed, event marketing scorecard (Cherubini,
lasevoli, 2006). Particularly, the second tool gse$ the external context, the target as need4solde
to be satisfied, the marketing decision about tleneand the different impacts of the event in otde
create a positive knowledge of information (figje
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Figure 5. Event Marketing Scorecard
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Source: Cherubini S., lasevoli G., 2005.

The event as image-maker and product

Destination image represents a key asset in tadestination development and promotion because it
is presumed to have direct consequences for vagahich as the satisfaction felt by the tourist or
loyalty to the tourism destination. Loyalty is ancept related closely to customer satisfaction, and
there is even a consensus that a high degree isfastibn results in loyal customers. This makes
loyalty the central concept of marketing (PetriBlackman 2002; Baker, Crompton, 2000, Bigate

al. 2001) and any discussion of it must take intooaat the elements involved in the process of its
formation, such as customer satisfaction and biraade.

In this way, the publicity which events can generatr a community can have a great impact upon
image and identity of the community but also assidt creating an appealing authenticity. The image
generated by the event can position a destinaticthé mind of visitors and motivate them to stay
longer.

Moreover, the growing competition between citiebath national and international levels gives rise
to a series of marketing strategies for cities,iggrat attracting resources and visitors, as well a
residents, and to improve employment and investriesls in urban areas (Van den Berg, Braun,
Otgaar, 2000). In this direction, events shoulditmely linked to the image of the city hosting them
and if possible over the years should become a sigabol and an essential component of image and
offer of that city.

According to the main aim of our research, eveagsynderlined by Getz (1999), may aciraage-
makersthrough their role of forming destination image,anuwue to the media attention and publicity
it attracts in relation to the event. Images asted with events can be transferred to the host
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community or destination, leading tourist policy iteclude increasingly events explicitly in their
destination positioning or branding strategies.

By analyzing, the event on this point of view, iiherges that it can led the destination achieving a
sustained competitive advantage, becoming a promeltitool or even more a tool of destination
image creation.

More detailed, crossing the image of the host plaite which of the complex product “event”, it
comes out the following scheme.

Figure 6. Destination image and event image

DESTINATION IMAGE

NEGATIVE POSITIVE
Istsquare: 2nd square:
POSITIVE Change of destination Reinforcement
image coherently with
3 event image
<
=
- 3d square: 4t square:
E COHERENT PRODUCT : COHERENT PRODUCT :
a NEGATIVE Change of destination and Change of
event offer communication
NO COHERENT PRODUCT : NO COHERENT PRODUCT :
Change of event and of Change of event
destination and event
communication

Source: elaboration from Casarin, 1996.

In this optic, event can be created and interpragtdurism producthich can attract people to visit a
specific destination, becoming pull factors forguatal tourists.

According to all the issues highlighted in the poerg section, events have to be accompanied by the
so-called “event strategy” and creation of an irdéggd network in order to become not only more
competitive in the market but, above all, to représhe right tool for cities’ promotion.

Therefore, our specific aim is to understand howen¢vcan generate a sustainable competitive
advantage and become a significant attractive fdotahe whole destination where they are located.
This objective, as stated at the beginning, requareinnovation process.

These previous elements are all existing in the sagdy analysed in follow section, that represants
first empirical test of our work’s framework.
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Findings: Edinburgh International Festival.

A underlined in the previous sections of this resleaevents, to be considered attractive factarafo
destination, have to point out innovative elemeatggicturing both product and system innovation. In
this paragraph, which represents the empirical plathe research, we went examining a successful
case in European area. At the methodological legkelcase ofnternational Edinburgh Festivdias
been elaborated through the analysis of websitepemm@otional supports and interviews to a group of
experts, more in detail, to two important figures the festival development: the two directorshad t
two festivals which are proposed during the Intéomal Festival. These interviews have been useful
to outline the main strategies applied by the UKegoment to promote the event and more important
to promote the brand identity and image of the, gtyowing how an event has become not only a
touristic product but, above all, the main reasowisit the city.

As stated at the beginning of the research, atethémt VRIO framework was applied to outline the
main resources which have led the city to achieseséainable competitive advantage.

This empirical case study was chosen because Hdinpas a creative destination has become a
successful example of a destination which has nadides festivals its tourist core product. It is, i
large part, because of the needs of the festivdiehwEdinburgh enjoys the wealth of cultural
resources which it does. The Theatre Strategy @diatit how the needs of summer festivals resulted
in the year-round provision of about 11,000 saathé city's principal venues: 15 more per head tha
any other city in UK other than Glasgow. During thuaf the year, this plethora of seats presents
Edinburgh’s cultural managers with a challenge fdstival times, however, the city’s stages and
auditoria provide the hardware essential for thevigion of a programme which attracts audiences
from all over the world. In venue terms, the cisywithout parallel in Britain and, probably in the
world.

Edinburgh has built an enviable reputation for préiig major high profile events, particularly over
the past ten years. The City of Edinburgh Couril &s partners in events planning and management
take a pro-active and strategic approach to evergssure that “the best” can be always delivered.

The Festival began in 1947, with the aim of pravigi'a platform for the flowering of the human
spirit.” Right from the start it inspired people put on shows of their own out with the official
Festival, and soon these grew into the Edinburghived Fringe. Since then half a dozen or so more
festivals have grown up around it in August andye&eptember, and collectively these are often
known as “The Edinburgh Festival’. The main evauotry stages of the Festival are depicts in Figure
(figure 7)

Fig. 7. Main Evolutionary Stages of Edinburgh Festival
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As expressed in the above figure the Festival hspver the years, modified and innovated its
structure. In particular, it represents an excelfeactice ofinnovationin event management, focusing
in the so-called system innovation becoming an gkamof a good entrepreneurship approach, a
destination management approach to develop, av@eadgstination where all the tourists can consume
a tourist product, in which the event can form‘tbere’.

The table 2 shows the main important resourcesladolai for the event developed by Edinburgh
Festival, underlining how the brand concept foretnaitional Festival of Edinburgh, has led the
destination to build a strong identity. Essentiddly the main aim of this research the elementiwhi
can led to a superior performance and in particitarma sustainable competitive advantage can be
divided in two macro categories: 1) the continudaselopment of new ideas and service concept of
the event and event communication, belonging tayebinnovation; 2) the main resources of system
innovation can be summarised in the co-operatidwden public authorities and private companies
that seems to be the integrated network, whichesgtt the essential element for Edinburgh success,
and the concept of event as system of relationshiths different partners. In this sense, the event
management is the expression of a real event gyradéned at promoting Edinburgh as tourist
destination in terms of territorial marketing. Iact, focusing the attention on one of the main
evolutionary stages of the Festival, it can be ligited that, already, in 2001 the Edinburgh Colnci
has recognised the essential importance of evexiegy creation for promoting the event as system.

Tab. 2. VRIO matrix of Edinburgh Festival
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At a national level, Scotland aspires to becomee“ofi the world’'s finest events destinations by
2015". The vision of Edinburgh’s strategy for majvents reflects that, recognizing Edinburgh’s
unique status as Scotland’s capital city and agyéiteway to the rest of the country. Edinburgh will
continue growing as one of the world’s finest egesities.

As underlined in the discussion above, the Evetrateyy is partnered with Edinburgh’s Festivals
Strategy. Together, events and festivals help ampte the city, present similar opportunities aackf
similar challenges. In particular, by this reseaitthas been outlined that the City of Edinburgh
Council is considered to occupy a key role as lgameordinator and catalyst for the development of
events in Edinburgh. In order to fulfil this rolffextively, the Council must define its own strdteg
direction on events and in particular, on futuregobamming policy. This element is the clear
attestation that in event management there the ofegabject that can operate as “pivot” of the renti
system and Edinburgh has made of this its distncti

To better understand the co-operation existing yiane organization of Edinburgh International

Festival, it seems to be useful to create a mappirtge main touristic players which collaborate to
the event creation that are: 1) City of Edinburghuiil (CEC) the main authority that enjoys of a
financing support by the Scottish arts Council &wbttish Enterprise Edinburgh, there is also a
collaboration with Visitscotland and Eventscotlamkich promote the summer festivals; 2) Strategy
Implementation Group, that monitors the objectighiavement which has the main responsibility for
the implementation of Festivals Strategy ActionanI3) Cultural Partnership promoted by CEC as
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management tool of co-operation between suppliedsusers of cultural activities; 4) Joint Festival
Working Group (JFWG) promoting the continuous idwmad concept exchange for joint project
development; 5) Edinburgh Tourism Action Group (EJ)Acreated in 2000 to develop the main
activities of Edinburgh Action Plan; 6) Unique Et®htd creates some festivals in collaboration with
CEC; 7)Tourism Audience Business composed by alivial representatives, it is a research body;
8)Scottish Executive promotes Scottish culture evenof Scotland; 9) Strategic Project Advisory
Group e PR and Marketing Group that are the orgdinizal structures promoting Winter festivals.

Starting from the system of stakeholders and t@#cific functions in order to purpose the complex
event, it is possible depict the event marketirgescard of Edinburgh Festival (figure 8).

Figure 8. Event Marketing Scorecard of Edinburgh Festival
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Sourceelaboration from Cherubini S., lasevoli G., 2005.

As issued, the co-operative approach at Edinbungludes not only cultural firms but even the
touristic ones, becoming an example of best pradtc event management pointing out innovation
and high standard quality.

Result and Conclusions

Events are becoming themselves sources of conyeetiivantage for destinations. This requires to
use and evaluate strategic resources and compstemnteevent planning, management and
organization, trying to reach the highest humbevisitors, the highest customer satisfaction and in
order to favour positive word of mouth and retemfgrocesses.
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On the current panorama, few cities seem to haveaged to attract national and international
attention as a result of marketing actions differbflom those of competitors, and indeed, the
uniformity of images transmitted and perceived appauite evident, and only rarely is capable to
exploit specific aspects, to be emphasized or fealpto a potential market segment, so as to better
cater for the needs of each single segments thrdifighentiation processes. In this context, citieest
have benefited most have been those who have sfltesighlighted elements that differentiate
their strategies from those of competitors. In figsd, events could be a strong attractive fadtwor
cities where they take place.

In this sense, the analyzed Edinburgh Festivalstarly express the main theory issues stressed in
this work, becoming a real best practice as aistapoint for many tourist destinations which wémt
make their event as attractive factor to promogedibstination launch or re-positioning.

As stressed in the research, if the main plannethats of event management and marketing are
strongly implemented with an event strategy, citiesld reach a superior performance in terms of
touristic development. In this sense, the empirggadtion of this work has highlighted that the tigh
balance between the elements quoted above can tallmist destination to be more competitive in the
market. In particular, the VRIO framework appliedtie International Edinburgh Festival has pointed
out some elements of the two main innovation categan event management, that are ideas and
service concept, event communication and integraetdvork and the conception of the event as
system. Already, in 2002, the Edinburgh City Colheis created an Event Strategy, supporting the
main one of the Council, moving together step Bpsgnh the co-creation of the event and more
specifically in the co-marketing process.
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Abstract

Research has indicated that festivals may con&itautebuild the place-identity through strengthgni
of the place-belongingness, for the people involvethe festivals and for the host community itself
by functioning as occasions for expressing colMectbelongings to a group or a place and give
possibilities for creating depiction on united brgts, cultural practices and ideals. The findimgthe
paper are based on a qualitative study with 3lejpd interviews with informants; the festival
organisers, operational festival workers, the mipaliy officers and tourism firms related to four
festivals in Finnmark, Norway. These festivals padevcore activities build on or displayed in a feam
of local culture and heritage, and different ethipicepresented by Norwegian, Russian and Sami
culture. In line with the expectations it is cordal that festivals do strengthen identities fohlibe
Sami population in Kautokeino and for the multirgthinhabitants in Kirkenes and Sgrgya, which
were the places housing the researched festivals.

Keywords: Community festivals; Place-identity; Place-belengiFinnmark; Norway

Introduction

Festivals may contribute to rebuild the place-idgnthrough strengthening of the place-
belongingness, for the people involved in the Yed$i and for the host community itself.
“Interrogating festival settings has yielded inggginto how people’s sense of their own identity is
closely bound up with their attachment to placetif@®, 2005, p. 239), and the sense of place may
contribute in the shaping of individuals (DerretO3D This paper seeks to explore how festivals
influence on the place-identity to the people ineal in four festivals in Finnmark, Norway.

The data is based on 31 in-depth interviews wisitifal organisers, operational festival workers,
municipality officers and tourism firms in four t#fent community-based festivals in Finnmark,
Norway. The festivals were chosen because of twi values based on heritage and traditions in
Finnmark; of sea fishing, Sami culture and différetinicity represented by Norwegian, Russian and
Sami culture. The four festivals are located in Ism@mmunities where the traditional employment
has decreased. One is the Ocean Fishing Festieaffifdefestivalen) at Sgrgya were the fisheries
have been the most important workplace. The secdhd, Easter Festival in Kautokeino
(Paskefestivalen in Kautokeino) is a festival witifferent themes and main focus on Sami
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(indigenous people) music; and the third is the iSalm Festival, an outdoor film festival arrangied
Kautokeino. In Kautokeino, reindeer has been thérsaurce of income for the inhabitants. The
fourth festival is the Barents Spectacle (Baremsk&akel) in Kirkenes, which is an art festival lwit
focus on the Barents region (Norway, Russia andafd). Earlier the main workplace in the
municipality was AS Sydvaranger, an industrial campthat was dismantled, and it went down for
many years, but has started up again in 2009. Rrentorley, Connell and Gibson (2006, p.72)
reflect on that some community centres continugraw while some “...have become caught in a
vicious cycle of decline, losing residents, indiestrand confidence about prospects for a sustainabl
future.” Gerrard (2000, p.303) argues that for tesidents the festival is a sign -of development
potential and viability despite the decline in plgpion and poor recruitment to industries.

All these festivals are created from a backgrounlbaal culture and idealism, and a strong sense of
belonging to the local community. Two of the feats/have been arranged for more than 20 years.
They attract international participants and audéeaicd are used in the marketing of Finnmark by the
tourism industry, and as a representation of theegain the tourism products in Finnmark. The four
festivals are built on local heritage and valued &vo of the festivals can be seen as hallmarktsven
for their community. They are giving an authentp@rience and presentation of the culture. These
festivals are created from the inside out and gffesitive images for the residents and the visitors
The festival role creating an image is describedCQunn (2005, p.932): “The festival, with its
connotations of sociability, playfulness, jovialapd community provides a ready-made set of pesitiv
images on which to base a reconstruction of athess perfect city image.” In these festivals thesmo
important criteria is that the festival should eefl local values and that local people should be
involved in arranging the festival. For the migsaahd emigrants the festival arena represent pesiti
values by allowing them to have a “good time” whisiting their home place. The festivals
contribute as rebuilders of place identity in comitiss undergoing structural, social and economical
change. A good festival experience may also beigeovby other festivals that do not have a core
activity built on local traditions, like for exam@The Parkes Elvis Revival Festival in AustraliisT
festival are in a way build on the opposite autteevallues; “The town has gradually deployed a form
of “strategic in authenticity” that has placed tiogvn on the tourist map, thus creating a form of
invented geography” (Brennan-Horley, Connell & Gibs2006, p.72). While still able to contribute
to the development of a sense of place and buldtities, these outcomes are expected to be ditfere
from those created when a festival is rooted maréhe culture and traditions of its home place.

The concepts of people identities

Three identity concepts or levels may be differasti, that is the personal identity, social idgrditd
collective identity (Snow, 2001)ersonal identitiesare the attributes and meanings attributed to
oneself by the actor. They are self-designatiomssaif-attributions regarded as personally disiiect
Social identitiesare the identities attributed or imputed to otheran attempt to situate them in social
space, and they will to some extent overlap with plersonal identitie<Collective identitydoes not
have a consensual definition, but its essenceegsida shared sense of “one-ness” or “we-ness”, a
feeling of real or imagined shared attributes axgkdences among those who comprise the in-group
as opposed to an actual or imagined set of “othelewever, Karlsen (2007, p.36) sees them all as
one: “Identity is formed in the interaction betwesaif and society, and builds a bridge between the
inside and the outside, the personal and the pulrtds”.

In this paper two of the festivals are Sami fedsiharanged in a Sami municipality. Sami inhab#gant
may face different challenges related to the pideatity, compared with Norwegian communities.
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The identity for the Sami people is “influenced dgnceptual narratives related to reindeer herding,
and currently to modern academic training and @éms, and by meta narratives about evolution,
race, ethnicity and nationality” (Viken, p.11, 200Bowever, such narratives, although different may
also apply to the other ethnic groups in the region

The concepts of place identities

The understanding of festivals and how they infagemn a place and the place identity may be
discussed from different perspectives. De Bres@ans (2001) state that community based festivals
celebrate both group and place identity. They plsiots out that festival success could be relaved t
population size, in the perspective that in smaltenmunities festivals often have higher partiarmat
than smaller festivals have in larger communitiessmaller communities the people both participate
in arranging and attending festivals, and they dbhave to compete with other larger events. Dixon
and Durrheim (2000, p.27) describes the understgnofi places as “... dynamic arenas that are both
socially constituted and constitutive of the sati&eographers and environmental psychologists
understanding of place identity is based on thestipues of “who we are” and often intimately related
to questions of “where we are”. Place-identity efised by Korpela (1989, p.245 — 246) as “...
consisting of cognitions of those physical settiagsl parts of the physical environment, in or with
which an individual-consciously or unconsciouslguates his experience of maintaining his sense of
self... This formulation does not necessary limit arspn’s place-identity to home and its
surroundings but applies to every physical envirenimand object that has a role in ones self-
regulation... Place-belongingness is not only oneetspf place-identity, but a necessary basis of it.
Around this core the social, cultural and biologidafinitions and cognitions of the place which
become part of the person’s place-identity aretBuil

Festivals as place-identity builders

Festivals prompt local continuity by constitutingpmrtunities to draw on “...shared histories, shared
cultural practices and ideals, as well as crea#etfngs for social interactions. They are arenlasrey
local knowledge is produced and reproduced, whiee history, cultural in heritance and social
structures that distinguish one place from anotass,revised, rejected or recreated” (Quinn, 2005,
p.928). The festivals may influence identity depalent for its visitors, organizers and the host
communities, and thus the experience of the pldestity could be influenced and expressed through
a festival arena.

The benefits a festival can bring to a rural comityurinclude short-term employment, skills
development and increased capacity of residenfisddfuture work, enhancement of social cohesion
and reinvention of places and their images (Brefthartey, Connell & Gibson, 2006, p.72). The four
festivals investigated in this paper are built @ditional cultural heritage, where the activit@sthe
theme chosen for the festivals have roots in dé#yof the past and present. Some are build on a
desire to make changes in the local communityaasgduce racism or to create cultural harmony. In
Finnmark, Norway, the cultural expression of thenSpeople known as joik (Sami song), had been
forbidden for many years, but these have been edyiamong other factors, through the festivals.
Other motives for festivals in Finnmark is a comment to continue pursue the fishing industry and
traditions, which demonstrates the values andastera community is build on. Also the challenges
by being a border community could be solved witmeav focus through a festival arena. In art
festivals with workshops producing different artdaheatre, you are not depending on having the
same language. The communication is through theesgjmn in the activities, which have no borders.
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A review of former research on festivals and plamstity and interviews with the innovators in the
festivals, revealed a range of identity perspestiokethe people involved directly or indirectly time
festivals. “Historically, interrogating festival tieags has yielded insights into how a people’ssseof
their own identity is closely bound up with theits&hment to place” (Quinn, 2005, p. 239). A
challenge for the small communities in Finnmark besn that there are too few jobs and people have
to re-locate or migrate for employment. The yourgmle move to other places to take education and
they don’'t come back home. This depleted the conities of young people with necessary skills to
build a strong, positive and growing community, dhd communities sometimes suffered. Festivals
can help in restore self-esteem in the community“an can provide the heart to a community as their
celebratory nature provides residents with conditief freedom and connectedness rather than a
fixation on the forms and structures of the comnyir{Derrett, p. 51, 2003).

A local volunteer in one of the festivals said thatwanted to work on the festival because it made
him proud of his home place, and now he daredyoveere he came from, confirming that “Memory
and sense of place shape individuals, and peoplel@aalue the places they are from by abandoning
old worlds and by separating themselves from tmewts” (Derrett, p.51, 2003). The natural
environment in the four festivals, understood outhe nature frame as the sea with its great fish
resources and the winter as a resource for spdatamutdoor stages and activities. The culture #am
with old fishing traditions, a border culture buitth old communications among the Russian and
Norwegian people and an expression of the Samireutiuilt on old traditions. Festivals that areldui
on local culture and heritage present an arena ewiteis possible to pass on the culture, the
experiences and the collective memories from tluerobenerations, to the young people and to
visitors. Events offer tangible and intangible expeces that connect people to places, and “...that i
why some popular events are sited in spectacutatims” (Derrett, 2003, p.50). For the emigrants
the festival arena represents positive values jngaa “good time” while visiting their home. The
festival frame is where you bring ... “people baclgemerously share their special space and favourite
places with visiting friends and relatives assigts healing, awareness raising, and through
understanding issues of sustainability associatidld some delicate environments” (Derrett, 2003
p.52).

Table 1: Festivals, place-belongingness and place-identifgrimer research

Festivals and place-belongingness

Collective belonging to a group or a place (Que05, Ekmann, 1999).

Yielded insight into people’s sense of their oweritity (Quinn, 2005).

Events offer tangible and intangible experiences tonnect people to places (Derrett, 2003).

Emphasize the feelings of ownership and belongarmgerated for resident participants (Derrett, 2003).

Possibilities for creating depiction on united bigs, united cultural practices and ideals (Quinn,
2005).

Restore self-esteem in a community (Derrett 20Q8)d3 & Schweitser, 1997).

Pass on the culture, the experiences and the ttelememories from the older generations (Quinn,
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2005).

Festivals are arenas where local knowledge is mexiiand reproduced where history, cultural in
heritance and social structures that distinguighmace from another, are revised rejected or atede
(Quinn, 2005).

Memory and sense of place shape individuals (Die@2@03, Ferris, 1996).

Engender local continuity (Quinn, 2005).

Festivals and place-identity

Reinvent places and their images (Brennan-Horleywn€ll & Gibson, 2006).

Sharing a special space and favourite places adnidtealing, awareness rising and understanding
issues of sustainability related to delicate emuinents (Derrett, 2003).

improve the skills and capacity of residents tal ffature work (Brennan-Horley, Connell & Gibsgn,
2006).

Engaged interests for the tourism sector (Der2€03).

Contributes to the development of local identisotigh storytelling (Karlsen, 2007, p. 186).

For the residents the festival is a sign of devalept potential and viability (Gerrard, 2000).

Host communities holing a strong consciousnesstalibat the festivals mean for the community is a
valuable support for the festival development. &wihg Derrett (p.52, 2003): “It is observed that
communities are creating festivals and events tphasise the value they recognize in the feelings of
ownership and belonging generated for residentggaaihts. The extra dimension of involving visitors
has engaged the interest of the tourism sectotivRiscan be the gatekeepers of community values,
encouraging some people in, while keeping othets’ @ne way festivals can contribute to the
development of identities is through story-tellirxplaining who we are through the concerts and
other events, and to the media, which retells trsteges to others (Karlsen, 2007, p.186). Table 1
presents a short outline of research that haserbfastival production to identity outcomes.

Method

In terms of methodology this paper uses a qualgatpproach, examining four festivals in Finnmark,
Norway. In order to investigate the research qaestithese community festivals offered the most
appropriate festivals for examining the rebuildofgplace identity. The festivals were sampled fram

descriptive study of 56 festivals in Finnmark in0Z0(Jeeger & Mykletun, 2009). Based on the
mapping of these 56 festivals, four festivals westected for further investigation: The Sea Fishing
Festival on Sgrgya (Havfiskefestivalen on Sgrdliag, Easter Festival in Kautokeino (Paskefestivalen
in Kautokeino), the Sami Film Festival in Kautokaimnd Barents Spectacle (Spektakel) in Kirkenes.
The paper is further based on data which whereegadhfrom the four festivals, the summer 2008 by
interviews with festival managers, operational itedt workers, municipality officers and tourism



151

firms. Interviewees were selected based on theefegbsitions they had in the festival, the
municipality and the tourism firms. The festivale &hosen because of their unique values based on
heritage and traditions in Finnmark of sea fish@®gmi culture and different ethnicity representgd b
Norwegian, Russian and Sami culture. They are [alsib on long festival traditions, because two of
the festivals have been arranged for more thane2@sy They all have international participants and
audience, as well as a strong “core” activity. Tefdhe festivals have been used in the marketing of
Finnmark by the tourism industry, and as a repitasiem of the values in the tourism products in
Finnmark. The data collected should serve to iflehtdw the festivals influence on the identity for
different people involved in different roles. Itahd also identify what the investigated identities
means for the festivals and the host communitiesl #nally how these identities in a way create or
rebuild the place identity.

Results

The festivals

The festivals are staged in three small municijaliin Finnmark, and their brief details are listed
table 2 below. Festival Two of the festivals maydaen as hallmark events for their communities.
One is the Sea Fishing Festival at Sgrgya which egéablished in 1987. Sgrveer is an old fishing
village, where the fisheries always have been th#asis of income. The festival has participants
that are mostly from Norway but some come from ottwintries in Europe. The festival has hosted
the Norwegian championship and the European charsbpip in sea fishing and has a great reputation
because they always caught big fish. In recentsyadot of other local arrangements have grown up
around the sea fishing festival, such as conchik#g trips, fishing competitions for children and
markets. The second festival is the Easter Festivdfautokeino (Paskefestivalen i Kautokeino)
arranged for the first time in 1972. Kautokein@isative Sami municipality and the festival is buil
up on Sami traditional activities and cultural kegge. Activities in the festival include different
concerts with one main competition “The Sami Grdplx”, which present both modern and
traditional joik, which is a unique from of singifigr the Sami people. Various other activities g

the reindeer racing, fishing competitions, snowosepo racing, and more recently they also have
arranged the Sami Film Festival during the Easéstifal. This third festival, the Sami Film Fesliv

is also located in Kautokeino. The festival wasaaged first time in 2001, and is an outdoor film
festival where the movies are displayed on an icees. The festival shows movies, provides a film
work shop and whish to stimulate to new productbisami film. They also give a movie award the
Corvos, to the best movie every year. The fourthivakis the Barents Spectacle in Kirkenes,
arranged first time in 2004. The festival is in awbuilding on a former festivals arranged by “PPi&e
pa broen”, five women of the Barents region. Kikeris a community bordering to Russia and
Finland, were the main income has been industrytiau with Russia. The aim with the festival is to
power the development of the local society andctiieiral co-operation with the northern areas ef th
neighbouring countries.
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Festivals

Characteristics

Sea Fishing Festival at Sgrgya

(Havfiskefestivalen pa Sgrgya) Establishe
1987.

Vision: The festival aims to be a rallyin
point for the people in Hasvik and for oth
people that want to take part in the festival

d in

g9
er

The festival participants are mostly fro

Norway but some come from other countr
in Europe.
The festival has hosted the Norweg

championship and the
championship in sea fishing.
The festival has a great reputation beca
they always catch the biggest fish here.

In recent years other activities have expan
around the sea fishing festival, such

Europe

concerts, hiking trips, fishing competitions for

m
ies

an
an

use

ded
as

Number of visitors are estimated to: 1000, children and markets.
the host municipality Hasvik has 970
inhabitants.
Easter Festival in Kautokeinp The festival is built around Sami traditional
(Paskefestivalen i Kautokeino), Established activities and cultural heritage, with
in 1972. participants from different countries.

Activities in the festival include different
Vision: The aim is to present a broad range concerts with one main competition “The
of Sami music. Paskefestivalen has becon Sami Grand Prix”, which present both modern

e a

10 day celebration and display of Sami

culture.

Number of visitors are estimated to: 10000,

The host municipality Kautokeino has 29
inhabitants.

17

and traditional joik, a unique form of singir
for the Sami people.

Various other activities include the reindg
racing, ice fishing competitions; snow scog
racing and more recently an outdoor fi
festival.

19

per
ter
m

Sami Film Festival in Kautokeing

Established in 2001.

Vision: The aim is to make a forum whe
Sami and other film producers can cre
new films. And that Sami film from th
north, are being send out to the rest of

world. Inspire and train new film producers,

Number of visitors are estimated to: 2000

It is an outdoore film festival were the fil
screen is made of ice and the audience
sitting on snowbenches. The festival disp
shorts, fiction and documentaries.

The festival also provide a snowmobile dri
in, were the film can be watched from t
snow scooter.

m
are

lay

e-
he
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Barents Spektakel in Kirkenes, Established

2004.

Vision: The aim with the festival
motivate, stimulate and encourage are
where people and organizations can m
transverse of borders, level and sector.
festival negotiates art and knowledge to
local people and visitors from the whd
Barents region and other guests on
festival. The core of the festival is in t
different processes we starts; and that
festival is process oriented. It implies th

is to

nas
eet
The
the
le
the
ne
the
at

artists get invited to Kirkenes for shorter and

longer periods before the festival, and th
attend in a Barents Scholarship Program.
themes are based on actual and tenden
conditions related to the northern areas,

ey
The

ious
and

reflect the challenges this region are facing.

Contemporary art and culture are the festi
foundation.

Number of visitors are estimated to: 25
The host municipality Sevaranger hag
9623 inhabitants.

als

It is a border festival mainly situated

in

Kirkenes, a small town bordering on Russia

and Finland.
The festival has a strong border theme ff

om

the Barents region and offers seminars, trans-

border cafes, exhibitions, concerts and of
events with local and

international
contemporary artists, musicians and theatre.

her

The festival starts with concerts in Russia

before the main arrangements commence i

Kirkenes.

Place belongingness and place identity
The festivals were created for different reasonsnterviews, the festivals hold a lot of meaniog f
those who are involved in their organising. Alse tfficers in the municipalities had a clear degire
help with the festival, and to secure the futurehef festivals. The understanding of place-idensty
departed in place-belongingness and place-ideamtity,the findings are displayed in table 3 — 4.

Place-belongingness is a basis of place-identitth wierson’s social, cultural and biological

experiences of a place. Festivals in Finnmark dmutie to strengthen social experience of a place
when one third of the population in the commungyengaged in the festival, and the support to the
festival is across all the different political past Cultural belonging and united histories are
expressed through that the festival is a gatheidndhe Sami people from four different countries.

Some also see the festival as special becauséuilgs on old roots and is in a way not “artifidigl
created. The history of the native people has dfieen told by others, so the festival arena gives a
possibility to tell their own story. Festivals cohtite to create meeting places were Norwegians and
people from other nations meet and get to know eéwérs culture.
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Place-identity is characterized by the physicatiregs and parts of the physical environment that
influences a person’s sense of self. The Sea Kjdh@stival legitimate the islands brand which i® “i
the kingdom of the big fish”, because the festigalvell known to guarantee world records in fish
sizes. Some also gives honour to the festivalsayd that everything that has been developingen th
community has been developing around the festtiers express that the festival is important for
the village because it strengthens the solidarntygives an income to the whole community. It s&oal
an engaged interest for the tourism sector becafutiee festival. One informant describes that the
goal with the festival was to create pride to cdroen the island, and recruit more people to visé t
island as a tourist.

Festival times give untraditional solutions thag @aot used in daily life. At the Easter Festivak t
Sami Film Festival and the Sea Fishing Festivaliteeists where renting rooms in private homes. In
Kautokeino this also has been a tradition in forrdays. The Sami people who looked after the
reindeers, the herders, lived out at the mountdategau as nomads. When they went back to
Kautokeino they didn't have houses, so during tlst@ty in the village, before they followed the
reindeer herd out to the coast, they stayed wititives in Kautokeino. In a way this old traditien
continued in the present festival. When the Kautakélotel was destroyed in a fire, the number of
festival visitors even increased in the next yestifal. According to the organisers the musicians,
artists and other visitors described this as aehfit festival experience, and that they in a wayew
being a part of the local community. Also at tlea $ishing festival at Sgrgya some of the visitors
were living in private homes. It is too few hotebms and cottages, so that is the only possibflity
you want to take part in the festival. People tbhhbose these festivals don't expect luxury
accommodation; their focus is on the core activiigjoying your breakfast around the kitchen table
with fishermen, musicians and local people maydotalations that create the festival, and thatgive
the experiences just a festival arena could giVghen the owner of the house comes by in the
morning and says: “Good morning, did you sleep \vethy bed tonight?” the communication is on a
different level than it is in a traditional guesidahost role.

Table 3: Place-belongingness

Place-belongingness

Former research on Findings investigated in this paper
festivals and placer
identity

Collective belonging to a“It is important to take care of the community”

group or a place. _ _ o
“Festivals reflect all art — the time you live in.”

“Because of depopulation people from the wholengdlaave come along,
not just from one village as in the beginning.”
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“One third of the population in the community iggaged in the festival.”

“The festival is important for the local people,dawe have solidarity
across the different political parties.”

Yelded insight intg
people’s sense of the
own identity.

“The festival is first of all for the local generplublic and for the Sam
irNorth Calotte — it's about Sami identity.”

“The music festival is well-known. The differentrangements hav
developed from being just for the local peopleh¢écome a festival.”

“The festival is not created for tourists, but b people in the village an
for the people in the village.”

Events offer tangible an
intangible  experience

that connect people to

places.

d“The festival is important for the people in thdlage. This is the big
scelebration during the year. It gathers family frira whole area.”

“People that has moved from the community, oftem&® home in thé
Easter instead of in the summer holiday.”

“We wanted to say something with “different voices’ we have created
trans border café concept, which is an alterna@rainar stage.”

“This is the week during the year were now one g@ayg and a lot of
relatives and friends are coming to participatthanfestival.”

“I am proud of what we have created here.”

17

a

Emphasize the feeling
of ownership and
belonging generated fa
resident participants.

s'lt is life in the village with the festival. | h@someone get willingness
move home again.”

=

“The main phrase — is that the festival is for Tikat gives a genuin
festival.”

“The festival is special because it has so olds.odhe festival was ng
created.”

to

Possibilities for creating
depiction on  uniteg
histories, united cultura
practices and ideals.

Festivals are areng
where local knowledge
is produced an(
reproduced wher
history,  cultural in
heritance and socig
structures tha

) “The festival is a gathering of the Sami from fdifferent countries.”

“Because of the festival it is more people out ba toast that dare {
bring out the Sami traditional costume.”

“The festival is a Sami gathering — you are on¢hefgroup. The Swede
for example miss this kind of meeting place.”

1S
, “The festival expresses the Sami history until §otia

j“The festival is important to ensure long tradisorit has a nationg
" perspective and responsibility and it is also ingiatrin an internationg

Iperspective.”
1

(0]

*S

|l

[ “It was about meeting places were Norwegians anapleefrom other
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distinguish one plac
from another are revise
rejected or recreated.

—

enations met — so they get to know each other. Waatthe most importar
dfunction the festival had.”

Restore self-esteem in
community.

dThe Sami is the foundation; by the Sami, for theam® and about th
Sami.”

D

“In the culture expression the festival means tatre visible.”
“The festival does something to our pride and csmesething to us.”
“People have become proud of the place, to conm Bergya.”

“The festival contributes to strengthen the idegntit relation to some
negative happenings in the community.”

“The festival has given a backbone for the comnyuhit

“The most important is the identity build up.”

Pass on the culture, th

experiences and th
collective memories
from the older
generations.

€In former times the reindeer herders lived by oshehen they came t
ethe village. The festival is continuing pursuing @d culture by offering
5 musicians and festival goers overnight stay ingigvhouses.”

o

“People have been meeting in the Easter also mdodays. Then as no
it was tradition to have confirmation, weddings @hdstening.”

w

Table 4: Place-identity

Place-identity

Former research o
festivals and place
identity

1 Findings investigated in this paper

Reinvent places and the
images.

ir“The festival has become important for all thrdiages on the island.”

“The sea fishing festival legitimate the islandara — “In the kingdom o
the big fishes”, and are in a way building up tmage.”

“The interest for the festival has increased aclainpared with the firs
year. | think it is because people have seen that festival mear
something. It is much on the agenda under thevldstihat get political
importance for the area. Things are worked out khdatecreates net work

that are important for the rest of the year. Refatibetween people are
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being created — for example in areas close to dheels.”

residents th
is a sign o
potentig

For the
festival

development
and viability.

e

|

“The week the festival is arranged, the whole idlanalive.”

“A festival is joy. The music culture is importafdr the people, and th
happiness among the people creates strong comesihiti

“To loose the festival would be like cutting offyohand.”

“It's a rallying point for the people that have nealvfrom the island.”

Sharing a special spa
and favourite place
assists in healing
awareness rising an
understanding issues
sustainability related t
delicate environments.

célt is important to show our nice island.”

Improve the skills ang
capacity of residents t
find future work.

1 “We observed that the fisheries went down and wpebothe festiva
ocould give a new income.”

“Everything that has been developing in the comityuimas been growin
around the festival.”

“The festival is important for the village. It strgthens the solidarity an
gives an income to the whole community.”

“The festival is important for the whole island aheé trade.”

"What we use to say is that this community was anmaonity
characterized by ten-ton-thinking. Everything theds valuable had t
weight more than ten ton. This because the formdustry workplace stil
was placed inn the peoples “soul”. Such things deatit with culture, wa
considered as women enterprise.”

[97]

\"2)

Engaged interests for th

tourism sector.

€The goal was to create pride to come from thenidlaand recruit mors
people to visit the island as a tourist.”

“The tourists came when the festival started.”

Y%

Contributes to  the “The festival is the peak event through the whaler.”
development of local _ o )
identity through Natives -The festival is important because italeays others that hg

storytelling

told our history”

1S
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Conclusion

This paper has examined the role festivals may awebuilding the place-identity and strengthening
of the place-belongingness for the people involvethe festivals and for the host community itself.
In the small communities the festival arena givesnérmal communication between the visitors and
the local people. In this paper we reviewed theglaelongingness and place-identity generatedein th
meeting between the local people, the visitorsyibiéing relatives, the participants, the musisiamd

the audience. In our analysis of 31 interviews witlople related to the four festivals in Finnmark w
found that the key dimensions in the rebuildinglafce-identity was: Contribute to strengthen social
experience of a place; support to the festivatress all the different political parties; the feat is a
gathering for the Sami people from four differentistries; the festival as special because it iklbui
on old roots and is in a way not created; the hystd the Sami people has often been told by others
but the festival arena gives a possibility to Spewple to tell their own story; create meeting gac
were Norwegians and people from other ethnic baxkgts meet and get to know each others culture;
the sea-fishing festival legitimate he islands Hdraaverything that has been developing in the
community has been developing around the festikialfestival is important for the village because i
strengthens the solidarity and gives an incoménéovthole community; an engaged interest for the
tourism sector because of the festival; the fektiveate pride to come from the island, and recruit
more people to visit the island as a tourist.
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Abstract

In the tourism literature, cities exist as a prddarccorporate brand that can be promoted in thekeba
and can be communicated with the stakeholders. efdrey, this study aims to understand how
festivals affect on the promotion and communicatdm city. Data were gathered from managers of
festivals by a survey in Adana, lzmir (Turkey), aBéteborg (Sweden). Main findings show that
festivals create strong communication among cunresilents. However, impacts of festivals on the
promotion of a city are limited in its county or the international tourism market. Moreover, the
study suggests that the festivals of Adana andrlang less efficient in order to promote theiresti
Finally, GOteborg festivals help to promotion oé ttity in the country and Scandinavian region.

Keywords: City Promotion, City Communication, Festival Mageaient, Adana, Izmir, G6teborg

Introduction

Festivals and other type of special events ardastest growing and most important products in the
tourism market (Crompton and McKay, 1997). Onehaf teasons for this growing is the increasing
demand for them (Yavuz, 2007). The other reasothésimportant role of events in marketing
activities of the city tourism (Kim and Chalip, 200Festivals, shows types of events particulagph

to increase the number of visitors (Light, 1996tcRie, 1984), to compensate for the seasonality of
the ordinary tourism (Higham and Hinch, 2002), tomote the city image (Roche, 1994) and to
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contribute to the development and sustainabilityhef urban economy (Bramwell, 1997). Therefore,
public, private and non-profit organizations whe aaterested in promoting the image and the “brand”
of their city support events (Lee, Lee and Wicld)4).

The number of studies on festivals has also beemasing in the tourism literature since the early
1990s (for a review see Getz, 2008). These stadlesoncerned with tourism countries (Kim, Borges
and Chon, 2006), the economic impact of festivisleqcardo, 2007), the social impact of them or the
motivation and satisfaction level of visitors. Rettg, however, new research themes have emerged in
the area of festival studies. Some of these thenthsde understanding the structure of the festival
industry (i.e. Andersson and Getz, 2009) or thati@hships among stakeholders (Larson, 2002;
Richards and Ryan, 2004). Although some of the ntamd functions of festivals are their promotion
and communication capacity for the city tourismgréh are only few studies that focus on them.
Prentice and Andersen (2003), and Raj (2003) duttie impact of Edinburg Festivals on the
promotion of its cultural tourism. Richards and §8ih (2002) also analyzed the effect of events of
European cultural capitals on the promotion of &otam. Felsenstein and Flischer (2003) evaluated
the influence of two local festivals on the touripnemotion controlling for the public assistancel an
the visitor expenditure. These studies use therekpee level of tourists or the number of tourists
order to measure the impact of events on the piomaif a city. Moreover, the studies mostly
analyzed only one city (i.e. Edinburg) or one coyifte. Felsenstein and Fleischer, 2003) everds. S
far, the important link between how managers ofifats perceive the contribution of their events to
the promotion of the city and if there is any diffiaces between countries are absent in the tourism
literature.

Therefore, the aim of the current study is to ustdrd how events affect and contribute to the
promotion and communication of the city. Althougieyous studies used the expenditure and number
of tourists in order to measure the impact, theremur study is using the perception of festival
managers on how their festivals affect the prormand communication of cities. To gain further
knowledge, this study includes festivals from Swe@@6teborg) and Turkey (Adana alaahir).

The paper is structured as follows. The first sectieviews the literature on place marketing and
promotion mix, how the city tourism literature dedm place marketing and promotion, how

promotion and communication tools affect the attyrtsm, and the function of events and festivals is
in city tourism. The second and third sections ammmarizes the methodology of this research and
displays main results. The last section discuskesfindings and the impact of events on the

promotion and communication of cities.

Literature review

Marketing and promotion mix in city tourism

In practices, place marketing operates especiafignaplace is a product and a geographical locus
which exists in a market and compete with othecgsda Place marketing has been functioning in
practice since the beginning of the colonizationAoferica. In time, place marketing revolved to
attract people not only just for work and habitatlout also as an income generator. According to
Kavaratzis and Ashworh (2008), place marketing these main development periods. In the first
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period, place marketing performed as a place premot the agricultural colonization and selling
industrial places (Ward, 1998). In the second pkriplace marketing operates as a planning
instrument for cities and tries to re-image thessitand to sell post-industry cities (Ward, 19%8ace
marketing carried many activities such as massspetialized marketing, improvement of the city
infrastructure, increased co-operation among pubtid private actors, re-imaged the place, and
competition in the tourism market. In the third ipdr place marketing functions the branding of a
place and the communication with the city staketiddimilar to corporate communication activities
(Barke, 1999; Kavaratzis and Ashworh 2005). As banseen from those periods, place and place
marketing uses one or more forms of marketing mmxorder to accomplish several functions.
Therefore, here place marketing promotional mix kél discussed here.

Compared with consumer products, however, a pas@ product such as city or an event, is more
complex and it creates difficulties for marketinggtitioners (Morgan, Pritchard and Pride 2002 Th
same city or event can have different meaningslifé@rent consumers, although those consumers are
visiting the same city or event. For example, &desg may attend an event in order to interact with
other city residents or just spend his or her keisime. A local or international firm can join teame
event in order to sell or promote its products.,Yattourist can just go for entertainment and
experience the local culture or life (Ashworth afmbgt, 1990).

In the tourism marketing literature, cites haverbtreated in several different ways such as a mtodu
that can be sold or a corporate brand that candoagied and communicated. For example, Ashworth
and Voogt (1990) dealt with the city as a prodbett tould be a part of total tourism offers. Bubali
(2000) and Ward (1998) approved the city as a pthat could be sold and promoted. Balakrshnan
(2008) regarded the city as a product and detedrtiogy it could position itself in the market. Ekinc
and Hosany (2006) addressed the city as a corpbratel and explained how the concept of brand
personality could be applied to a city. Morganle{2002), Kavaratzis and Ashworth (2005), Puczko,
Ratz and Smith (2007), and Yavuz (2007) discudsedity as a corporate brand and explained how a
city could be branded, re-imaged, and promotedallinTrueman, Klemm and Giroud (2004) raised
the question if a city, can be communicated asrpacate brand. The current study accepts the notion
of the city as a brand that can be promoted imtagket and communicated with its stakeholders.

The promotion and communication of cities

Many destinations which want to position themselvethe international tourism market are making
massive promotions, mostly in the form of advertisats, in order to improve their tourism image,
and to increase their attractiveness (Tosun anidnBR004). Although the massive advertisements
present general features of a destination and aseréhe awareness of the name, these kinds of
promotions can be insufficient to support its gositand attractiveness in the market. Moreoverseho
promotions do not strongly affect the buying bebaviof tourists (Yavuz, 2007). However, there are
effective promotion and communication tools forydiburism. A city can use events such as trade
fairs, festivals that are also mass communicati@hgmomotion tools. According to Seisdedos’s study,
71% of marketing managers of some of Europeanscitges trade fairs in their marketing promotion
activities. They also utilise business seminargjienand sponsorship of cultural and sports eveénts.
few of them promote their city on the internet. Stdvaluation of the tools shows that cities are
marketing, promoting, and communicating with fagdéce tools more than non-face-to-face tools
(Seisdedos, 2006).

Corporations and firms use events as key componentseir marketing and image promotion
(Bowdin, Allen, Harris, O'Toole and McDonnell, 2Q08low also cities start to use events as a means
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of its promotion. Therefore, events and festivaks iacreasingly recognized as being valid tools for
city branding and marketing (Roche, 2000). Prowidef tourism packages increasingly include
festivals and events as central activities (Picand Robinson, 2006). These can also be used to
change the image of a city, For example, Johanmgsihat uses place marketing effectively and
promote itself with events (Cornelissen, 2005)rithen to change its previous reputation as an insecu
city.

According to the research by Seisdedos (2006),m#yketing activities usually contain face-to-face
promotion activities such as trade fairs, busireesainars, media, sponsorship of cultural and sports
events, road shows and study tours. According teme marketing communication development,
communication should move from persuasion to ictéya that means listening, and being in relation
with the target audience (Hughes and Fill, 200'Her€&fore, festivals and events have become key
promotion and communication tools for cities sintey create an interactional, relational and
experimental atmosphere.

The impact of festivals on city tourism

Human beings have organized informal or formal &vémmark important life or natural activities for
a long time. Seasons, agricultural products orgedsand national moments have been some of the
themes of those events (Allen, O'Toole, McDonnelll ddarris, 2002). In tourism studies, events and
festivals exist as a product and a promotion tBargan and Mules, 1992; Backman, Backman, Uysal
and Mohr Sunshine, 1995; Crompton and McKay, 199¢sal and Gitelson, 1994). Hall (1989)
summarized that events can have different typesmphct on societies such as social, political,
economic. Getz (1997) and Hall (1992) pointed bat brganizers of a festival and local governments
mostly focused on the economic impact of events fastivals. However, events and festivals also
serve functions in the social life to protect thitural and historical heritage, create recreatiamal
leisure activities for society (Long and Perdue9)9 Furthermore, according to Felsenstein and
Fleischer (2003), festivals and events could béulgeomotion tools for cities since they positiyel
affect the demand of local tourism and successfehes can also help to re-image the city.

Impacts of events and festivals on society, econamyironment and city tourism have been widely
studied. Impact studies focus on their benefits.éx@ample, economic benefits of festivals and exent
are the most widely studied area in event managelibemture (Burgan and Mules, 1992; Crompton,
1995; Crompton and McKay, 1994; Jackson, Houghiwussell and Triandos, 2005; Lynch and
Jensen, 1984; Long and Perdue, 1990; Mules andkreaul1996; Simmons and Urquhart, 1994).
There are also a few studies focuses on how féstaféect the community (Delamere, 2001; Gibson,
2005; McCabe, 2006; Jackson, 2008; Small, Edwandk $heridan, 2005). For example, Jackson
(2008) studied how residents perceive the impakcts gpecial event and found that they favour the
economic and social impact of the event.

Especially festivals are cultural artefacts thatnza be simply consumed (Waterman, 1998) create an
interactive communication and identity in humaigs. Therefore, tourism marketers who can easily
interact with tourists during the festival can aohttheir promotion and communication activities.
There are successful place marketing activities tise festivals and events in city promotion and
communication activities. A better example might B&rcelona (Nagle, 1999) that used events to
position its tourism products. For example, 1999ndic Game ameliorated Barcelona’s popularity
as a short break destination from"11® 13" in Europe (A Report of Department of Communities,
Media and Sport, 2007). The destination organimatid Barcelona “Turisme de Barcelona” has
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promoted Barcelona’s tourism products from the h@f‘enjoy with sun” to the theme of “a cultural
and business tourism city”. There had been segefalral events such as “Year of the Contemporary
Art”, “the Year of Gaudi”, and “Year of Design” sie 2000 in Barcelona (Sabau, 2008). Another
example could Edinburgh. According to Prentice &mtlersen’s (2003) study, Edinburgh festivals
helped the promotion of the city as an internati@ara attraction. In the same vein, Raj (2003) also
interpreted how Edinburgh festivals promoted thegm of it as a cultural city. Raj (2003) also
expressed that the promotion activity of Leeds Wedian Carnival increased the attractiveness of
Leeds’s cultural tourism beyond the local regiom. @&her outstanding example could be Tamworth
which used country music festival and had diffaegatl itself from other cities which had been
promoting themselves with music festivals suchera, jazz, or classic (Gibson, 2005). According to
Richards and Wilson (2004), cultural capital evaritRotterdam were successful and they contributed
the cities image as a cultural city in Europe.

Events have been used by corporate brand to alawatrketing managers select target group(s) and
tailor the message of mass communication accotdirtigeir needs (McDonnell and Gebhardt, 2002).
In a similar way, cities use events in order taatgesuccessful promotions in market. Although cites
use several promotion and communication tools, siscfestivals and events, in their place marketing
mix (Hall, 1992), there are few studies which meashiow they contribute to the promotion and
communication of a city. Furthermore, there are fpvestions such as what managers of festivals
think on how much their events/festivals contribiat¢he city promotion are unanswered.

Methodology

The aim of the current study is to understand hestivals affect and contribute to the promotion and
communication of a city. Whereas previous studissdutourists’ expenditure and the number of
tourists in order to measure the promotion imp#&destivals, the current study uses the perception
festival managers on how their festival affects gmemotion and communication of the city. To
achieve the main goal, data of the study have belected from managers of festivals by a survey in
Adana, Izmir (Turkey), and Goteborg (Sweden).

The survey had two parts; the first part aimedadltbect descriptive information of regular festivals
taking place in these cities. The second part wageted to measure how much festivals contributed
the promotion and communication of these citiesesehquestions used Likert type response scales
ranging from “l=strongly disagree” to “5= stronghgree”. In order to measure the impacts of
festivals, authors first wrote down 23 possiblangeof promotion and communication impacts of
festivals in Turkish. Than two graduate student®vdad a destination management course from
Cukurova University evaluated those items. Afteidstits reviews, authors selected “13” items. The
final version of questions was translated in Swedig one of the authors. Three PhD students from
Linkdping University revised the Swedish versiortied survey.

Some of items that were in the second part evaluadev festivals contribute the promotion

and communication of the city in national and in&gronal market. Since place marketing
should communicate not only with possible targetitis but also with place audiences such
as residents, local entrepreneurs and firms (Kaéxigrand Ashworth, 2008), some of other
items intend to understand how festivals creatensomcation with the internal residents and
business actors of cities.

Sweden and Turkey started to organize tourism-tetefestivals to increase their advantages in the
market. Goteborg and lzmir aspire to be the eveigisdn their countries. Nowadays, both cities are



165

organizing many, local, national and internatiofestivals. Adana that is located on the coast ef th

Mediterranean Sea is one of the big trade citieghim region and has 2 million inhabitants.

Nevertheless, comparing with the other coastaé<igsuch as Izmir and Antalya, Adana is not a
tourism city in Turkey. However, like many other rkish cities, Adana has recently started to
promote city tourism activities and active brandimberefore, there are many ongoing events in this
city.

The participant festivals were selected from thdpege of cities. The study excluded festivals that
had themes of national or independent days. Fanpba I1zmir and its districts had several events of
independence days. Excluding them helped to findpavative festivals. After the exclusion, there
were 16 festivals in Adana, 25 festivalsiimir and 20 festivals in Goteborg in the final papants

list. In order to increase the participant numthiee, managers of festivals were contacted via phone
and were invited to participate into the studyhaligh the survey was conducted in a busy period (in
August 2008 in Turkey and in May 2009 in Swedemg, tresponse rate was satisfactory. The response
rate of Adana is 62%zmir’s response rate is 28% and Goteborg’s respaieds 40%.

Collecting data with a survey form from managersthinee cities has its own advantages and
disadvantages. Although surveys are inflexible amgte limitations to get the full information from
the participants, they are still useful when thisrelistance between a researcher and a participant
(Sapsford, 2006). Especially in this study, sine¢éadwere collected from multiple cities, surveys
create advantage. To solve the limitations of mf@tion providing, the authors communicate with the
participants on the phone more than one and exqadime question if necessary. Moreover, it can be a
limitation for this study to be based on percegiohmanagers since perceptions can contain pdrsona
bias towards the measured impact. However, sirstes/éds managers are important decision makers
on the promotion and communication of festivalsythave extensive knowledge about the aim of the
festivals and its operations. Therefore, managexg evaluate the impact of them better than others
may do. Moreover, perceptions of stakeholders (eanagers, residents) are widely used to evaluate
the impact of festivals in the literature. For exden Gursoy, Kim and Uysal (2004) observed the
impact of festivals and special events with theanagers. Similarly, Byrd, Bosley and Dronberger
(2009) used stakeholder perceptions so that taaieathe impact of tourism in rural area.

Findings

The findings of the study are obtained from théistiaal calculations such as frequencies, mean and
standard deviation. Table 1 presents the descidiivdings of responded festivals of the cities.
Descriptive findings were categorized into accagdiestivals types, organizers, time, scope, bugdgets
contributions of sponsors to budgets, number aforis and types of advertisements.

As can be seen Table 1, all the 10 festivals ofradihat participate in this study are organised by
municipalities. 5 of them are local, 3 of them aaional and only 2 of them are international.
Therefore, their scope/size is limited with Adamalarkey. Professional event companies could only
manage the organization of international festivksscriptive information of 1zmir festival showsath
the Izmir festivals are more local than internatilofSee Table 1). Two lzmir festivals that are
international use professional festival organiz@itse municipalities of Izmir or its counties mostly
financed the festivals. Adana and Izmir use publisimedia (e.g. newspaper or brochures...), TV and
radio in most case, but not electronic media. Thdied festivals of Goteborg are more international
than national and local. Half of those festivale arganized by professional festival organizations.
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The advertisement tools of Goteborg are mostlyiphetl and electronic media and Goéteborg festivals
rarely used TV and radio.



Table.1. Descriptive Information of Participant Fedivals (in numbers)

Descriptive Information Adana Izmir thgbor
Number of Participant Festivals 10 8
Response Rate of Surveys (%) 62 40
Type of Organizer (1)
Public (municipality/ civil government) 8 7 1
Non-profit or joint 1 0 4
Private 1 0 3
Type of Organizer (2)
Professional festival organization 2 4
Internal department 8 5 4
Time
Once a year 10 7 7
Other 0 0 1
Scope
Local 5 4 2
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National 4 1 2

International 1 2 4
Budget

Less then 50000 € NA NA 2

50001 - 200000 € NA NA 1

More than 200001 € NA NA 3

Sponsors contributions to the festival budget

0% -33% 6 3 3

%34-%67 2 1 2

%67-%100 0 0 2
Number of Visitors

Less than 10000 4 3 2

10001-40000 5 3 3

More than 40001 1 1 3

Types of advertisement media

Brochure Invitation (Yes/No)

8/2 7/0 8/0




169

Advertisement in Newspaper-Journal
Pap 100 70 6/2
(Yes/No)
Radio (Yes/No) 8*/2 3*/4 3*/5
TV (Yes/No) 7*13 4*/3 3/5
WebPages of festivals and sponsors (Yes/No) 8/2 2/57/1
Advertisement in e-media (i.e. newspaper (Yes/No) /100 | 0/7 2/6

* Local media

In addition to the descriptive information aboveble 2 shows the themes of the studied festivals.
The themes of Adana festivals are agricultural. (€grry) fruit, sportive activities (wrestle) afiin.

The themes of Izmir festivals are agricultural protd (flowers, cherry), art, poetry etc. but their

theme are more divers than the themes of Adanathmes of Goteborg's festivals are more related
to entertainment (i.g film, music, comedy), cullueend science. The comparison of the festivals
themes highlights that Adana’s festivals are marally oriented than the others are.

Table .2 Themes of Festivals

Adana Izmir Goteborg
Cherry Cherry Culture
Peach Art Science
Radish Fishing  and Music
Underwater
Watermelon Entertainment
Themes Flower
Kebab Film
_ Poetry
Entertainment Comedy
Youth
Film
Children
Wrestle

To determine the perception of managers on the dmp# their festivals on the promotion and
communication of their city, the frequencies ofitregreements and disagreements with the items
were calculated. The results of those calculatiayegresented in Tables 3-5.

As can be seen in the Table 3, the festival masaigeAdana mostly agree that their festivals create
meeting points for current residents and fellowzeits of Adana, and increase the collaboration
between local institutions and firms (see the iteln a2 and a9). Managers also think that their
festivals help to promote Adana in Turkey (seeitbm a3, a5). However, the impact of festivals on
the local economy of Adana is limited (see the ge0 and 11). Furthermore, festivals of Adana
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have only limitedly contribution to promote Adamathe international tourism market. According to
the results, most of managers think their festivige little on the international promotion of Adan
(see a4, a6, a7 and a8). As a summary, the impéestozals on the promotion and communication of
Adana is limited in the city and in Turkey.

Table.3.Perceived impacts of festivals of Adana on its Rrtiom and Communication

Frequencies
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> > ) . S = =
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£ 5 ] = ¢ 5 § ¢
() 5 - () \O (@)] b <2} +—
= ) ) z2 < < n = )
This festival helps the city’s resider
al P y 00,0 22,2 11,1 22,2 444 3,89 1.3

to socialize

This festival helps fellow citizens {o
a2 socialize with the Adana’s curre@0,0 0,00 10,0 60,0 30,06 4,20 0,6
residents.

This festival helps to introduc

. Adana to other Turkish citizens OO peme [ [2272 (G00[S | e

ag  |Mis festival helps to intoducg, , 05 444 000 333 322 16
Adana to the international tourists

a5 ThIS festival helps to promote Ada 0,00 000 333 222 444 411 09
in Turkey.

ag | |Misfestival helps to promote Adang, \ - 101 444 111 222 322 16
as an international tourism attraction.

a7 This f.estlval contributes to tr22’2 111 222 222 222 311 15
promotion of Turkey abroad

This festival helps to introduce local
a8 culture and tourism products t00,0 22,2 222 33,3 222 356 1,1
international tourists.

This festival increases tt
a9 collaborations among loc 00,0 00,0 33,3 33,3 333 4,00 09
institutions &firms.
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This festival helps to promote hSOO

alo .
local products and services abroad

20,0 20,0, 00,0 40,0 3,20 1,7

a1l This festlval increases the traoo’0 333 000 222 444 378 14
potential of Adana.

al2  This festival popularizes Adana. 100 00,0 40x®W.0 400 3,80 11

In 1zmir, the studied managers think their festiviahve a rather limited impact on the promotion and
communication of Izmir. As can be seen in Tabl¢hé, festival managers of Izmir agree with a few
items which measure the impact of festivals ondesstis such as “This festival helps the city's
residents to socialize”, “This festival helps fellaitizens to socialize with the current resideots
[zmir" and “This festival increases the collaboraicamong local institutions & firms” (see the item
i1, i2, i9). However, they mostly disagree with @thtems that evaluate the promotion impacts of
festivals in Turkey and in the international toarimarket (see the item a4, a6, a7, all, and al2).

Table.4.Perceived impacts of festivals of Izmir on its Pation and Communication

Frequencies
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. This festival helps the city
i1 P Y 000 000 000 71,4 286 429 05

residents to socialize

This festival helps fellow citizens to
i2 socialize with the current residents 60,0 00,0 14,3 429 429 4,29 0,8
Izmir

This festival helps to introdudemir

i3 ) " 143 28,6 28,6 00,0 28,6 3,00 15
to other Turkish citizens

" This fgstwal hglps to mFroduce Izm|£r12,9 143 143 000 286 257 18
to the international tourists

i5 286 14,3 143 14,3 28,6 3,00 1,7

This festival helps to promote Izn
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in Turkey.

This fgstwal helps to promote Izml 86 143 000 286 286 314 18
as an international tourism attraction.

i7 This fgstlval contributes to tr42’9 28,6 00,0 000 286 242 18
promotion of Turkey abroad
This festival helps to introduce local

i8 culture and tourism products 8,6 14,3 14,3 14,3 28,6 3,00 1,7

international tourists.

This festival increases th
19 collaborations among loc 14,3 00,0 00,0 57,1 28,6 4,00 1,0
institutions &firms.

10 This festival helps to promote th586 143 286 286 000 258 13

local products and services abroad '

i11 This festlval !ncreases the tra 143 286 286 000 286 300 15
potential of Izmir.

i12 This festival popularizes Izmir. 14,3 28,6 28,®0,0 28,6 3,00 1,5

The perception of managers of the Goéteborg festialhow their festivals affect the promotion and
communication of the city is presented in Tabldé&cording to these managers, their festivals have a
contribution to current residents. However, onlgethmanagers believe that their festivals create a
communication with former citizens of Goteborg. Mover, according to the survey impact, only
some of the managers agree that his or her festifedts the trade potential of Goteborg (seetdma i
g1l0 and g11). Half of the surveyed managers thirgr tfestivals contribute to the promotion and
communication of Géteborg in Sweden (see the itgBng5). However, the impact of festivals on the
promotion of Goteborg abroad is restricted (seeggd, In addition, some of those managers wrote on
the survey, that their festivals are not internadidout rather Scandinavian attractions. Althouugre

is some variation, it can be said from these figdjrthat the surveyed festivals of Géteborg couteb

to the promotion and communication of Goteborgwe&en and in Scandinavia.
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Table.5.Perceived impacts of festivals of Géteborg on rtakdtion and Communication

Frequencies
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This festival helps the city’
gl P y 00,0 00,0 25,0 00,0 75 450 0,9

residents to socialize

This festival helps fellow citizens to
g2 socialize with the current residen5,0 12,5 25,0 00,0 37,5 3,12 17
of Géteborg.

This festival helps to introduc

93 Géteborg to other Swedish citizen

00,0 125 250 125 50 4,00 1,2
This festival helps to introduce

g4 Goéteborg to the international2,5 25,0 25,0 125 25 3,12 15
tourists

This festival helps to promo

Géteborg in Sweden. 00,0 125 125 375 375 4,00 11

g5
This festival helps to promote

g6 Goteborg as an international touris@é®,0 25,0 25,0 125 375 3,62 1,3
attraction.

o7 This fgstlval contributes to tt 000 125 125 500 250 3.88 1.0
promotion of Sweden abroad

This festival helps to introduce local

g8 culture and tourism products tb2,5 125 125 375 250 350 14
international tourists.

This festival increases th
g9 collaborations among loc 00,0 25,0 12,5 00,0 625 4,00 14
institutions &firms.

g10

This festival helps to promote tr(;f ’ 375 125 000 375 312 16

local products and services abroa
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This festival increases the tra

potential of Géteborg, 125 125 125 375 25 350 14

00,0 This festival popularizes Géteborg. 125 00®2,5 00,0 75 425 15

Comparisons of the festivals of all the cities shibat the festivals function as leisure activities
residents in all those three places. The manadettsecTurkish festivals strongly support that their
festivals is a communication tool between currerd gormer residents. In the Goteborg context, the
perceived communication function of the festivaitwieen these groups is poor. A majority of the
managers of all the cities agree that their felipartly contribute the promotion and communiaatio
of the city in their countries. However, the resybibint out that the festivals of Géteborg help to
promote its city out of the country more than tastif/als ofizmir and Adana. Moreover, the festivals
of Géteborg support the promotion of the city mibran the festivals of Turkish cities do.

Conclusion and Discussion

The purpose of the study is to understand howMastican affect and contribute to the promotion and
communication of a city. To satisfy the purposeadaas gathered from managers of festivals by
means of a survey conducted in Adaizair and Géteborg in 2008-09. The results showfettvals

to some extent do affect the promotion and comnatiic of their city. Above all, the results of the
study suggest that festivals create a communicatimesphere among the residents of cities. This
finding is parallel to results reported in the poes literature which state that festivals create
recreational and leisure activities for the comru(Byrd et al., 2009) and increase the coherence i
the society (Gursoy et al., 2004).

In the current study, the managers rated the implatie festivals on the trade potential of they cit
rather low in all three cities. This finding doest support the current literature which stronglguss

that festivals influence the local economy (i.gck¥®n et al., 2005; Long and Perdu, 1990; Uysal and
Gitelson, 1994). However, it is consistent withistmgical research (i.g. Rao, 2001). According to
researchers in this field, festivals are publicdgadherefore, they support the soul of the comiguni
more than the economy (Gursoy et al., 2004). Than meason behind the disagreement between
previous studies and the current study regardingn@wic impact can be the measurement of
economic impact. Previous studies focused on tiperedture of tourists or the revenue of tourism
firms. The current study does not directly focudhia kind of direct financial measures. As Cronmpto
and McKay (1994) point out, reports of economic acipof festivals in the literature tend to be btigh
since they mostly contain their revenue impact @disdard their cost. Moreover, the assessment of the
impact and if it is positive or negative can chafrgen one stakeholder to another (Byrd et al., 2009
In the current study, festival managers may haversé goals such as to increase the social benefits
(especially in art, science, film festivals) whitiean they may not directly focus on the econondle si

of festivals.

The findings suggest that not all festivals conti@to the promotion of a city in its country andfhe
international tourism market. This findings paritpntradicts some previous studies which see
festivals as a promotion tool for the developméntity tourism (Cornelissen, 2005; Gibson, 2005;
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Picard and Robinson, 2006; Prentice and Andersed3;2Raj, 2003; Richards and Wilson, 2004;
Roche, 2000). There can be several explanatioriad#tese findings and the contradictions between
the results of this study and previous studies. Eqpanation is the research type of previous studi
which mostly focus on best practices and used sagbes as a research method. Although the case
study method gives detailed information about thedied object, it has limitations concerning
generalizability.

Another explanation can be related to the sizéefestivals in the current study, which includethb
smaller size local festivals and international ifeds. Therefore, some of the surveyed festival
managers may not see national or internationaiovésas potential participants. Moreover, the tgpe
festival organizers can also influence the impdc destival on the promotion of a city. As can be
seen in Turkish cities, the municipalities of Izraimd Adana are the main organizers of the festivals
These institutions may focus on the community hieneind disregard the development capacity for
city tourism of festivals. A further explanationncae the theme and content of the festivals in this
study. According to several studies, festivals amdnts should have a theme that is different from
their rivals in order to contribute to the imagedaattractiveness of the destination (Yeoman,
Robertson, Ali-Knight, Drummond and McMahon-Begt2804). Some of the festivals of the current
study, however, have not any unique theme thag¢mdiftiates them in the market. Several festivals in
Adana and Izmir, for example, contain general celigtins of agricultural products in order to create
community soul. Moreover, when the festival thermethe three cities were evaluated, one can see
that all of them have international film, art, ajadz festivals. Although these themes seem to be
attractive, they tend to become a generic thentleeérmarket. Thus, for example a key word search on
“international jazz festivals” in google.com broadf8000 results! The first five pages of this sharc
present Cape Town, Vancouver, Miri and Dubai, Matine, Glasgow international jazz festivals. At
the third page of google research, Izmir Jazz\fakits appeared. An internet search on the key svord
“international film festivals” produces similar td&s. The lack of uniqueness of the festival theines
the studied cities limits their effectiveness ipgorting a differentiated promotion of the cities.

As a summary, the current study suggests that wdth@ities organize several festivals the festival
managers have a rather low rating of the impathef festivals on the promotion and communication
of the city. The studied festivals mostly seemrate a communication place for the community. The
impact of festivals on the promotion and commumicatof the city in the country or in the
international tourism market is much weaker. Furti@e, the study points out that when studying the
impact of festivals, it is important to control fire aim, scope, theme and type of organizersef th
studied festivals
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MANAGING FESTIVAL SAFETY — A CASE STUDY OF THE
STAVANGER FOOD FESTIVAL (THE GLADMATFESTIVAL) IN
NORWAY

Professor Reidar J. Mykletun, PhD,
Norwegian School of Hotel Management, Universitystdvanger, Norway

Abstract

Festivals may gather high numbers of attendant&hie material goods, money and properties of

considerable values, and may also be placed iowuings that may be vulnerable for wear and tear
of human activities and unplanned or disastrousitsv@ he greater and more complicated the festival,
the more potential risks are involved. Accidentd dramatic unwanted events may have negative or
fatal consequences for participants and cause hsoidering and death, and also seriously hurt the
festival owners and the hosting municipality in esg ways. To manage such risks, some festivals
have started to employ risk analyses and risk me&magt techniques, varying from shallow plans

bought from consultants to proper risk analyses iwathagement strategies involving the festival

manager and staff.

The Stavanger Food Festival (the Gladmatfestivadyides the empirical context for a case study of
this development. Established in 1999, the festwmlually gathers 250.000 participants and 500 staf
involved as exhibitors and the like in a small amedhe harbour area in central Stavanger. A risk
analyses showed that drowning, exposure to fireexpibsions, excessive substance abuse, violence,
public disorder, wind damaging the tents, intoxmraicaused by food or water and poor hygiene were
central risk factors for those present at the veamel some of were also potential risk factors for
goods and property. Also, installing and removimg material structures of the festival involvedhhig
risks for accidents, human suffering and brokempertes.

A management plan was developed to encounter tiwse applying principles from the offshore oil
industry. While the plan was initiated by the fealj it was developed in concert with the Policenge
the responsible agent for emergency and rescueit atgb contributed to a learning process in the
administration of the Stavanger municipality, whadntributed in 2007 by launching a handbook for
festival managers when applying for permission $e public space for festivals. The plan was
communicated thoroughly through the festival orgation and discussed both up front and every day
at the staff morning meetings.

Keywords: Festival safety, festival risk management, foalital, Gladmatfestival, Stavanger
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Introduction

Festivals may gather high numbers of attendanta iimited area, involve material goods and
properties of considerable values, and may alspld®ed in surroundings that may be vulnerable for
wear and tear of human activities and unplannedisastrous events. Equipments of various kinds,
like tents, stages and scenes, have to be bronighthie area and erected for the staging of thateve
and to be removed after the celebrations. Perf@mead their equipment travels to and from the
festival area along with crowds of audience, arel dmount of participants makes it unlikely that
individual security checks may be undertaken. Ooeldct hypothesize that the greater and more
complicated the festival, the more potential riaks involved. Several authors (e.g. Allen, O'Toole,
McDonnel & Harris, 2002; Bodwin, McDonald, Allen &oole, 2001; Getz, 2005; Harrison &
McDonald, 2004; Laybourn, 2004; McDonnell, Allen;TOole, 1999; Shone & Parry, 2001; Tarlow,
2002) argue that the positive impacts a well-orgahifestival may have on external images of a city
and local profiling and self-esteem for its inhahis may be reversed and seriously impaired by
accidents and dramatic unwanted events at thevdéstenue. Moreover, accidents and dramatic
unwanted events may have negative or fatal consegador participants and cause human suffering
and death, and also seriously hurt the festivaleva/mnd the hosting municipality in several ways.
These authors also recommend that risk managereehhijues should be employed to prevent
adverse events to take place, and guides on rigsaent and safety management have appeared
(e.g. Danielsen, 2008; UK Health and Safety Exgeyut2007). To manage such risks, some festivals
have started to employ risk analyses and safetysunes, varying from shallow plans bought from
consultants to proper risk analyses and managestmtegies involving the festival manager and
staff. However, to the best of our knowledge, sonfaresearch has been published of risk and safety
analysis and management in the context of festiwmahagement. The present article attempts to
contribute to the opening of this area of researuth to inform the authorities, festival managerd an
public in general on how risk management is appheal festival context.

Adverse events examples from festivals and sportgents

As no research-based overviews over adverse exantptes are available, some illustrative examples
have been traced monitoring newspapers and segrichinedia archives. The incidents found are not
displaying a total overview of the risks of festigmd event accidents but serve as illustrationhef
potential hazards related to such arrangementsaAde observed from Table 1 they include injuries
caused by collapsed material structures, fire and/ding in concert areas, but also accidents in the
festival camp and in near-by areas. Alcohol andislenhances other risk factors.

Severe adverse effects may also happen during etlesrts. Thus, at least 15 people have been killed
and several hundreds injured in the bull fightingn iPamplona in Spain
(http://www.dagbladet.no/2009/07/12/nyheter/fests@dnia/utenriks/7163404/




Table 1 Examples of adverse events

comments.

Source

Bergesen,
2009; Hustad
& Ittelin,
2009

Tvedten &
Rasch, 2009

Fretteland,
2008

Amdal, 2007

Eisentrager
2007

Place and
time

Skiippagurra
Festival,
Norway 2009

Pohoda Music
Festival,
Trencin in
Slovakia

Norway Rock
Festival 2008

Roskilde
Festival 2007

Roskilde
Festival 2007

Adverse event

Artist fell from
scene  while
performing

Festival tent
collapsed

Leak of diesel
exhaust into
caravan during
night

Festival
participant hit
by a train

Four
participants
injured in gas
explosion
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at festivals: Charatts, consequences, causes and

Consequences Causes Comments

Artist broke Untidy back stage Concert

wrists and area and lack of cancelled.
damaged neck. safety fencing Artist  makes
Artist  injured claims for

and must cancel

compensation
20 concerts P

to organiser

One participant Unsafe tent Festival
died, 40 construction  and terminated,
participants bad weather 33.000
injured

participants
evacuated and
emergency
shelter

provided

Two participants Diesel aggregate Festival

died from used for producing continued after
suffocation, six electric energy in mourning, one
brought to caravan during pang refused to
hospital night

. perform,
seriously )

memorial fund

endangered.
Confusion at the created for the
festival two  orphans,

safety  effort
increased  for
the 2009 event
and no
aggregates
allowed

The visitor got The victim was

both his legs cut excessively drunk

off and was walking
on the railroad

Severe burning Gas cooking devise

injuries exploded and
started fire in the
camp
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Fuglehaug, Roskilde Crowding in Nine participants Only ongoing Festival
2005 Festival 2000 front of scene died from concert and too continued, police
during concert suffocation, large audience, noinvestigation
performance  tramped to death, protection against blamed the
eighteen injured pressure from audience, case
crowding, alcohol re-opened after
consumption complaints and
the festival
management
questioned
Rgnningen,  Toéreboda- Crowding Nine participants The injured were Concert
2000 festivalen, (10.000) injured hurt when pressed continued
Sweden, 2000. during concert towards a safety
by Markoolio fence in front of
the scene
Source Place and Adverse Consequences Causes Comments
time event
Solbraekke, Hultsfred Crowding in One participant No protection
2000 Festival, front of scene tramped to death against  pressure
Sweden, 1999 during concert from crowding
performance (18.000). Band
by Hole leader  Courtney
Love urged
participants to
come closer to the
scene
Solbraekke, Minsk, Russia Crowding in 54  participant
2000 1999 front of scene died
during concert
performance
by Mango
Mango
Solbraekke, Sao Paulo, Bridge fence Panic, 8
2000 Brasil 1997 fell down on participant died
concert
audience
Solbraekke, Dusseldorf, Crowding in One participant
2000 Germany,1997: front of scene died from
during concert suffocation after
performance  pressure  from
by Die toten crowd, and 300
Hosen were injured
Solbraekke, Kdln, Crowding in One participant The participant fell
2000 Germany, 1997 front of scene died and was not able to

during concert

feet,

get back on her
tramped to
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performance death
Solbraekke,  Arad, Israel Panic in Two participant Panic in crowd of
2000 1995 crowd during died and 150 20.000 audiences.
concert participants were The two participant
performance injured were tramped to
by Maschina death
Solbraekke, Gdansk, Fire at Rock Two participant One died from fire,
2000 Poland, 1994 Concert died and 200 one was tramped to
arranged in participants were death by the
Ship Yard injured panicking crowd
Solbraekke, Kristianopel, = Uncontrolled  Three The three
2000 Sweden, 1981 crowding at participants died participant  were
entrance for a tramped to death
(Valborgmesse performance while the audience
eve) by the Roxette entered the concert
star Per arena, insufficient
Gessle’s band control over the
Gyllene entrance
Tider
Solbraekke, Cincinatti, Panicing 11 participants Audience were
2000 Ohio, US, crowd when died from unable to get out
1979 the audience suffocation  or from the concert

were leaving were tramped to area
after a concert death

by The Who
Source Place and Adverse event Consequences Causes Comments
time
Solbraekke,  Altamont, Fighting Coloured The adverse event
2000 California, US, between Meredith Hunter, happened when the
1969 guards (Hell's was killed by the band played the
Angels) and guards, and three Sympathy for the
audience other died from Devil. No more

during Rolling injuries during info on reasons
Stones concert the battle that available
at festival followed

Likewise, soccer games have become severe saf@igrnfjes. Examples were the tragedy at the lbrox
Park, Glasgow in Scotland in 1971 where 66 peoplerm the audience died from pressure during
crowding at exit gates. In 1985, a fire in Vallegr&a Stadium, Bradford in England, set on by
children’s play with matches in the stadium woodenstructions caused 53 fatalities (Lote, 2009).
The 1985 Heysel Stadium Disaster, "the darkest hothie history of the UEFA competitions”, was
caused by crowding, riots and fighting between sui@p groups that led to collapse of material
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stadium structures; 39 died and more than 600 weranjured
(http://en.wikipedia.org/wiki/Heysel _Stadium_Disaxgt Even worse was the Hillsborough tragedy in
England in 1989 where altogether 96 Liverpool-sufgye died and 766 were injured. The causes
were panic and wrong decisions by the local polideen huge crowds gathered in front of the
entrances of the stadium, and also lack of poliitatives when the adverse event occurred (Lote,
2009). Like in festivals, crowding and fire seeim$e major risk factors at sports events.

Mega-events like the Olympic Games have also bearrenh by tragedies. In the 1972 Summer
Olympics in Munich, Germany, the “Munich massacceused the death of 11 Israeli athletes and
coaches taken as hostages, and one policemanvartérfiorists from Black September. In subsequent
Olympics, increased security measures in the Olgnypilages and competition venues protected
athletes but also diminished the festive and opgersphere that is at the heart of the Olympism
(http://www.britannica.com/EBchecked/topic/42800F#@pic-Games/59618/Munich-West-
Germany-1972). Nevertheless, the Atlanta Olympiesenmarred by several threats from terrorism
and experienced the Centennial Olympic Park bombimduly 27 1996 which caused two fatalities
among spectators and wounded 111 others (Hultg@®8; Thoresen & Hansen, 1996). While the
former was clearly a part of a larger political flimh the latter was more of an unpredictable oremm
adventure.

Risk and risk management concepts and theories

The “risk archipelago” is rich with theories andeirrelated terms and concepts, and is visited by
engineers, psychologists, sociologists, anthropsi®geconomists and students of government and
law (Warner, 1992). The concept rigk relates to the Italian expression“dticare” , which was in
use in the 18 century to denote the opportunities and dangexsriterchant vessels were exposed to
along foreign seashores (Bernstein, 1996), whick @aigo the time of the rise of the insurance
systems. In short risk may be defined as ¢benbination of possible consequences and related
uncertainties(Aven, 2007) othe combination of the probabilities for an adveesent to occur and
the consequences of that ev@80, 2002). Warner defines risk as

“...the probability that a particular adverse eventcors during a stated period of time, or
results from a particular challenge [...] Explicitigr implicitly, it must always relate to the
risk of (a special event or set of events) and wlagpropriate must refer to an exposure to
hazard specified in terms of its amount or intgndime of starting or duration. [...] All risks
are conditional, although often the conditions amglied by context rather than explicitly
stated. [...] An adverse event may be defined ascaarence that produces harm. A hazard
is the situation that in particular circumstancesutd lead to harm, where harm is the loss to
a human being (or to a human population) conseqoentiamage, and damage is the loss
inherent quality suffered by an entity (physicatl dnological)” (Warner, 1992, p. 2 — 3).

A hazard or chains of hazards may function as catis# initiate or elicit the adverse event itself
(Figure 1), which in turn leads to consequencesrtiey aggravate the effects of the adverse event. A
hazardis the potential for adverse consequences of guneary event or sequence of events or
combination of circumstances that could occur, asklis the chance of a defined hazard occurring.
Risk reduction may be facilitated by implementirigkrassessment procedures, specifying which
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adverse events that may occur, how they relatertaio hazards or chains of hazards, how likely the
are to happen, and how severe their consequencedbenlisk assessmemay be defined as the
integrated analysis of risks inherent in a prodwssistem or plant and their significance in an
appropriate context. It includes two main areasaofivities: 1) Risk estimation which is the
identification of the outcomes, the estimationhad tnagnitude of the associated consequences ef thes
outcomes, and the probabilities of these outco)eRisk evaluation is the process of determinireg th
significance or value of the identified hazards astimated risks to those concerned with or aftecte
by the decision. As a contrasafsty,relates to freedom from risks that are unacceptablarmful to

a person, or group, either local to the hazardnoa iwider context. The situation and activities
containing the risk may also brifgenefits,which denote the gains to a human or human pdpuolat
(Warner, 1992).

The expression of “risk management” originatesnftwo Italian terms: Thenanagemerterm comes
from the ltalian verb‘maneggiaree” meaning to ride a horse with skill; however, thiaynmbe a
misleading metaphor since risk is ubiquitous andmman activity is risk free or safe (Hood, Jones,
Pidgeon, Turner & Gibson, 1992). At the most gehkenzel, risk managementan be understood in
the terms of organisational control theory inclgdirsetting (explicit or implicit) goals, gather and
interpret information, and act to influence humadiour and / or physical structures. The overall
subject area, also called loss prevention, is corecewith hazard identification, risk analysis kris
criteria and risk acceptability, thus risk managemmdeals with processes of decision making,
regarding the acceptance of an assessed risk andhe implementation of actions to reduce the
probability of occurrence or its consequences.nireeent and festival context risk management may
be seen as the process of anticipating, preverdingjnimizing potential costs, losses or probldars
the event, organisation, partners and guests (Ge@s, pp. 284-285; see also Getz, 2007, p.298. Th
process includes data collection, evaluation, dmtimaking and implementation of means to reduce
or eliminate the risks anticipated (Tarlow, 2002).

The implementation of a risk management approach legitimised by the normative
“Vorsorgeprinzip” — the Precautionary Principle — stating that anvi#¢ must not be undertaken if
there is a significant uncertainty about its conseges, and some of these may be serious. Moreover,
to keep the risk§As Low As Reasonably Practicable (ALARRJHood, Jones, Pidgeon, Turner &
Gibson, 1992), means and barriers must be implesdent hinder the adverse event to occur and / or
minimise its consequences, if no gross disproportiad the relationships between costs and
disadvantages on the one side, and the benefitstfrose means, have been demonstrated (Lofstedt,
2003; NOU 2000). Risk assessment and consequersageaal actions are the tools that festival
managers employ to increase tlubustness of their systerfihis may be achieved by installing
barriers to hinder the initiating events to takacgl and, if it does, other barriers may have been
installed to reduce the consequences and theircitmg&igure 1). Sucbharriers may be of various
kinds, including symbolic (i.e. signs), organisatb (i.e. procedures), functional (i.e. gates to be
opened and closed) and physical (i.e. physicalidrarand fences). Lack of barriers or ineffective
barriers increases thweilnerability of a systemwhich may then be seen as ttwenbination of possible
consequences and related uncertainties given Hesystem is exposed to the threats and causes that
potentially may elicit the adverse event.

Departing from sociology, Tarlow (2002) argues tihad festival context, risk and safety management
may be discussed within three different theoretinalels. First, from &unctionalistperspective, a

festival may be seen as a social system constitayadterlocking components. A change in one of
them, for instance, due to an adverse event, willikely to influence the rest of the system. This
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principle applies especially to the chain laizard / cause — adverse event — consequences model
displayed in Figure 1, which touches on the kenfahe risk assessment principles (Warner, 1992).
Second, festival safety may be seen fromoaflict theory perspective, which assumes that as any
social system a festival has a high potential fampetitions and even conflicts between and within
locales, and creates winners and losers. Suchicsnfhay be the antecedents (hazards / causes); the
adverse event; or the consequence in the modelaged in Figure 1. Third, Tarlow (2002) argues
that the perspectives symbolic interactionisrhave relevance to festival risk and safety managem
since festivals exist by creating experiences amabes. Hence, the packaging of collective memories
and associating them to time and place as imagekeiscentral long-term outcome for festival
participants. The occurrence of adverse eventgtaidconsequences may impair the images of both
the festival and its hosting municipality.

Chains of hazards Chain of consequences
(causal factors) from damage to harm
Barriers
Error F—— o T Consequence 1
A ..4
Error 2/ —— Consequence 2
Error 3 Consequence 3
9 1
Error 47— —— Consequence 4
Error three analysis Consequence tree analysis
Frequency- Consequence-
reducing measures reducing measures

Figure 1: The flow model of risk and safety analyses. Adeeevents denote the negative outcome of
(chains of) hazards or errors that may occur (ddfastors, left side of model). On the right siole

the model the consequences (damages and harmg afitlerse event are illustrated. Barriers may be
employed to a) reduce the frequency of the cawszbifs, and / or reduce the consequences of a
possible adverse event.

Compared to other organisations, festivals may hawegue problems in relation to safety
management. First, it is inherent in the festivedgéson d’étre for participants and possibly astistaff
and organisers to behave in variance with conveatioorms:

“At festival times, people do something they notyndb not: they abstain from something
they normally do; they carry to the extreme behangdhat are usually regulated by measure;
they invert patterns of daily social life. Reversatensification, trespassing, and abstinence
are the four cardinal points of festive behavio(Falassi, 1987, p. 3).
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This “festivality” has a resemblance to the limishaioncept in Turner's (1969) classical work on
tourism, tourism culture proposed by Jafari (19@&r) Ryan’'s (2002) observations of tourism as a
liminoid phenomenon; all of which are pointing attares that are different from that of ordinar|i

to time out of ordinary time, and experiences stap@side of ordinary social processes with room
for fun and idiosyncratic behaviour. Spectaculaiviies, idyllic sunsets and a great party ambe&nc
with crowds of attendants may commonly be expeadrat festivals, but some of these situations may
endanger the individuals’ health and safety andiriterests, images and properties of organisations
and municipalities as they may limit or play dovme hormative effects of the ordinary social control
in a society, hence raising risk levels (Getz, 2QG&burn, 2004; Tarlow, 2002). Second, although
celebrations may be as old as mankind (Falassif)198stivals in their frequent occurrences and
rejuvenated forms (Kwok-bun & Sai-shing, 2005) aew types of organisations that may lack
experiences in how to manage safely, at leastNloraic setting. They are often run by one or few
persons, who may be festival managers in a pag-timeven unpaid, voluntary position. Even small
festivals are complex organisations involving sel/eubgroups like visitors, entertainers and / or
exhibitors, untrained volunteers side by side vdthme paid workforce (Andersson, Carlsen, Ali-
Knight, Jaeger, Mykletun & Taylor, 2008) for difeert tasks like erecting and taking down the
constructions like scenes and tents, selling ticleatd controlling entrances, and serving beverages
and food. They must interact with local authoritiesbe allowed to use public space, and obey rules
and regulations enforced by the local authoritifgen though handbooks with guidelines have
appeared (e.g. UK Health and Safety Executive, P007s unclear to what extent and how festival
managers work with risk and safety managementisksand safety management may be given rather
shallow attention in stable and well-establishegharsations, it is most likely to expect that tgalm

of concern is rather peripheral for festival mamagéience, the research problems of this paper
addressed three main questions: A) How are theansksafety management addressed and organised
in a festival context? B) Which risks are assessed how are they evaluated? C) How are the
identified risks handled in a festival context?

Method

As no studies have been published in this areasa study approach was deemed appropriate since
the case study design allows for.in-depth examinations of many features of fewtsufi..) over
duration of time, allowing for detailed, varied amdtensive data and allowing the use of multiple
methods” (Neuman, 2003, p. 33) to reveal insights into arngmenon (Yin, 1994) which here was
defined as the festival risk management. The desilgnvs to“... demonstrate a causal argument
about how general social forces shape and prodesailts in particular settings{Walton, 1992, p.
122). The study employed a mixed methods approBoewer and Hunter, 1989; Creswell, 2003).
Like the use of replications within experimentakearch, repeated case studies under varying
conditions may facilitate generalizations (Lewigl &itchie, 2003; Yin, 1994); hence, this study <all
for similar investigations in new contexts and alstth unsuccessful festivals to further our
understanding of festival risk management procedared practices. The case study approach also
allows for generating hypotheses that later magebearch with other designs.
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Figure 2: The place and space of Gladmat 2005. In the iogiédon the right and left sides of the bay
are restaurants. The white tarps cover the exbibitands. The small boats in the harbour were not
allowed after the 2005 Festival and were replagethé larger Veteran Boat Festival.

The case that informed the study was the risk nemagt at the Stavanger Food Festival
(Gladmatfestivalen) in Stavanger, Norway (Figure B2ing arranged annually since 1999 for four
days during late July, the Gladmatfestival is ofighe oldest and also the largest festival of the
Stavanger region (Einarsen & Mykletun, 2009). Ae thutset the festival promoted local food and
aimed at becoming the national event within itstteeand a hallmark event (Getz, 2007) for its
region, and also for the food and meal productioin® area. The name itself means “happy food” and
alludes to the idea of meal enjoyment, raising amwass about meals and food quality, and intending
to create public interests and demand for, andwuopson of quality food. The actual celebration
occurs in the meeting between the exhibitors, afisjtartists and professional chefs who take part i
the event and consumption of food, beverages,iBcpvograms, parties, parades and entertainments.
Its venue is the harbour at the centre of the t&tavanger (Figure 2). Different projects such as
shows with multiple courses dinners, food workshégschildren, food theatres and national and
international championships are arranged by thevédsThe 2009 event roomed 120 strictly selected
exhibitors, representing a wide range of diffefaatd. A large variety of meals were offered and the
festival attracted about 250.000 visitors.

Data were collected through personal interviewsyspapers, documents, Internet resources and
participative observation. Open interviews were enadgth the festival manager (abbreviated FM in
the text below), the festival risk manager (FRM)ge tfestival technical manager (MTM), the
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Municipality Event Coordinator (MEC; an officer empered by the Mayor with the official authority
to control the festivals), the Chief Police Officar Stavanger Police Station (PHO), the Police-task
force on guard during the festival, and the Rovesdre Group (RRG) from the Madlaspeiderne (a
local boys’ scout troop who had set up a profesdicgscue organisation). These interviews lasted fo
1 - 2 hours each and were either electronicallpnead or notes were taken. In addition, several
shorter dialogues were kept, and short interviewsevalso made with the ambulance manager and
officers from the fire brigade.

Observation was performed at the festival officesafety meetings and inspections, and on the venue
through all four days of the festival. Notes weaketn regarding significant issues and compared with
the interview data. This unobtrusive way of coliegtdata increased the likelihood that the subjects
behaviour would remain unaltered (Kellehear, 1988ehurst and Veal, 2000). This freedom of
“seeing without being seen” afforded insights imsiders’ perspectives and thoughts (Guba and
Lincoln, 1994), which added to the validity of thedings. Observation provided a more complete
understanding of the context in which problems ahallenges arose during the short time frame of
the festival, thus achieving “.much fuller and more accurate insight into a sitoatthan would
otherwise be possiblgVinten, 1994, p. 34). Misinformation, inconsistges and evasions in the
interviews could more easily be detected (Neum803®, and a more precise overview of episodes
described by informants could be achieved.

Electronic archives of the main national newspapezse searched for reports on the event, while
manual searches were made of the archives of tba@ loewspapersStavanger Aftenblacind
Rogalands Avisimportant documents like the safety meetings dgesnd minutes, and the Police
Festival Permission documents were examined. Teats the documents, newspapers, interviews
and observations were analysed along two main iptex The first analyses weopen codingto
identify information relevant to the priori set themes with regards to established theory.edewy
due to the explorative character of the study asgfemerging themesas just of equal importance.
Second, the researcher usselective codingo compare and contrast findings and underpin the
concepts and theoretical structures that finally te the conclusions (Miles & Huberman, 1994;
Neuman, 2003).

Results

Emerging concerns about safety at the Gladmatfestiv

Concerns for risk management rose within the Gldfirstival as a consequence of hazards and
criticism on one side, and also demands from thiegoand the municipality and from observing harm
and damages caused by adverse events at othealgsth the 2005 Gladmatfestival a private small
boat overloaded with partying people sank by thekdiuring the busiest festival hours. The adverse
event itself caused crowding at the dock side,theccrowding increased as the police boat patgpllin
the harbour turned on their sirens and blue ligitt arrived to the place. In the meantime the boat
owner called a rescue crane to lift the boat ouhefwater before the material damages became too
severe. A huge lorry with a crane drove into theéasingly crowded area which imposed new risks
to the festival participants (Figure 3). It is wed who gave the lorry access to the area, bytdhee
officers on duty were inexperienced and did natriigre with this rescue operation (FRM). No serious
harm was caused to humans. Afterwards it was regdalat for several years these small boats had
been a nuisance for the festivaPeople in the small private boats in the harbowavie their own
“festival” outside the official one. This constiag a risk. The harbour authorities are responstble
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what happens on the sea, but they do not care.fésieval got the blame as the accident was
apparently within the festival area. From 2006 amdvards the festival hired all rights to the sea in
the harbour, closed the area for the small privatats and rented the inner harbour to the Veteran
Boat Festival which mainly solved the small boaué (FM1).The rumours of this adverse event
spread to other harbour-based festivals in theoreghd especially the fear of fires and explosions
the boats alarmed the authorities. On more reastivals the police patrols in the area have been
managed by senior, experienced staff (PHO).

The 2007 Gladmatfestival had to close for some $idue to heavy rainstorms. Fortunately the storms
started at night and nobody except the guards onwlas present in the festival area. Parts of tents
equipment, refrigerators and furniture were spraszlind by the strong winds and some material
damage was made. The main reason for the damagengw#ticient anchorage of tents and other
equipment, and new standards for securing thellastas were required. As the municipality does
not accept any bolts to be hammered into the groimednew anchorages had to be concrete blocks in
sufficient numbers and weight compared to the sikdhe object that should be secured. One
consequence of this was increased use of truckagltlie construction and de-construction of the
festival area, and it also became more difficultrtove tents or other equipment during the festival
hours as no vehicles were allowed into the aremgtine opening hours (FRM; MEC).

The hosting municipality of Stavanger as a countarp and context to the risk
management task and in the Gladmatfestival

The counterpart of the Gladmatfestival in the isswéd risk management was the Stavanger
Municipality administration, The Police Station $tavanger and other public services. As an event
organiser use public space in the town centreptfaniser had to apply for a permit from the Mayor
of Stavanger and Stavanger Police Office, and Weatehad to be accepted by the municipal health
authorities (ambulance service and acute medidine); the Southern Rogaland Fire Brigade, the
Food Authorities, the Beverage Sale Authorities] Hie Greater Stavanger Port Authority (Figure 3).
To simplify the application process the municipdhenistration had provided a special service for
event organisers. The office, which is located le tStavanger Municipality Department for
Environmental and Developmental Issues, is frorigdan officer fully dedicated to the role as
Municipality Event Coordinator. From 2007 and ondgrthis office had offered a web-based manual
or handbook for event organisers presenting demandsegulations together with related forms to
fill in to present all aspects of their case. Amdhgse was also a risk analysis form. The handbook
and application forms apply to all public spacetoinn except the Stavanger Concert Hall. This effic
also coordinated the cooperation between the vanpoblic agencies like the Traffic Control Office
(blocking streets and reorganising traffic and parking; distribution of electricity and water,
collection of waste and cleaning of streets) ineori provide service and support for the orgariser
while also raising the technical and proceduralityaf the events.
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Figure 3. Rescue operation in harbour during the most cealifdstival hours, 2005.
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This service was supposed to give Stavanger a ddimpexdvantage as a festival town (MEM). The
Stavanger Police Station reviewed all documenth gfitecial emphasise on the risk analysis and risk
management, alcohol policy and opening hours ane gjze final permits to run the festival. They
fully supported the ideology of the municipalitygegding festivals and service:

“The role of the police is to increase safety ibr@ad sense without intruding on the fun and
festive atmosphere in the town. Also the policedashall contribute to the high level of
service in Stavanger and add to the efforts of nwi$tavanger a good host for festival
organisers” (HPO).

The structure of the risk management tasks and taskes of the Gladmatfestival 2009 - organising
for effective risk management

The risk management organisation of the Gladmatbdsivas a complex structure serving the broad
tasks of analysing risks and presenting a planaatakkforce to secure the festival according to the
risk analysis (Figure 4). They set up a temporastival office close to the festival entrance wath
operation centre manned by the Director of the @kttestival Board, the General festival manager
and her deputy, media manager, photographer, &stsk manager, festival technical manager, and
assistants. The office also contained a meetingnnobere the festival safety meetings were held.

The festival’'s own taskforce consisted of the fedtmanager who was responsible for all aspects of
the festival including risk management. For supfioetmanger had a risk and safety committee with a
risk and safety manager who also was a leadereoRthver Rescue Group involved, and a technical
manager. The technical manager was assisted byitatistaff hired from an athlete organisation. As
a preparedness measure in case of adverse eventnrhmittee was extended to include the festival
deputy manager, two members of the Rover RescuepGend five staff members who in case of a
major adverse event were responsible for: a) meatidacts; b) fronting festival visitors; ¢) the Rov
Rescue Group; d) welfare for families of possibietims or hurt persons; and e) for log updates,
respectively.

The risk and safety manager and the technical nemsagere then responsible for the risk and safety
aspects related to a) the planning and use of dpadhe physical installations at the festival,thé
process of installing the tents and needed infresires, c) the actual operation of the festivat| d)

the deconstruction and handover of the area uséd tavner in a clean and tidy condition when the
festival was finished. The companies renting tearid other equipment to the exhibitors and the
festival, and the exhibitors themselves, had toudwnt health- and safety procedures for their
activities, and follow the instructions given byethestival risk manager and festival technical
manager.

The festival's own risk management task force wasaonstant interaction with the services provided
by the police, the fire brigade, the health autiesj the Municipality Event Coordinator and the
Municipality Traffic Office, and the guards hireg the festival. A command centre (CO-centre) was
established in a mobile barrack with clear singstgub on its walls, close to the main entrance ef th
festival area, and this centre served as the maiting point during the festival. The area was also
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fully supervised by video cameras controlled by piodice in their Operation Centre at the police
station.

To respond to the hazards of fire as a risk fadtae,extinguishers had to be installed in all gent
Propane gas and charcoal fires should be at dstaom flammable material and visitors at distance
from hot surfaces, and there should be a four mdiread street for emergency vehicles like fire
engines, ambulances and police cars. These rules emforced strictly by the festival risk manager
and festival technical manager as well as the R&®aegcue Group patrols. Officers from the fire
brigade also patrolled the area and had daily cheokmeasures to prevent fires and the preparedness
for their handling if they should occur. A fire éng was parked by the CO-centre and also a spgciall
equipped fire engine boat was present in the hanmost of the festival hours.

Accidents with damage to humans (visitors, exhibitgtaff or guards) were among the hazards that
required several types of barriers served by séggomps. As a response to this the Rover Rescue
Group had a first-aid group with several membersdaty during the festival hours. They had
advanced first-aid skills and were set up with aalr range of first-aid equipment including a
defibrillator placed in their first-aid barrack lbiye Co-centre. They also patrolled the harbour aith
zodiac. To make it easier to retrieve lost kids anide them with their parents they offered nangs ta
with parents’ cell phone numbers to attach to tigeskvrist, and a meeting point where lost persons
should show up to be united with their group. Tlealth authorities were also present with a fully
equipped ambulance placed at the CO-centre. Addetieise were guards hired from a company
specialising on stand-in services. On request fifeenpolice they were given a three hours course in
festival guards functions offered at the policdigtaby the police in cooperation with the firedade

and the health authorities. In line with the praesi from the last six years, this guard functioousdh
initially have been served by members of an athtegmnisation. Alas, as these volunteers were
unable to document attendance on the type of coagéred by the police they were replaced in the
last minute by the professional stand-in compamyg # a higher cost for the festival. In case of
adverse events with damage to humans, the guandsimaructed to call on the ambulance and the
first aid group, protect the victim(s) from the &rnte and pave ways for the ambulance.

As offence to the public order, terrorism, violerarel crime were hazards; the guards were supported
by the ordinary police force in the town and inifidd also a special patrol of three — four polieem
lead by an experienced senior officer, present figid0 — 2400 every day. One or two police cars
were parked by the CO-centre. A guard boat fromofepsional guard company (“Viking”) patrolled
the harbour, and the police also had a manned ramgfd police boat in the harbour most of the time.
Finally, the Coastguard was present with an arnesgel at the entrance of the harbour from Thursday
to Sunday. The guards and the Rover Rescue Gralpduapment handy for fencing off areas in case
of an adverse event. The festival guards watchedetstival area during the night, and after midhigh
the routine police patrols were on call.

Communication was secured by written proceduresaalvdnced technology including WHF, mobile
phones and the Rover Rescue Group also had satidléphones, the latter because of expected
breakdowns of the ordinary telecommunications isecaf a crisis. All exhibitors should have their
alarm and risk handling procedures placed centialltheir tents, clearly visible for themselves and
the visitors, and know how to handle unexpectaghsitns an alarm the risk and safety manger. All
guards, the festival risk manager and the festigahnical manger, and the Rover Rescue Group
should wear cloths that made them easy to iderdifig, also have cards with telephone numbers and
information about procedures handy.
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As the services provided by the police, the firgdmle and the health authorities were considered as
extraordinary compared to their ordinary dutiegjrtinstitutions charged fees to the festival fogit
contributions. These fees amounted to about 220K for the health authorities and the fire
brigades respectively and up to 165,000 NOK forpbkce. The festival also paid for the work of the
technical manager and the risk and safety man#igegssistance from the Rover Rescue Group and
the professional stand-in service guides.

National level: Directorate regulations securing cosumers the
rights of no risk when buying pgoducts, services ath experiences

Municipality level: Mayor and Town Council

Municipality Eve
Coordmator

Chief Police
Officer

State Food
| nspectors

Fire flghters

Greater HE-
‘( Stavanger Port) @ :
Authori

Figure 4. The structure of the Gladmatfesitval risk manageimtask-force and their counterparts in the
municipality administration and police force.

The risk analysis the Gladmatfestival

From the onset and up to 2004 the risk analysegiakdnanagement plan was a document adapted
from the petroleum industry. It was a heavy documbat nobody felt ownership to; hence it was
placed on the shelf. From 2005 a Rover Scout Gfoup the Madlaspeiderne took over the task of
making a new approach to the risk management ofesi@val. Their approach was quite practical,
departing from their experience of risk managenagnarge Rover Rescue Group camps. A new risk
analyses were set up and revised annually contingeon the evaluation of the event. A
documentation of the festival risk management dsgdion was also developed. The 2009
Gladmatfestival risk analysis demonstrated thatvding, exposure to fire and explosions, excessive
substance abuse, violence, public disorder, windaggng the tents, intoxication caused by food or
water and poor hygiene were central risk factorglose present at the venue, and some of were also
potential risk factors for goods and property. Alsstalling and removing the material structurés o
the festival involved high risks for accidents, lamsuffering and broken properties. The outcome of
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the analysis is briefly displayed in Table 2. Omlynor adjustments were made to the 2009 analyses as
compared to the 2008-version.

After identifying the possible adverse events awalieating their likelihood of occurrence and their
expected consequences, a summary table of thamelgsis could be set up as displayed in Table 3.
Examples of the full table reviewing the risk arsdgyis displayed in Table 4 including adverse event
their hazard (causal factors), likelihood (probipibf occurrence), and barriers (means to pretieat
adverse event or reduce its consequences).

Table 2. Overview of the outcome of the risk analysis & tAladmatfestival in 2009. The numbers
identifies the adverse events in relation to thk sissessment and evaluations in Tables 3 and 4

Number

1

10

11

12

Adverse events

Fire in or close to tents

Fire i garbage

Fire / explosion in boat

Number

13

14

15

Fire / explosion caused by gas used 16

for heating

Crowding during scene shows

Panic
Violence and offence to public order
Sabotage, terror, hostages taken

Person in the sea

Collapse of constructions in tents or
scene

Blocked exit and emergency
corridors or fire hose outlets

Breakdown of telecommunication
after

17

18

19

20

21

22

23

24

Adverse events

Breakdown of watr power
supply

Small incidents / injuries
Damage by fire

Children got lost

Fire caused bygusjas for
cooking

Food poisoning
Tentkbrodown by strong wind
Accidenpgdapicnic

Fire in the party tent errdlof of
building 6

Person falling down from the
party tent on the roof of building 6

Accidents on arrangement at
Dalsnuten (mountain peak)

Accidents under construction / de-
construction
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Table 3 Chart displaying the combinations of likelihooDlamlverse events and the severity of their
expected consequences from the risk evaluatiottseaGladmatfestival 2009. Numbers refer to the
adverse events listed in Table 2

Consequences
Likelihood (Numbers in cells refers to the listing in the ristalysis)
Low danger 5 Critical
\Very likely
Likely
Less likely
Unlikely

Risk management at the Gladmatfestival as a process

The risk management task of the Gladmatfestival arasnised as a concerted effort with several
players within the festival organisation and bemveabe festival and the host municipality of
Stavanger. Each year the festival organiser hasetgent an application for the permission to oggni
the event to the Stavanger municipality by the Mipality Event Coordinator. Included in this
application was also the risk analysis, which stidaé renewed every year. The application for 2009
should be turned in as early as possible, andiskeand safety manager spent about three full weeks
to prepare his part of the documentation. The SigeaMunicipality enforced the regulations strictly
and in detail through their procedures before iggihe permissions of the event by the Department
for Business and signed by the Mayor on Jurfe TBe permission for use of a clearly defined pért
the public space was signed by the manager of gmaiment for Environmental and Developmental
Issues and the Municipality Event Coordinator oly 8", In these documents the Gladmatfestival
were given exclusive rights for exhibitions, eraértment and sale in the marked area, and rules were
given for sale of beverage, opening hours, useuwddpeaker installations, access, traffic and ehic
load, and with reference to rules and control pdoces set by the Police, Fire-brigade, Health
Authorities, State Food Inspection, and Alcohol drice Inspection. The Police Department of
Operations and Public Order issued the final commimmsfor the event to take place, referring to the
permissions by the Municipality and the municipg¢acies involved, and also listing the services tha
he police would provide as part of the festivak nisanagement system. This final permission for the
event was sign on July 45 and the final protocol from the police was sigioa July 21 by the Head

of the Stavanger Police Station, Section for Ojp@maand Public Order.
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Table 4. Examples of details for three adverse events filmenrisk analysis of the Gladmatfestival

2009

Adverse
event

No. 1

Fire in tent

No. 9:

Person in
the water
in the
harbour
area

No. 11:
Blocked
emergency
and exit
routes

Hazard Probability
or

likelihood

Human error Likely to
happen

Energy

supply

Pyromania

Bathing Likely to

(voluntarily), happen

pushed into

the  water,

intoxicated

by alcohol or

drugs,

urinating

into the

water from

the dock

Crowding Almost
inevitable

Goods

deliveries,

Cars,

lllegal tent

expansions

Consequences

Critical to

visitors,

equipment and Training,

buildings

Some danger

Critical in case
of emergency,
fire or panic

Barriers / Means to prevent the adverse
event or reduce its consequences

Preventing the occurrence of adverse event

communication, equipment,

inspections

Reducing consequences of adverse event

Fire extinguishers, fire hoses, exit routes, alarm
routines

Preventing the occurrence of adveesd e

Sufficient space along between tents and the
dock side, fencing the dock side where most
critical, no narrow spaces to hide between
installations (tents) and dock side, controlling
beverage sale and consumption

Reducing consequences of adverse event

Sufficient number of observant guards trained
for rescue, sufficient amount of rescue
equipment at the dock side (responsibility of
the Harbour Authorities), guards on a fast boat
(“Viking”, hired by the festival), Rover Rescue
Group with zodiac patrolling the harbour

Preventing the occurrence of adverse event

All goods del between 0600 and 1100,
expanding the exhibition area, open spaces,
marking of emergency corridors, continuous
inspections and control

Reducing consequences of adverse event

Immediate call the police patrol, removing /
tow-away of cars
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Before the event —— Event day 1 —> After the event

Meeting with festival g;%avlir:tzigt';? Evaluation meeting with
manager and safety o : festival manager and
committee, police, fire | el {| safety group, police, fire

fighters, port manager, |: | fighters, health and
health and municipality | § municipality
| : A
i 1 N Meeting
Process | | contractors
and area | ‘ Mesting
monitorin . .
onitoring Daily during event N exhibitors
Meeting CO-meetings every | _,| Meeting Food | ]
contractors § second hour ! Inspectors
| Meeting ] Morning meetings \ ‘ Lli\gelent:sn;?e'co:\tlg;s N
exhibitors ! ’ Patrols monitoring area‘ v
Compiling final
Starting poim ‘ ‘ evaluation report
year event planning

Figure 5. Flow of the risk management process of the Glaffisival: Main meetings and
communications before, during and after the event.

The plan and risk analysis for the 2009 event vadiseussed in mid June in a meeting between the
Gladmatfestival (general manager and risk and wafeimmittee) and the Municipality Event
Coordinator, the Head of the Police Office, thetPParthorities, the Southern Rogaland Fire Brigade
and the health authorities (Figure 5). Accordingh® minutes from this meeting, traffic regulatipns
training of guards, and sign-posts were discussetl some changes were to be made to the risk
analyses. The minutes also states that the figatdei wanted to test the emergency passages in the
festival areas with their fire engines every mognipreferablybefore the festival opened. The health
authorities made a point of thitey should be the first to be called upon in cafsperson damage
and that the guards from the Rover Rescue Groupirigeas first-aid rescue teamjight be alarmed
afterwards. Last year propane gas containers fokicg had been discovered stored in hotel rooms
rented by exhibitors during the festival, and aeotainers of unacceptable quality had been udesl. T
exhibitors should be strictly informed about rulesthese gas containers, which should be stored in
special place at the outskirt of the festival afidee Port Authorities shoulay to develop information
leaflets for private small-boats that were notwafld to enter and dock in the harbour during the
festival. An examination of the festival area sliobe undertaken by the police, fire brigade and
health authorities on the morning of the festivaéming. The festival risk and safety manger should
reassure that all issues regarding risk and safetg handled by then (Minutes from Meeting with
Authorities, June 19; (hence he had to make a first inspection befi'e main inspection
commenced (FRM)).
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Between the meeting with the authorities and treebaof the festival, the risk and safety manager an
the technical manager were busy planning the laymat use of space and interacting with the
contractors raising tents and constructing thevigisarena, and also meeting the exhibitors (Figire
(FRM; FTM). Although clear instructions were givep front, several installations were placed in
ways that blocked the emergency passages, andquaergly had to be removed after the inspections
by the festival risk manager and the entire grotiphe festival risk manager, the festival technical
manager, the Head of the Police Office, the firgdite, the health authorities and the Municipality
Festival Coordinator on the opening daihese are the most hectic days of my work. | liavge out
directing and making corrections all the tim@”RM).

Every morning during the festival a safety meetives held at the temporary festival office. These
meetings were attended by the Director of the Gatkstival Board, the General festival manager
and her deputy, the media manager, the festivhhieal manager, the festival risk manager and the
Head of the Police Station. This meeting discusdigproblems and potential risk factors reported an
how to avoid hazards, hider adverse events an@adserthe service and pleasantness of the festival.
Moreover, to secure communication flows, the pobécers, the festival risk manager, the festival
technical manager, the Scout Rover group, thebfigade officers and ambulance officers met by the
Co-centre every second hour between 14.00 and 24 @change information (Observation).

Actual risks and risk-related problems detected atmdir management during the
2009 Gladmatfestival

Although well prepared some episodes related toamsl safety occurred during the festival. None of
them led to serious adverse events. The greatesttiz hazard happened during the night before the
festival when a man with a knife threatened seveealple on the street next to the festival area. Th
police arrested him and secured the area. Duridestival there were few instances of disturbasice
common order. Concerns were concentrated on segigsies selling items inside the festival area
and behaving in ways that were felt as threatehinthe visitors. They were told to move out by the
police, and when they refused to obey, they weredxrom the town. A second concern was
exhibitors, restaurants and veteran boats playingjerwith high volumes disturbing the neighbouring
area. In absence of measures showing decibel |ethets became a matter repeated complaints,
transgressions and dispute, and finally the pdieeto command a shut-down for some of the places.
Pick-pocketing was a problem and warnings werergivih flyers and signs posted around the area.
Several small boats entered the area had to beltouteby the “Viking” or gently asked to leavelifet
crew was found (Observation).

One of the festival highlights was the festive dnin a huge party tent raised on the roof of gdar
shed in the harbour, seating 250 visitors. Theallatons were taken over from the previous festiva
in the town centre, but a part of it had been resdo¥n the opening day the fire brigade claimed tha
the emergency exits were calibrated for 150 visitmly, and that immediate action had to be taken t
avoid the evening party to be cancelled. The compasponsible for raising the tent and constructing
the emergency staircases referred to their satetguttants who had recommended the solution in its
present state. The festival manager claimed tleafitd brigade had got all information up front and
had made no objections to the plans. The comprom&seto have the company responsible for the
tent raising an extra emergency staircase and maleav emergency exit in the tent. As this could be
made the next day some organisational changesohael made for the first evening party, namely to
instruct carefully about the emergency exit prob&rthe opening of the dinner party, and also fgvin
special crew in place to cut extra emergency éxithe tent by knives to let the visitors out irseaf
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fire or other adverse events. The constructionheféxtra staircase for the two remaining evenings
amounted to an expense of 12,000 NOK for the fak(Wbservation).

Exhibitors repeatedly tried to expand their araas were repeatedly told to pull back to the aresy th
were given. Their expansion narrowed the passaygekéd visitors, increased the risk of crowding and
blocked the emergency streets:

“It is mainly the same people every time. Some liawdabit of not paying the exhibition fees,
some arrive too late, some expand their areastimoemergency corridors, and some turn on
the music too high{FRM).

The veteran boats docking in the festival areardmuted to this problem by placing their gangways
into the areas that were meant for passages fiborgisdisturbing the flow and increasing the ragk
crowding. This was a matter of fact that had t@beepted, but changes should be in place befote nex
year festival. All exhibitors were informed abotietrules of securing the tents by solid concrete
anchorages, but they also had to shelter their &odibitions against possible droppings from birds
and other airborne pollutions, so some of thenmethtent and tarp constructions that did not mateh t
rules given in advance. Some also erected tent®utitanchorage to protect visitors in case of rain.
The latter had to be removed, but the tents angstaheltering the food were accepted, thus
compromising the safety on this point (Observation)

The State Food Inspection Authorities made un-anoedi controls and found inadequate
temperatures in the mobile storages. The State Huxmbction leaked this news to the newspaper
Stavanger Aftenblad that displayed it as a scaadalss two pages. This caused aggravation at the
festival administration as the General Managem@al to be informed directly about this type of
problems and not through the media. Some outlete wi®sed and some exhibitors were forced to
throw away valuable food. The Alcohol Licence Indjmns found few transgressions of rules within
the festival area; however, in the neighbouringawsnts there more practices were sanctioned.
Relative to the high density of visitors in the towuring the festival there were less disturbamce t
public order than observed on ordinary weekends)PH

Risk management as a learning process

After the festival, the festival risk manager madeeport to the General festival manager about the
experiences with the risk and safety aspects ofdbiival. The report was discussed with the police
the fire brigade, the health authorities and tlstial coordinator from the municipality, and regiss
were made. Inputs were also received from the tefimmm the State Food Inspectors and the Alcohol
Licence Inspectors. A revised document was thepped as the final report from the festival. This
report was shared with exhibitors and contractord anade available as part of the planning
documents for the next years’ festival. Thus aniegy process was established where experiences
might be accumulated and contribute to better gafetformance the following year.
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Conclusion

Albeit the festival mode by its very nature magythe opposite of safety and risk management, the
case study showed that festival risk management lmeaynplemented. The study also demonstrates
how this implementation may be organised. Howealesence of serious adverse events at the festival
setting cannot demonstrate the effectiveness ofdstéval risk management regime, as the observed
absences of serious adverse events may be asemsdindtrate that the risk analyses were inadequate
and the expected hazards were irrelevant. Moredlrerabsence of adverse events may also be the
outcome of luck, experience and successful manageotberwise; hence it is hard to provide an
empirical test the effect of this risk and safegrmagement techniques.

The festival safety was attempted secured by éiesvirom the festival organisation in the form of

risk analysis and related measures to reduce pessffects of adverse events. The risk analysis
revealed a list of potential adverse events thasame extent could be counteracted by installing
barriers that could be symbolic, organisationahctional and physical in nature and, especially in
case of fire, combinations of the above were engdooreover, if adverse events occurred in spite
of the barriers installed for their prevention, ethbarriers were introduced to reduce their possibl

consequences.

The risk management was integrated in the festivainagement, and the Director of the
Gladmatfestival Board and the Gladmatfestival Gaindfanager joined the daily safety meetings.
Moreover, the festival risk management was orgahniiseoncert with the local authorities, that e t
police and the municipality including the fire bade and the health authorities. There were alsb wel
functioning relationships to the municipality tiaffcontrol office, Alcohol Licence Inspection and
State Food Inspection, all of which were integrate@ web-based handbook for festival organisers
that also included all relevant forms, and that veased by the municipality. The public units least
well integrated in this cooperation were the Gne&@&tavanger Harbour Authorities, the Alcohol
Licence Inspection and State Food Inspection. TBemmed to be unclear interfaces between the
festival organisation, the tent provider and the brigade, and one major safety obstacle appéared
this interface only six hours before a great dirpaty should be arranged.

The risk management was at times crossing the baodservice management, for instance when
gangways were blocking public passages, or whes teat should shelter visitors against rain had to
be taken down for safety reasons. These issues feenel to range from instances where service
management and safety management led to the saowras, to areas where risk management were
counterproductive to service management.

As for the risk threatening instances observed,ftinetionality hypothesis (Tarlow, 2002) applied.
Thus, one adverse event was likely to influenceerofactors and a chain of reactions could occur.
Likewise, the conflict perspective (Tarlow, 200phed especially when one exhibitor tried to gain
advantages (i.e. more space) on the cost of thenoongoods or the business of other exhibitors. The
third perspective, the symbolic perspective, was demonstrated, however, the publishing of the
news about the State Food Inspectors closing sudlet to insufficient standards of the exhibitoesw
endangering the festival image in the eyes of gstivial organisation. No data support that any
damage was done to the festival or town image.
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Abstract

South Tyrolean Christmas markets originated from @erman tradition and have had, from the
beginning, a prevalent touristic purpose: to atttaarists during the pre-skiing holiday seasone Th

Christmas markets have become one of the USP'®iunthSTyrol, being one of the most important

events in the region. Due to their annual appearaticy have become a popular attraction and
themselves a reason for spending the holidays uthS@yrol. The cooperation between the five

participating cities, in terms of the communicatemd promotion of the events’ network, is part of

their success.

Analysis of customer satisfaction was undertakethByEuropean Academy of Bolzano-Bozen in five
South Tyrolean cities where Christmas markets afé in regard to determining the level of tourists’
appreciation of these events. The indicators sdetdr analysis were communication efficiency,
organizational skills, satisfaction level and quyatif services offered.

A high degree of quality is important for the sussfel presentation of the territory to its potentia
audience, and therefore a higher level of custaatsfaction leads to long-term success.

Keywords: Customer satisfaction, customer loyalty, cultugaid traditional events, tourist
attractions

Introduction

The competition between tourist destinations issbasn diverse attraction points that are based on
natural or artificial elements (Bieger, Wittmer B)0as well as on cultural or sporting events. The
latter are manifestations that are often organiaddvour or increase the development of a givin ci
also in touristic terms (Getz 2005, HauRermanrhe3i2993). Both types of attraction points représen
the distinguishing elements that determine the @iitipe nature of a specific destination in resgect
others. In particular, cultural events are a sufimeevithin the category of attraction points. Treag

an occasion through which visitors may further theersonal knowledge of the city and/or the
territory, as well a possibility for the actorstbé tourist offering to prolong the tourist season.
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Within the last few years, the proliferation of ttwal events on the national and internationaltteyr

has reached considerable dimensions. This is syngito for the increasing importance of the
cultural sector and awareness of the fact thatllevents have a positive effect on the hositoeyr

as they contribute to the social and economic draviitthe local community (Getz 2008, Moscardo
2007). Moreover, from the managerial point of vieimteraction between the stakeholders is
interesting within the vision of development andrpotion of a given tourist location in its entireas
well as for local systems of offerings that aresatly at work inside the territory. The cultural rtge
offer to individuals the possibility of enjoying ltwre outside the usual and habitually designated
places and also by different means within the stethdtructures such as museums or concert halls.
Therefore, we may observe increasing levels of esgca@uring recent years. In a large number of
cases, the events present a strong link with tiigaigy in which they take place, and vice verde t
territory gains a positive connotation that derifresn the event itself.

The festival assumes a particular importance witthie notion of “culture-driven” development
(Tavano Blessi 2008) with the function of regeniegathe territory and/or renewing the city: theerol
of events becomes increasingly that of smoothingaaversarial relation in the given field and thus
creating the conditions for a “participatory” ecomp(Argano 2005).

In Italy, research on the impact of cultural fealssis very young and still rather vague, sincehinit

the editing of the impact analysis actual dateqqudntitative and qualitative character are often
missed, characters that are useful in determiriagektra-economic aspects of the research (Guerzoni
2008: 24): not only the increased income of the agans and the concomitant services, but also the
contribution of the event to the strengtheninghaf bcation’s image on the outside, as well agiiate
cohesion, has to be measured (Getz Carlsen 2006).

Therefore, the following study underlines how cuso satisfaction analysis represents an important
methodology for monitoring the efficiency of an ateThe attractiveness of the event, i.e. the
enjoyment from the visitor, determines the degresuacess and the sustainability of the eventén th
long term. Throughout the analysis of the cliestgisfaction it is in fact possible to understand a
manage in the most appropriate way the explicit iamglicit necessities and desires of the user by
operating if necessary at organizational level.

Cultural Events

A general definition of an event is given by Riehand Yangzou (1987: 23) as a “one-time or
recurring event of limited duration, which servesehhance the awareness, appeal and profitability o
a tourism destination in the short and/or long teBnch events rely for their success on their
unigueness, status or timely significance in otdareate interest and attract attention.”

The event is a happening that can be programmeal nmore or less professional way and is of
temporary character, although it can be repeatedraetimes. It must moreover define itself as
something unique and unrepeatable. The event i®memt in which communication takes place

between diverse subjects that perceive it as afesaiion of something and/or someone through
something: in past times this was associated witlexraordinary happening in order to celebrate
events that were bound to the religious and s@pakre of the community. Unlike then, today a
festive event is no longer understood as an oldigdiut rather as an occasion to escape realitg, th

the celebration has often been transformed intoc@asion of transgression (Argano et al. 2005: 22
ff.).
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To understand the peculiarity of the cultural eses$ an object of research to its full extentsit i
important to explain the meaning of “culture”. Taés not one single definition of culture, as thert

is used in the most disparate ways following thatext to which it refers. Within the available
literature it is basically possible to distinguisto schools of thought: the first understands calin a
strict sense, defined by terms such as “fine ansl “elite culture” that are meant to be enjoyethini
institutions such as theatres, museums and lilstafe broader concept of culture became more
widespread during the 1960s and refers to everydaditions and customs: in this sense culture
comprises values, language, morals, religion, aihse, and the artistic experience becomes inaurn
“form of escape, a diversion that serves the imllial fantasy” (Spranzi 1994: 34).

The events (Ritchie 1984: 2) that refer to the mpgot of these fields are of interest for the styciin

fact, there are organized events regarding the dieptirate disciplines such as economics, science,
politics or culture. Schneider researches which feetures of events are. These are seen as a
privileged place of meetings between diverse persminsimilar interests and thus offer important
possibilities for comparison. Referring to the patjmanagement, it is possible to underline a éuarth
distinction between events for the public audieoc¢hose limited solely to experts: the latter are
general characterized by large investment and fugsis, to which corresponds a rather high
contribution on the part of participants (Schneitig®2: 119 ff.).

Another characteristic to be emphasized is spatidltemporary concentration and the subject matter
of the efforts of local politics within a singleggramme. The primary aim of the planning of evénts

to increase the city’s fame and direct monetaryél@at the inside of the territory (Hauf3ermann, &lieb
1993: 10). Getz (2005) subdivides events accortiinteatures regarding their dimensions and the
audience which they address (cf. Goldblatt, Ne0®1). The major part of festivals is concentrated
in a precise location, often in a city, rather seidextending to an entire territory.

In virtue of the increased leisure time at one'spdsal as well as the increased spending power of
each single individual, together with a major mibpiand frequency of the vacation periods, leads to
growing demand for cultural goods and servicegefioee modifying the structure of consumer goods
(Wiinsch 2008). Thus, the increasing importanceuttéial tourism and in particular of tourism bound
to events is a testimony of market forces.

The cultural event is characterized apraductwhen there is a demand that contributes throughout
one’s own experience as a user to define its dpedifaracteristics (Bonel et al. 2005: 499). The
market demand is in fact the result of a combimatb consumer behaviour on the part of various
users of the specific cultural manifestation: saghnts have to answer to precise and expected needs
and necessities. The capacity of attraction of leual product is therefore defined on the basis of
images and values that are transmitted throughukgeyand communication .

On one hand, organizations play an important reggarding the offer and the creation of a unified
output; the perception of the user strongly infcenthe configuration of the end product, something
which is moreover not modifiable by the company. tba other hand, the direct participation of the
visitor at the pertinent proposal presupposes éisqmal evaluation of what is being transmittedsTh
procedure of co-production of the value of the walk product does not allow the offering party to
take overall control of the productive process. Tampanies that offer cultural products have toaise
different mix of goods and services. The elemehéd are used within the cultural product are an
output deriving from the typical activities of tllempanies, as well as the result of the activities



210

other companies that are bound to cultural goodsponected respectively to the use of the cultural
product itself (cf. Rispoli, Tamma 1996). To satitie market demand, the company can decide to
create an extended product by including elemerdsfactors of attraction that may even be far from

their own typical activity.

The events themselves are a particular form of ymbdince the reaction of the user/spectator to the
stimuli and messages transmitted by the evenfus@amental component for the creation of cultural
change (Jauss 1990; Iser 1989). The usage of au#tuents realizes not only a consumer’s activity,
but culture is as a result contextually producdwe process of reception is therefore a constitytane

of the cultural event as such and determines Itgevand type of use. The strict interaction andoatm
sharing of the production of the events on the pathe consumers is a model that has applied for
quite a while to the study of service productiod &as coined the termpsosumer(Toffler 1980), that

is, the union of producer and consumer, saicvuction(Eiglier, Langeard 1987), union of services and
production.

Within the broader competition between tourist imhedtons, culture represents one of the major
elements of the promotion of the different locasiohe desire that pushes visitors towards the
interest of culture and the cultural events of teined locality in regard to where to spend their
leisure time is the reason that leads to the gsohthe event “South Tyrolean Original Christmas
Market” among that type of tourist and cultural ®veThese need the active participation of the
visitors regarding the evaluation. Tourist evente aonsidered those temporary events with a
particular set design and special interest eitligngrily or additionally for tourists (Freyer, G®s
2002).

Christmas and Advent Markets in Middle Europe

The tradition of the Christmas Markets has its ioegn the German-speaking countries, beginning
around the 14th century. At first these markets dedicated to Saint Nicholas, and only after the
Lutheran reforms were re-nominated as “Christkiratkt, the Market of the Infant Child (Moser
1993). The beginning of the winter season was teeo@ during which merchants obtained
permission to sell their merchandise before theonieg period of austerity.

Over the years, the tradition of Christmas Marlatanged and assumed more festive connotations
until they became real festive occasions for thedent population and a motive of attraction for
tourists (Weber-Kellerman 1978). The major parthefse markets stay open only until to Christmas
Eve, i.e. during the pre-skiing season.

On the contrary the Tyrolean tradition has différenigins and therefore a different model of
development. After the feast of Saint Martin in mber, the agricultural season was about to be
completed in the local farms and entire familiethgeed at home, especially around one living room,
the so-calledstube without any other occupation apart from the syéli preparation for the Advent
season. These activities with which entire familiesre then occupied from mid-November on
consisted in the preparation of songs, storiegjgpsaand decorations for the Christmas festivitye T
exchange occasion took place when on SundaysHidigrMass people gathered on the squares and
the first proposals of commercial trading took plaalso from the perspective of labour
rationalisation. These encounters began to becistiag for learning the abilities of others anddmee

in this way occasions for real commercial exchargeltaly the Advent weeks have a much less
rooted tradition than in the German speaking regtbe only occasions to promote the Christmas
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trade were initially relegated to the last two Sayslbefore Christmas, i.e. the Silver and the Golde
Sunday, on which the shops remained open as antimedo final holiday purchases.

The Christmas Markets are now an attraction poant tburists and the motor of the location
development, because they influence in economingté¢he resources of the region, not only in terms
of actual earnings, but also investments in hunegources which bring important repercussions of a
socio-cultural nature. The latter are favoured by transmission of a positive image and by the
satisfaction of the clients that have participatethe given manifestations. The pleasure by attend
an event affects in fact on its sustainability aegeatability, if positive, and brings good socio-
economical benefit to the location.

The Christmas Market is structured in a similar irayhe German speaking region as in North and
South-Tyrol, and generally appears as a series avkeh stands. Usually these are small wooden
houses built alongside the principal urban axisiarttie principal square in the city. The standsrof
handcrafts and Christmas decorations and prodfideea@ tradition, as well as local gastronomic and
culinary specialities, above all the local mulleshev During the period of the Christmas Markets the
various local administrations may offer paralleleets in order to heighten the amusement and
entertainment facilities for residents and tourists

Christmas Markets in South Tyrol

The South Tyrolean Original Christmas Markets amet pf the Germanic tradition and take place
during the Advent period, in general from the efitlovember until Epiphany (Januar{)6 The first
Christmas Market in Italy that was based on Gertnadition took place in Bolzano-Bozen and was
realized, after a long term of planning, in 1991thg will of the municipality, its tourist assodGat

and the local councillor then in office (Agosti B)0The personalities who strongly wished to create
these kind of Markets have nevertheless merelyugdrghe tourist interest since the beginning,
without dedicating the same attention to the neddbe residents. It was the far-sightedness of the
managing forces of the district politics of the ethiour big cities in South Tyrol (Merano-Meran,
Bressanone-Brixen, Brunico-Bruneck and Vipitenor8iw) that made certain that in following years
a similar project could be organized also in thtsmlities. However, it was the strong touristic
vocation that has slowed down the acceptance ompalteof the residents, even though the birth of
such events can be easily reconnected to histodndl cultural motivations and reasons. The
Autonomous Province of Bolzano-Bozen has alwayséhattong tie to German culture and tradition
and at the same time an important commercial tbhein®cation, probably due also to its favourable
geographic position. Therefore the culture of thei€€mas Market could progressively affirm itself
throughout the region. The perceived authentigtgne of the strengths of the events and, thanks to
the collaboration between the five cities, it beeamwer time also a strong instrument of promotion,
able to present the image of South Tyrol to themkl visitors.

The image is the idea that the potential visitangaf the locality that he wishes to visit andrdfere
contributes to the formation of the preferences #edexpectations that are related to a determined
territory. Consequently, the satisfaction of thepentation generate a positive or negative answer of
the public that is related to the perceived qudkgrrari, Adamo 2005).

In 2007 the Institute for Economic Research of Chamnof Commerce of Bolzano-Bozen interviewed
a random sample of Italian tourists. The resultcdbe a good image situation of South Tyrol, known
by 77% of the interviewed, of whom 40% had alrebdgn in the Province of Bolzano-Bozen at least
one time previously. The visitors appreciated tbatl® Tyrolean region in a highly positive way and
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the images most associated with it were beaut#fnti$cape, gastronomic specialities, tradition and
culture, a pleasant climate, hospitality and attivefferings for leisure time. The Markets are
predominantly known by those who had already \dsB®uth Tyrol (51%), but those who knew the
region only from word-of-mouth were also well infieed about the event (33%) (IRE-WIFO 2007).

Working together in the marketing as well as witkie sale of original products, the five South
Tyrolean cities have widely demonstrated that tlaekets have climbed with time to become a true
attraction point for the South Tyrolean region amak they have successfully promoted the image of
the region in Italy and abroad. More than ever, cbeperation amonthe cities demonstrated the
importance of having a minimum of standard qualifteria to define the layout of the South Tyrolean
Original Christmas Markets. This step was importardgrder to improve the commercialization of the
event through tradition and authenticity. To winepyjealousies and “parochialism” in order to
promote in a unified way one’s own specificity pesmitted the event to obtain a product that isamor
easily saleable.

Following the big success among the public audierateeved by the development of the Christmas
Markets in South Tyrol, also other Italian citiemvh decided to organize similar events, but thes one
promoted by the Province of Bolzano-Bozen havesitipo that is rather traditional in orientationdan

- particularly in their early years - often referepalently towards the target of tourists. On the
contrary, the German market is much more oriertelddal tradition, although the markets that take
place in big cities have a strong touristic voaatilm Italy the Christmas Markets have insteadva lo
traditional orientation, mostly non-existent, ame principally addressed to the local population.

The “Original South Tyrolean Christmas Markets diso into a location of strong touristic vocation.
The beginnings of this industry in South Tyrol ddteck to the mid-19th century following the
emergence of some luxury hotels nearby the bubyagilines. In fact, already in the 19th centurg th
Province of Bolzano-Bozen was considered by itstidaus rulers as the “balcony of the Monarchy”, a
good place to spend the holidays, to admire thesleape and to enjoy the healthy climate. After the
re-configuration of the Italian border at the erfdttee First World War, the Province of Bolzano-
Bozen became the most Northern destination of ,ltalprich meant undergoing remarkable
modifications regarding the target of tourists, ttllaeant new expectations and infrastructural
necessities.

In the period between the two world wars South Twxperienced an improvement in touristic
infrastructure. This provoked incremental growththe total tourist movement (Rohrer 2003).
However, it was only after the Second World Wat thés touristic development would be accepted
by the local population. In this period rural ardsxzame newly privileged destinations, of interest
mainly for German-speaking guests. The owners mohigaand commercial holdings in the mountains
transformed their structures progressively into-bad-breakfast places, guest houses and at the end
into actual hotels. However, this development ledhe unregulated exploitation of the protected
mountain areas and were therefore rather quickbhipited (Autonomous Province of Bolzano-
Bozen, 1979).

Nowadays, South Tyrol features approximately 10 36@!| structures and extra-hotel structures with
approximately 22,000 accommodation units. The anlaval of accommodation in 2007 registered

approximately 5 million arrivals and almost 27 i persons present in the territory. However, the
South Tyrolean hotel business, which underwentibb@om around the 1980s, suffered a strong drop
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because entrepreneurs who wish to retire from toeistic activity did not meet the interest oéth
young generation or due to prohibitive legislatiomd heavy financing risks.

Nowadays the total demand in South Tyrol is pragivety increasing, expecially during the summer
season. Meanwhile, the average duration has decte@ihe major part of visitors are compound by
German tourists, who constitute 47% of the totadl kalian guests (37%).

Within the last years the Autonomous Province ozBoo-Bozen has made substantial investments in
terms of tourist infrastructures and in regard ésure time. The decision was undertaken to
consolidate the already existing points of attac@nd reach a good position within the nationa an
the international market (Pechlaner, Kofink 20@8yong the attractions of this territory an impotitan
role is also played by cultural and sporting eventsnks to their repeatability in terms of timelda
progressive collaboration with the tourist infrasture, the South Tyrolean Original Christmas
Markets have become over the years a fundamental gioattraction for the locality, thus completing
the touristic offer.

Impact of the South Tyrolean Christmas Markets

Emerging from recent research by the InstituteBoonomic Research of Chamber of Commerce of
Bolzano-Bozen on the economic impact of the evemtsylts show how these events have led to
decisive benefits for the location, leading to arenequal seasonal distribution of the tourist flew,

as to better sustain local commercial activitieg.t)1990 the tourist management were usually dlose
for reconstruction work in the period between Saimbrose Day (Decembef"Band Christmas, and
some hotels in the vicinities of the bigger skionts opened only on some days for the occasioheof t
Saint Ambrose weekend at the beginning of Decembesm the following year onward, the
Christmas Markets had been added to the promotidrima Neve” [First Snow], thus combining
visits to the ski resorts with participation in theent.

Among the strengths of these events there is orhand their vicinity in the German culture, which
leads to an authentic experience of Advent aldtaly, while on the other hand there is the posisjbi
of acquiring local and authentic products (IRE-WIEZ@7).

The average spending of visitors results to 550€capita, subdivided into 10 € for food, 20 € fdty

and 25 € for spending in shops (IRE-WIFO 2008). Tdateer shows how the event has doubtless
provided benefit to the location as well, and i$ Imoited to the market area. The South Tyrolean

Christmas markets 2008 have been visited by togetteee than 400,000 people, with remarkable

repercussions for the economy of the ProvinceTab. 1): the direct turnover amounted to over 24

million Euro, to which another 7 millions of indoe earnings must also be added, besides the
intangible image effects (IRE-WIFO 2008).

Table 1 Economic Effects of the Five Christmas Markets

Visitors 401,500 persons
Accommodations 70,200 units
Turnover 31.7 million €

Surplus Value 8.8 million €
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Employment Volume 105 work stations (with full-tijabs)

Tax revenues and Tariffs 2.3 million €

SourcelRE-WIFO 2008

Customer Satisfaction

Brief theoretical background

The customer satisfaction analysis is an imporilastrument within the realization of the efficient
promotion policy of the product. As the object afidy, Christmas markets, is an annual event, a
regularly conducted customer satisfaction analyaiscreate a significant additional value for pidu
development and offering design. Monitoring changesa long-term basis can help identify crucial
issues and implement solutions and modificationprduction. Or, as in the case of the “South
Tyrolean Original Christmas Markets”, to bring chaa within the overall organization of the event.

Busacca (1994) affirms that today there are fowsweas to predict as necessary the customer
satisfaction analysis:

* The increase of competition imposes on the bustsesdigger “psychological” vicinity to the
customer.

« The addition of immaterial elements that define thempetitive advantage of a
product/service.

» The technological development of products/servi@esan effect on the purchase process: the
criteria of choice and purchase are not clear aqudicit and have to be addressed through
mechanisms of the creation of expectations thatfieel the intangible components of the
product/service tailored to the needs of the user.

e The demand is more and more conscious and inforraad ought to research
products/services of superior quality that perimét $atisfaction of more and more needs.

Customer satisfaction is a type of multi-factoredlgsis (Gale 1994; Oliver 1997), since the factors
that are considered by the visitors which offer @renor less positive opinion based on the event in
which they took part are numerous. In order to getomplete view on the elements that define
customer satisfaction, there has been createdeserefe to the scheme of Kano (1984) (Fig. 1),
developed by Pechlaner and Matzler (2000); Sauarwdatzler and Pechlaner (2000); Matzler,
Sauerwein and Stark (2000); Matzler and Pechl&@91); Matzler and Sauerwein (2002) that singles
out three categories of subdivision of the prefeesrbound to the achieved service. These categories
exert a different impact on customer satisfact®achlaner et al. 2003):

» the basic factorsrepresent the elementary characteristics thatpaoglucts needs and that
clients require as a prerequisite. The absencaatf slements provokes a high dissatisfaction
on the part of the user and, on the contrary, thepsence is not a sufficient condition to
satisfy the client. The customer acts on the assompghat these factors are given and
therefore does not ask for them explicitly.

» the performance factorsre at a superior level meant to be basic facos improve the
product as well as differentiate it on the marketel. Clearly their absence jeopardizes
satisfaction also in respect to the fact that perémce elements are mostly pointed out by the
client himself.
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» theexcitement factorare elements that the client does not expecntbdnd which can give
high levels of satisfaction. In contrast to theviwas elements, the lack of these factors does
not necessarily lead to a negative opinion, insafathey do not enter among the expressed
expectations of the clients. If the previous eletseme given and valued in a positive way by
the customer, then they offer to the product alearpalue able to help differentiate and
distinguish it on the market level.

Figure 1 Kano model
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Sourceadapted from Kano 1984

The model proposed by Kano evolves continuoushabee the performance factors become basic
elements and the same is true for the excitemetdriaas well. With time the customers assimilate
the characteristics of the product and integragentiin their own expectations. The latter, therefore
always change and force the producer to renew aoiigtthe scale of values that is transmitted gy th
product and the new market necessities.

Since it is not possible to determine for each pobavhich are the elements that should be placed in
these three categories, it is necessary to regutariduct customer satisfaction analysis in order t
understand how tastes evolve with time. The Kanalehds useful for determining what are the
product characteristics on which it is necessarya¢d in order to make sure that the customer
satisfaction improves each time and therefore tiséotner loyalty is guaranteed (Disney 1999).

If the level of customer satisfaction is high, #hés a guarantee of achieving not only economit, bu
also other future benefits. Although it is not itfit for cultural events to achieve new customers,
the contrary, eg. to the tourist destinations (Rewr, Matzler 2000) it is notoriously more expeasi

to attempt to gain new customers in a regular way new market segment instead of increasing the
already existing level of customer satisfaction.

The consequences deriving by a good customer agtish are the principal motivations for which
such analysis should be conducted constantly.de o&the customer satisfaction of services, ssch a
cultural events, it is necessary to consider ematiaspects: the event is perceived as a unitysof i
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own, now and then, and therefore the possibiliies failure increase according to the decreasken
frequency of the event'’s repetition.

Customer satisfaction with events

The scientific research on the theme of customisfaation develops within the last twenty years of
the last century and comprises numerous alternativdels of measuring satisfaction (Erevelles,
Leavitt 1992). The model that has achieved, amdry@posed, the highest empirical replay, was the
expectation-disconfirmation model (Oliver 1980). ist based on the confrontation between the
perception of the commaodity or the service, andpirevious expectations of the client regarding the
commodity or the service itself (Sauerwein 2000hew the expectations are inferior towards the
achieved, the degree of pleasure regarding the calityror the service is high, when on the contrary
the expectations of the clients differ from what &etually achieves, there is a high level of
dissatisfaction. If the quality of the commaodity service corresponds to the expectations, theie wil
be a complex result of indifference or moderates&attion (Helson 1964).

For the customer satisfaction analysis of the Sdwitolean Original Christmas Markets different
methodologies have been applied. The importance pedormance analysis provides the
representation of satisfaction with single factarsl their importance for the customer. Within the
axis, the standard values of the relevant attribate inserted: a small surface of the area - fdrinye
the diverse evaluations - means a low overall fsatiosn and a big surface a high overall satistacti
The second method is the importance grid witicimbines the explicit importance expressed by the
client, i.e. the importance that the client atttédsuto each factor, and the implicit importance,
calculated by a correlation or regression analydie result is a matrix of four quadrants that show
the elements that need to be developed or imprasdiell as the importance of these elements from
the visitor's point of view (Matzler 2002; Matzlet al. 2001; Vavra 1997). In addition, the linear
regression is a statistical method that charaesrie value of the dependent variable (satistactio
given the values of other independent variables itifaience it. It measures the dependence grade
among the variables. The result is a regressiofiiceat that indicates the relative importancetioé
customer satisfaction in relation to the indepenhdemiables(Brandt 1988;Brandt, Reffet 1989;
Oliver 1997).

Various reasons lead to the consideration of saficfh as an important element for marketing
purposes and guarantee the success of an eventuBlmmer satisfaction evaluation reflects how
precise expectation are satisfied and can be rdaafter the achievement of a product or the
participation at an event (Oliver 1981). The theofycustomer satisfaction serves to define the most
important elements - from the visitor's point oéwi - that attract potential guests to join a patéc
event. The below presented study explains whiclgénaf the South Tyrolean cities are transmitted
through the degree of satisfaction of the visitdiisese positive factors contribute to the increafse
the success of the event in the long term.

Pine and Gilmore (1999) define the experience emgnas a phase of development of industrial
economy and service economy”. The experiencesseptéhe most evolved form of generating value
through the management of economic activities fasra of spectacle able to emotionally involve the
client”. The idea (Pine, Gilmore 2002) is that @iisfy the needs of the clients and to differentiat
oneself from the competition the business shouier gfroducts of a higher economic and experiential
value. In touristic terms, the experiential valde@@roduct or service is therefore a dominantdiait
influencing the traveller's decision towards a deti@ed destination (Knutson, Beck 2003).
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Rifkin (2000) and Schafer (2008) identify two fumaantal principles of the contemporary age within
culture and experience, therefore all commercielass are, within the vision of the new experidntia
economy, interested in the evaluation of the usexperiences through the achievement of
commodities and services (Schafer 2008: 8). Thentevare the new products of the experience
industry: their unigueness transforms the use smmething that is not to be missed and therefore
raises the experience up to the level of becomipgraary motivation of the visitors of contemporary
manifestations. In response to the necessity gty a demand of new necessities of experiential
type, the way of conceiving the final product chesmgThe output that results from the new process
deriving from the “experience industry” is an an@afgation between factors of attraction, i.e.
commodities and services of the hosting localitg ahthe cultural products that are offered and the
characteristics of the user that demands more aom@ iculture, experience and knowledge (Keller
2006: 67).

It is well known how the quality of the offer anlet customer satisfaction represent a fundamental
component of a destination’s competitiveness (Rawhl et al. 2002; Pechlaner, Weiermair 2000).
Thus, departing from this assumption, an advicthefauthors of the customer satisfaction of anteven
can be inserted in the more ample program of destim management. The cultural tourism and event
tourism is a sector that continuously improvesi(teke 2007) and the tourism as well as the culture
play a fundamental role within the formation of testination image on the part of the visitor
(Morgan, Pritchard 1998): they are also the insemi® that are used to answer the client's
expectations. The improvement of cultural consuamptbecame fundamental within the current
society and leads also to economical benefits ZaRO5). For example, an image of a locality is not
only formed by the physical presence of the culthesitage, but also based on a series of expargenc
that the visitor can collect during his stay (Ritclsa Wilson 2006). The events provide the clierthwi

a further motivation of visiting and can define ionfant factors of localization within the growing
competition among touristic destinations (Dziembkav&owalska, Funck 2000).

The literature has widely demonstrated how an ewantinfluence in a significant way the image of a
destination (Ferrari, Adamo 2005) and therefor® dle satisfaction of the visitors in terms of a
optimal management of cultural events. Thus, camsetly the customer satisfaction of an event is
directly co-related to the positive estimation bé ttouristic destination and its positioning in the
market (Wilson 2002, Sivadas, Baker-Previtt 20@lhce the touristic destination is intended as a
together of commodities and services, among them @lltural events, the evaluation of satisfaction
of the latter cannot leave out of considerationdbgree of positive or less positive valuationhad t
destination in terms of its entirety (Pechlaneralet2002). However, such events can be numbered
among those elements that constitute the attragseof the destination and thus favour its sucdess
valued in a positive way by visitors according fueme of Zeithalm (2000), that identifies a direct
correlation between the services on offer, custosaésfaction and the success of the destinatian as
product.

Empirical Analysis

Research Question and Methodology

The study conducted by the Institute for Regionav&opment and Location Management of the
European Academy of Bolzano-Bozen regards the lefesatisfaction of visitors to the South
Tyrolean Original Christmas Markets during the tali season 2004-2005 (Pechlaner et al. 2005).
The study was commissioned by five South Tyroletiescand the South Tyrol Marketing Society.
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The research emerges as a basis for future imprviewithin product development by emphasizing
the strengths and weaknesses of already realiedies. The inquiry was concerned with visittos

the Christmas Markets in all five South Tyroleahesi and was prepared in collaboration with the
South Tyrolean Tourism Marketing Company. To caot this enquiry, Italian visitors, which
represent the most important target group of thes@has Markets, have been interviewed with a
structured questionnaire which was composed ofuektipns with closed answers and one question
with an open answer.

The aim was to better understand which elementseofnarket correspond to the expectations of the
visitors and which the most influential elementgégard to the overall satisfaction of the visit.ar
The research questions deals with the motivatian$ @xpectations of the visitors, the relative
strengths and weaknesses as they are perceivéte lnfieénts and the unique selling propositions of
the Christmas Market, the efficiency of the evertenmunication, the satisfaction with the parallel
events that have been organized as well as theme®n the Internet and promotion of the itinerary
of the five Christmas Markets located in the Sdugiolean cities.

Data has been collected through direct interviemgs 5031 questionnaires have been considered as
valid. The interviews took place during Advent, ifem November 27, 2004 to January"s 2005

with the exception of Bolzano-Bozen, where the §thras Market closed on Decembel23004. On
average around 25 interviews per day were condutitieithg weekends, and about 17 during public
holidays. Regarding the Advent Markets of Bolzaraz&, Bressanone-Brixen and Merano-Meran
five days during weekends and three days duringmbek were needed, while in Brunico-Bruneck
and Vipiteno-Sterzing the survey was conductedioweekend days and four public holidays.

A random sample has been used for the intervieadelprecise, the interviewers were positioned in
an area of the Christmas Market with a good flowisitors, and interviewed guests who had declared
themselves at the disposal and were willing to extbjhemselves to an enquiry, at a rate of approx.
every 15 minutes. As “tourists” were consideredltalian guests deriving from regions outside the
Autonomous Province of Bolzano-Bozen. The evalmasicale presented to the interviewed persons
varied from 1 to 5, 1 being the lowest value anthé& highest: 1 = not at all satisfied, 2 = barely
satisfied, 3 = average level of satisfaction, 4akly satisfied and 5 = very satisfied. The impoca
scale in the same way is 1= null, 2 = low, 3 = raedi4 = good and 5 = high.

The study of the satisfaction of the organizaticasects of the South Tyrolean Christmas Markets
has been prepared on the basis of an enquiry ctetlube year before, in which it had been
demonstrated how the Christmas Market was notmheane interest of the visitors. Being conscious
of the importance of the role of the event withire tspectrum of the tourist offerings and image of
South Tyrol, it was therefore investigated furtaed more concretely in terms of the actual negessit
of overall demand. The questionnaire was therefatmlivided in three sections: the organisation of
the event, the attractiveness of the hosting aity e Christmas Market as a point of interest unto
itself.

Results
Descriptive Statistics

The first part of the questionnaire investigated tlegree of satisfaction around the organizational
aspects of the Advent Market; to be precise, tmenconication of the event and the logistic aspetts o
the visitor's reception. The evaluation that wahiewed regarding the utility of the received
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information was good (Tab. 2), and averaged araursd¢ore of 3.68. In decreasing order Internet,
press and travel agencies reached the highestsi¢vetween 3.76 and 3.68). Tourist information
office scored a low evaluation, 3.54, followed ohiytelevision.

Table 2 Evaluation on received information

Negative Neutral Positive Satisfaction

Internet 68 116 429 3.76
Magazines and Press 71 151 381 3.70
Travel Agencies 67 100 312 3.69
Brochures 69 142 406 3.68
Tourist Information Office 66 124 265 3.54
Television 148 126 196 3.10
Overall evaluation on received information 3.86

SourceEuropean Academy Bolzano-Bozen 2004

The organization (Fig. 2) proved to be excellegarding cleanness and order (4.38) and very good in
terms of managing the extra-territorial road netwand pedestrian traffic signs (3.93). The overall
evaluation value of 4.06 was very positive andithgortance equal to 4.02. The introduction for the
Advent season of 2004 of the Christmas Market Altige Express Service from Verona - Bolzano-
Bozen — Bressanone-Brixen — Vipiteno-Sterzing waiticess to Merano-Meran and Brunico-Bruneck
reached a favourable opinion on the part of theriwed persons, even if the novelty, the
delimitation of the service on Sunday and the kessmf communication permitted it to reach only a
reduced numbers of visitors.

Figure 2 Satisfaction with the event’s organization

mean value
1=notsatisfied / not important. 3 = very satisfied / very important
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SourceEuropean Academy Bolzano-Bozen 2004
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The organization of the event was a fundamentabfabat had an influence on the visitors as well a

on the tourist operators of the host cities. Caraigd) the basic factors of high quality touristvées,

an overall evaluation for the South Tyrolean Chmest Markets of 4.06 could be reached. All of the
cities achieved positive comments (Tab. 3), bypiating out of the importance of the organizationa

factor as a typical and characteristic elementaftl$ Tyrolean hospitality. From the sub-division of

the evaluation of the localities, the result wee tine best organization was found in Merano-Meran
(4.20), the worst in Vipiteno-Sterzing (3.84).

Table 3 Organizational efficiency of the Advent Markets
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4 o o 52 g S 2 (@) S m
Bolzano-Bozen 3,83 3,76 4,00 3,48 4,38 4,02
Bressanone-Brixen 3,85 3,85 3,95 3,60 4,49 4,10
Brunico-Bruneck 3,94 4,13 3,92 3,64 4,39 4,16
Merano-Meran 4,06 3,99 4,14 3,77 4,50 4,20
Vipiteno-Sterzing 3,99 3,10 3,67 3,94 4,16 3,84

SourceEuropean Academy Bolzano-Bozen 2004

The largest part of the questions was concentmatetthe satisfaction of the Christmas Market of the
cities that hosted the events and also of therd#gin of South Tyrol in its entirety. From the bysés

of the single factors that characterize the Adwatket (Fig. 3) there emerged a high satisfactmm f
the Christmas atmosphere (42% of the visitors watesfied and 46% very satisfied) and a good one
for the scenography (51% satisfied and 35% verigfgad). The Market represented the centre of
attraction of the Christmas event and the posiiwauation of the event was principally based a@n th
following factors (f = 0.428: explains approx. 43% of the variatiohlg Christmas atmosphere, the
presence of local craft work, the typical localtgaisomy and cuisine and the Christmas music.
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Figure 3 Satisfaction with the Christmas market features
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The elements that constituted the Christmas Mavkete considered very important within the
evaluation of the visitors (importance 4.25) anel phincipal characteristics liked by the visitorerey

the Christmas atmosphere, the courtesy of the peet@nd the decorations of the area in which the
event took place. Critical points were the quahtyd variety of the products, the scents and the
Christmas music. The quality and the variety ofdffered products are relevant aspects because they
offer the possibility to acquire products of locaigin. The average satisfaction for the qualityele

was 3.96 and for variety 3.81. Some of those int&red considered the introduction of imported
products as a diminishing factor regarding the inality of the event. However, these elements
affected in a reduced way the overall evaluatiod.@6. The courtesy of the personnel was considered
as very high, with a rating of 4.29.

By delving deeper into further analysis by subdiidthe elements in regard to the individual
Christmas Markets (Tab. 4), there emerges a relgtihomogeneous situation for the specific
elements. At an overall level, the Christmas Maslathieved a judgement that fell between 4.09 and
4.21.

Table 4 Satisfaction with the Christmas market by featuseb®-divided by city

© 2 9o B é > .5
o o -oc—& B S — n — =
S |g |5 o |2 |22 288 | & |2 |g |=S
) e o - S o ©| & =| & c ] () > O ©
Q = (O] [e)) = D = (@ © = ] (8] o > >
) © S = & 8 5| 6 5| c = o ) O IR

Bolzano- 425 | 436 | 4.40 3.76/ 398 384 41p 4.18 3.71 42019 4

Bozen

Bressanoner 4.15 | 4.22 | 4.17 359 399 392 401 414 3.8 47214

Brixen

Brunico- 404 | 422 | 4.06 358 395 363 418 4.15 3.76 421154

Bruneck

Merano- 3.96 | 4.08| 4.04 3.28 390 366 3.84 4.08 3/8223 | 4.10
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A further feature of relevant importance within task of determining the overall satisfaction af th
event among visitors was - in the case of the @hds Markets that offered the possibility of buying
products - the relative satisfaction regardingesi¢Fig. 4). The interviewed persons were on aeerag
satisfied by the costs of the products sold atMhekets (3.43). Satisfaction was generated abdve al
regard to the transparency and visibility of thiegs, while the evaluation regarding the price/yal
ratio was low. This result depended also on the ttaat the sensibility of the interviewed persons
towards the prices was average 3.89. Although there an element of complaint regarding high
prices (3.43), an opposite value affirmed a higlpragiation for artisanal quality (4.08) and
gastronomy (4.01). The visitors complained aboeatrépetition of the product range throughout the

years and inside the Christmas Market's itinerapgrt from the high costs of artisanal products.

Figure 4 Satisfaction with prices
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Besides attending the Christmas Markets a serigau@dlel events have been organized to complete

the entertainment programme for the visitors (B)gEven though the variety of the offering of etgeen
where to partake represents an enrichment andtleefumotivation for the guests to visit the place,
regrettably only a few visitors (14%) could give ewaluation of the programme, due to the fact that
they had not taken part or had not known that & @aing on. Among those who could answer this
guestion, the satisfaction was basically positige7q). The most appreciated activities of the
programme were the traditional costume events }3\8&ts to exhibitions and museums (3.75) and
the overall visit to the city (3.69). In contratte results concerning the entertainment prografome
children were particularly low in regard to Souyrdlean standards.
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Figure 5 Satisfaction with the animation programme
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The second part of the analysis of customer satisfaaimed at comprising the role of the city and
the visitors’ evaluation about their visit outsiolethe event reserved area.

The Christmas atmosphere of the city was considasesl highly relevant factor (4.27) by the visitors
and the overall evaluation of the tourists (3.98yemls general satisfaction with the Christmas
decoration, as well as for the decoration of thegpshand refreshment stands and restaurants (Fig. 6)
Even if the cities contend with each other forsfatition values between the different factors, agnon
the localities that hosted the events the averaghuation fell at 3.85. The city’'s atmosphere was
valued best in Bressanone-Brixen (3.94) and |ealstarano-Meran (3.85).

Figure 6 Satisfaction with the city’s atmosphere

mean value
1= not satisfied ! not important. 5 = very satistied / very important
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If at first the visit to the Christmas Markets egedl as a one-day excursion or at most a weekend
activity, within recent years an increased develepiof activities has taken place, with the aim of
achieving a longer stay for visitors to South Tyfelg. 7). One of these strategies was the creation

a touristic mid-week package that connected thie teighe Christmas Markets with the pre-opening
of the skiing season, which was known by 22% ofitlterviewed persons and valued by them in a
fairly positive way (3.59). 20% of the interviewgersons knew about overnight accommodation
packages and 6% made use of them, giving thessitivpaevaluation (3.59).
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Figure 7 Satisfaction with accommodation packages offecedHe Advent period
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The accommodation packages motivated visitors &y $vnger in South Tyrol, and helped to
distribute the tourist flow towards midweek, withet aim of diminishing accumulation on the
weekends and especially the Saint Ambrose weekKimel.overall evaluation regarding the package
offering was satisfying on average (3.59). The agerimportance (3.52) of this factor for the
interviewed persons was remarkable.

The last part of the questionnaire sought to ingaest the satisfaction of the visitors regardingirth
visit to the tourist destination of South Tyrol.€eltesultant data showed that the event “Originaitiso
Tyrolean Christmas Markets”, due to its high satitbn factor, can be regarded as an efficient
instrument of promotion for the region (Tab. 5).

The satisfaction with the visit to the Christmasrkéds (4.22) and the cities which were the setfong
these events (4.25) was high, and from this deravéigh degree of satisfaction also for the overall
stay in South Tyrol (4.21). The most satisfyingeadp for the South Tyrolean region as well asHer t
single cities were landscape, tradition, hospitaitd Christmas atmosphere.

Table 5 Overall Satisfaction with the Christmas markets

South Tyrol City Christmas Market  Overall
Evaluation

Bolzano-Bozen 4.16 4.20 4.22 4.24
Bressanone- 4.33 4.33 4.22 4.28
Brixen

Brunico-Bruneck | 4.37 4.35 4.22 4.28
Merano-Meran 4.21 4.22 4.13 4.19
Vipiteno-Sterzing | 3.97 4.14 4.29 4.10

SourceEuropean Academy Bolzano-Bozen 2004
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Importance and Performance Analysis

The second part of the questionnaire provided es@f questions based on specific elements that
were considered important for the recognition diséaction in respect to the Christmas Markets
themselves. The interviewed persons were askeutitoate their own satisfaction and the importance
for each factor, as well as give an overall evahumategarding grouped factors. In the same wayy the
were also asked to express the importance of erfaregarding the competition of creating an
overall sense of satisfaction in regard to the €hvas Markets. The request to indicate the impoetan
led to the following results: the primary attractics played by the atmosphere of the Christmas
Markets and the cities, followed by the scenographg the culinary and gastronomic offers, and
further by the importance attributed to the orgational capacities.

Figure 8 Importance and performance graphic
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The importance and performance analysis (Fig.|8jvalone to compare the satisfaction level reached
by the visitors and the evaluation of importancehaf factors considered for their satisfaction. The
graphic representation makes visible the critica@ih{s where to intervene, i.e. the point where the
importance attributed to the element to evaluaigohigher in regard of the level of satisfactioarth
for the factor itself. It is also possible to redjéine points that require action in terms of imgnment
and the most significant factors for the consumers.

The implicit importance results which were supetiorexplicit satisfaction fell within quality/price
ratio, the city’s atmosphere and parking/road ciooas. The level of satisfaction was more important
than the necessity to acquire information or toeham animation programme and accommodation
packages. Thus, these elements have a secondargtampe within the generating of satisfaction.

Importance Grid

To go further into the analysis of the relationshgiween importance and explicit satisfaction with
implicit importance, the following importance gridatrix was used (Fig. 9). This methodology is
based on the classification of the three factorKafo and visualize which are the non-important
factors of satisfaction (lll), important (I), bagtements (IV) and enthusiasm factors (ll) (Vave@z:
385).
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Figure 9 Satisfaction analysis by implicit and explicit inTBmnce
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The graphic shows how the Christmas atmospherbeoMarkets was considered an essential basic
factor, while the factors of excitement were thiessanal products of the Markets, the their animmatio
program and the local products on offer within sheps of the city. The performance elements were
the wine and gastronomic offerings at the Market® organization level of the event, the
scenography of the Markets and the Christmas atinesspf the city.

Moreover, through the analysis of linear regressiomorder to understand the factors that mostly
influence the overall satisfaction for the evehe results that the factors that most influence the
overall evaluation of the visitor{r 0.625, explains more than 62% of the variant)enegistic and
organizational aspects such as parking lots, readarks and event organization, apart from thedasi
elements that make this experience the most autheoch as the wine and gastronomic offering of
local products, or the scenography and Christmasrdéon of the Markets (Tallinucci, Pechlaner
2009).

Conclusion

The study shows that the Christmas Markets in Sdytlol are a successfull product and there has
been an improving sense of affirmation and accegtdny tourists, as the first target grou, but &go
local residents, who consider the event a furtlesipility of amusement and diversion. However,
from the first editions there emerged the necessfityeconciling the requirements of the different
stakeholders. Analysis of customer satisfactionashehich are the strengths and weaknesses of the



227

event, therefore leading to improvements which eobats overall value. Through the definition of
customer satisfaction it is possible to determith@fathose organizational and economic aspects tha
lead to the event becoming the most possibly swetée and attractive over time.

A spectrum of instruments was offered, in ordermonitor the level of customer satisfaction,
indicative of the importance of this aspect for the@nagement of the event. By measuring the liking o
visitors for the aspects of the event, it is pdssib provide suggestions to the management aridedef
where to address potential investments and alseiify the social-economical sustainability of the
actions that need to be undertaken. Through thatifabation of the principal factors that determine
the overall satisfaction of the event, it is poksitn locate the most appropriate and concerted
strategies in order to improve the relevant resglpoints and to achieve high valuation by thentie

It is also possible to define the importance otaiarfactors in respect to others and, in consecgien
to determine with more facility on which elemeraddcus.

The original South Tyrolean Christmas Markets areharacteristic event of this host location: the
landscape, culture and tradition of local craftducts and wine-gastronomic facilities provide the
image of the event that is perceived outside tigeore It turns the Christmas Markets into a singula

happening within the touristic panorama. For thetBdyrolean tourist economy, the emergence of
the Christmas Markets has helped to distributettlueist flow towards a specific period which is

usually a low season for these five cities.

The success of the event in the Italian marketrhaseover raised the tourist image of the location
itself, sustaining the culture as a motive of atitm, the city as an original setting and the loca
product as a generating object of value. The deweémt and success of the Christmas Markets have
been made possible precisely through the continomrstoring of visitors’ replies and suggestiorts. |
must be therefore the object of the organizersheké¢ events to create a permanent system of
evaluation of organizational aspects in order &t bganage in an optimal way the development of the
event over the coming years. The theory accordmgvhich an event is able to increase the
attractiveness of a destination by transmittingsitpve image of the location in which it takesqada
demonstrates how customer satisfaction plays aafmedtal role within the promotion of a tourist
destination.

One research limit is that this study was condute2ZD04 and further customer satisfaction research
about the South Tyrolean Original Christmas Marlettsuld be done to verify the modifications that
have been implemented over the years. Another ¢adke analysis is that the questionnaires were
only for Italian tourists. Although they are a vemyportant touristic target group in South Tyrdlet
most important one is the German group since Gernwmarists represent 47% of all arrivals in the
region (ASTAT 2008). The expectations of the deéfsr target groups can vary quite a lot and
therefore lead to remarkably different results.
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Abstract

Do special events constitute an industry? Thilartapplies earlier approaches to identifying an
industry, as expounded by Leiper (2008) to cladsiéytourism sector, to develop an understanding of
whether special events can be understood as astigdir otherwise. It is proposed that special &ven
be conceptualized through application of clustezotll, and more specifically as asymmetrical
clusters.

A potential measure of the strength of the cluster,the economic and ecological competitiveness
and sustainability of special events within a degton, is offered through use of Porter's diamohd
competitiveness.

Finally, this paper outlines a research proposahdsess conditions that may be associated with
positive ecological outcomes of special events #rat hypothesized as focal firm values, alliance
partner configuration, and the unique environmeaaditions. Therein, hypotheses are generated and
a methodology, that applies survey data and eambpotprint analysis offered to test the same.

Keywords: Events, Sustainable Development, Ecological Suskdlity, Tourism

Introduction

Places are increasingly targeting the hearts andsrof people. From their arsenalpbdysto attract

and retain creative people, profitable businesd, tanrism market share, cities and regions employ
festivals, conventions, and other special eventsasiousforms (cultural, political, entertainment
(including sports), business, educational, et@ p&ce marketing strategy and economic development
and civic boosterism policy.

Festivals, conventions and other special eventsaarather unique form of tourism “product,”

sometimes produced directly by Destination Marlgtifanagement Organizations (DMOs), and
often bid on within a competitive marketplace. Soewents, especially festivals, are much more
difficult for a DMO to coordinate or effectively miat. Nevertheless, many destinations are
positioned as festival or event cities, and evenirism strategies are becoming increasingly
sophisticated in order to compete globally.

Events also generate numerous negative impactscialip upon the environment (ecology). Given
the current global discourse surrounding sustaiedblelopment, a few interesting questions emerge.
Are events sustainable? What kinds of events aotogically sustainable? What factors lead to
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ecologically sustainable events? What role do eweganizers play in making the event ecologically
sustainable? How do partnerships affect the ecthbgustainability of an event?

In this context, this paper seeks to answer thegegkiestions:
In what sense do events constitute an industry?

Can the strength, i.e. sustainable competitive ratdgge, of the events “industry” within a destinatio
be measured?

What are the drivers of ecological sustainabilitgwents?

This paper is organized as follows. First is awisn on special events and if they can be destrib
as an industry. This is followed by an assessmeéiftthe strength of the events ‘industry’ can be
measured. A brief expose of cluster theory is thiéered, followed by a discussion on sustainability
strategies and clusters. Finally, this researclpgsal focuses on sustainability within event clisste

and develops a conceptual model and subsequentheges.

Special Events

Events subsume a wide range of occurrences, framchnes to the Olympics, historic presidential
elections to music awards. Therefore, we shoulid €lelineate the boundaries for the specific tyfpe o
events being addressed here. Getz (2008, p. 2&yatep planned events from unplanned ones and
identifies the former as:

“created to achieve specifimutcomesincluding those related to the economy, cultsaxiety and
environment. Event planning involves theesign and implementatiorof themes, settings,
consumables, services, and programmes that sugtmslitate or constrain experiences for
participants, guests, spectators, and other stékeiso Every evergxperiencas personal and unigue,
arising from the interaction of setting, progrand greople” (emphasis added)

The quote above alludes to the three key compora@npdanned events (here forth referred to as
events), function (i.e. outcome), form (i.e. desmmd implementation), and how they combine to
create experiences.

Events are organized by a focal entity that comegrithe functions of event promoter and event
organizer. In some cases, these activities areeldousder the same organization, and in other cases
the event executor becomes the relationship bettveeimdependent virtual organizations performing
these activities (Erickson and Kushner, 1999). @bent promoter function entails the management of
a newly created or pre-existing event and its enext across a single (e.g. Calgary Stampede &
Exhibition — CS&E) or multiple destinations (e.qtdrnational Olympic Committee, Fédération
Internationale de Football Association, Nationabtball League, etc). The event organizer function
originates from private, public, and/or not for fir@rganizations at a destination, and entails the
competitive bidding and facilitation of the eventtlae destination or a location (e.g. city/statehe
case of Olympics, convention centers in the cagxloibitions and fairs, stampede grounds in the cas
of CS&E, etc). Private sector organizers are uguaterested in purely economic outcomes while the
public and not for profit sector organizers incogie social outcomes (i.e. economic development and
civic boosterism) as well (sometimes only sociatomes are sought, in which case they are prepared
to incur a loss).
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Do Events Constitute an Industry?

Events, by nature, are temporally bound and invalvaultitude of stakeholders. From an economic
standpoint, the key relationships of the event ma with suppliers, vendors, sponsors, media, and
providers of other outsourced functions to an evisna network that spans multiple industries. As
well, new alliances are formed with the pre-exigtiretworks of the event promoters that impact the
event (Erickson and Kushner, 1999). Could we tlagrtisat events are an industry onto themselves?

Getz (2000, p. 15) comments, “to the extent thahtssgenerate a great deal of economic impact, both
income and employment, they might be called anstigid However, he also observes that this debate
already exists in the tourism field, and that thegt to be labeled an industry arises to garngastip
and resource commitments from political and busingecles. In tourism literature, Leiper (2008)
identifies seven approaches from within and outsilgism studies applied to identify an industry.
We test events against these approaches to ebtilthigy constitute an industry

Authoritarian decree: This approach argues fordtnecturing of industries based on standardized
industrial classification codes. Classification escias have been both a boon (in organizing diversity
and bane (in their failure to incorporate dynamtherein). Economic classification speaks of sectors
and industries. Clark (1950) identifies the fouy kedustrial economic sectors as primary (extractio
based), secondary (manufacturing based), tertsaiCes based) and quaternary (knowledge based).
Events straddle the latter two of these sectors.tl@nother hand, industry classification at the
international level is a process that began in 184&e United Nations, and has seen its most tecen
update in August 2008 with the International Staddadustrial Classification (ISIC Ver. 4). Similar
codes exist regionally for North America (NAICS)nitéd Kingdom (UK ICS), European Union
(NACE), Australia (ANZSIC), etc. Although there rams some debate on appropriate industry
boundaries, especially emanating from managemeience literature, availability of data and
consistency of measures has driven the applicaticgiandardized classification codes. The ensuing
categorization of industries has been widely appée the unit of analysis in management research,
especially in 10 economics. Events, however, are ahassified as an industry according to this
system.

Impact on economies: This approach argues for tuetaring of industries based on expenditures
towards its products. The most widely applied mdtlmd economic impact assessment in events
alludes to direct impacts (production changes duadreased spending), indirect impacts (production
changes due to increased circulation of funds), iaddced impacts (changes in spending due to
increased household income — calculated as a salgsjt, income, or employment multiplier) (Nica
and Swaidan, 2004). However, this is an approxindatmand-based measure at best, and does not
truly identify an industry. A supply-based approanhy allow for a measurement of the economic
impact of an event(s), but is difficult to captuHpwever, depending upon how narrow or broad the
scope of such impact is conceptualized as (onlyygionary and secondary suppliers, or otherwise as
well), measurement may be possible through prirdatg only. In other words, a discernable industry
does not emerge through this approach.

Competition: This approach defines industries anlihsis of firms competing with each other and is
rooted in the work of Porter (1980). Event orgarszmay be said to compete with each other, if the
event is of the same form (e.g. cultural, sports). eHowever, events serve various purposes and
therefore the event organizers cannot be undersiedd competition with each other. The various
firms that partner with an event too compete wistthe other, though only within their particular
product or service category. For example, food wemdcompete with each other, not with
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merchandisers. As well, competition is mostly lo@éhin the event network, and not with partners of

events in other destinations. On the other hantinddi®ns compete with each other in a bidding

process to host many large scale events. Purshis@lternate line of reasoning, large-scale events
with formal bidding processes may constitute anugtiy based on the competition approach.
However, events range in scale from the mega (Qlyshpgeared for national and international

exposure, to the diminutive (local wine tastingjgaing local visitors only. As such, based on the
competition approach, there is ambiguity surrougdine status of events as an industry due to
inherent heterogeneity of the events themselves.

Substitutable facilities and services: This apphofalows the work of Bain (1959) and identifies
industries on the basis of a group of sellers tisstutable facilities and services to a homogenous
group of buyers. Although the facilities and seegi¢dor many convention centers may appear as close
substitutes, the diverse types of events that oacunss a range of venues cannot be considered
substitutable. As well, thiorm of the experiential product (cultural festival gports event) is unique
across a range of events and the tacit knowleddbeogvent partners and partnerships is again not
substitutable. Finally, the buyers in this caserata homogenous group, and the diffefentns of
events attest to the varying target segments thstt & herefore, events do not classify as an itrglus

on the basis of this approach.

Cooperation and collaboration: This approach idiestindustries as a collection of firms that piaet
cooperative and/or collaborative activities. The tierms may be said to differ in formality with the
former implying relatively casual or informal ratais and activities between firms. Events foster
various forms of collaborations, including with gliprs, vendors, travel agents, tour operators,
industry associations, accommodation providers, katarg organizations, sponsors, regulatory
agencies, media, and other private and public azgdans in order to facilitate cooperative
marketing, management, packaging, travel, lodgiraining, research, and information sharing. As
stressed by Leiper (2008), such cooperation créatesioning industrieswhich in the case of events
function across and within many destinations anéne Therefore, the stability implied in
cooperative and collaborative activities, is basedhe nature of the event itself, or on the natire
the entities that collaborate. For example, in ¢hee of recurring events, there is relative stgbili
(Larson, 2002) in the strategic alliances that feontreate and re-create the event, which is ret th
case for one-time events. As well, certain partngr'events are relatively stable across multyges

of events (e.g. hotels, public agencies, etc) whileer partners are recruited depending on thesneed
of the event itself (e.g. artists for a music fedti vendors for a convention, etc). Thereforegtigh
this approach, it is ambiguous whether events ¢atesian industry.

Strategic management: Leiper (2008) refers to thmedels in strategic management literature that
require knowledge of the industry. These are the fiorces model (Porter, 1979), industrial evolutio
(Porter, 1980), and industrial chains (Galbraith9d). In the case of events, the five forces (baiyer
suppliers, competitors, new entrants, and subssjuhay vary across 1) the different evientns(e.g.
cultural vs. business), and 2) the different indastthat the event partners belong to, which do no
necessarily compete with each other (e.g. wastegament vs. media). Therefore,industryis not
readily discernible. As well, differerforms of events at a destination are at various stagekein
evolutionary life cycle, some more institutionatizehan others. The same may also be said of the
different events themselves, and of the variousnpes to events. Again, a clear industry does not
emerge as one at a particular stage in the evoarydife cycle. Finally, the magnitude of evenalsc
and scope determines the size of the event vahia.chihe value chain of small-scale events is njostl
destination or region bound, as are its impacts. tkin other hand, large-scale events (like the
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Olympics) generate linkages that are truly glofbal consider these different types of events adaimi
would “conflate different entities” (Leiper, 2008pn the basis of industrial chains literature, ¢arg
scale events may constitute an industry, and dwaonly partially discernable. However, it wouldde
stretch of imagination to label all events in gaehas constituting an industry.

Estimates of number of attendees (tourism meastife$: approach focuses on demand, not supply,
and therefore does not qualify as a measure fordarstry.

It emerges from the analysis above that eventsal@onstitute an industry but emerge as a hybrid
form of industry, one that straddles multiple inties across various private, public, and non-profi
realms. As commented by Goldblatt, “the event sastactually not one but many sectors” (2000, p.
3). It is no surprise therefore that research @wents has seen application of stakeholder th&aeyz(
1997; Reid and Arcodia, 2002; Spiropoulos et &0& Getz et al., 2007) in order to understand the
power, urgency and legitimacy (Mitchell et al., I9®f the key players, and of network theory
(Erickson and Kushner, 1999; Larson, 2002; StokRe84; Elbe et al., 2006; Stokes, 2006a, 2006b;
Larson, 2008) in order to understand who theseeptagre and what are the dynamic ties between
them. These applications have helped us tremendousleveloping taxonomy of the key parties and
the unique power structures that reside amongst,tfrem a sociological perspective.

However, from a management standpoint, this auplosits that events may be conceived of as a
cluster (Porter, 1998) of interconnected firms,pdigps, related industries and institutions thageain

a particular location. Cluster theory differs fro@twork theory in that the latter focuses on thealc
relationship between actors (Knoke and Kuklinsid83) while the former focuses on geographic
proximity and “concentrations of interconnected pamies and institutions in a particular field, ok

by commonalities and complementaries” (Porter, 199§8). Research into special events has yet to
apply cluster theory, though some work is in pregréMore specifically, this paper posits that eyent
constitute an asymmetrical cluster (Rugman and &lexp2003; Porter, 1998) i.e. a cluster of firms
that form strategic alliances around the flagship {i.e. the event organizer).

In order to measure the strength of the eventdesld a destination, this paper now presents the
potential proxy measure that may be applied. Thimlilowed by a discussion on cluster theory and
specifically event clusters.

Can the Strength of the Events Cluster be Measured?

The framework applied to measure the strength, &edce the economic and ecological
competitiveness and sustainability of the eventstel at a destination, is adapted from Porter's
diamond of competitive advantage. Porter list'dirth strategy, structure, and rivalry, 2) relatadla
supporting industries, 3) factor conditions, anddémand conditions, as the micro environmental
context unique to each nation. This section addyeise contexts towards the case of events in twder
develop measures of the strength of the eventteclus

Firms’ strategy, structure and rivalry: Events prignarily induced clusters, with the event organize
performing the role of cluster champion. Thesedifferent than Porter’'s organically growing cluster
where the strength of an industry is derived outhaf symmetrical relationships within the cluster
(Rugman and Verbeke, 2003). The event cluster elerits strength from the centrality of the focal
firm. This measure can be operationalised throlnghnumber of ties that originate from the event
organizer, i.e. the greater the number of tiesimaiting from the event organizers, the stronger the
events cluster.
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In the case of the event clusters, related andastipg industries refers to the robustness of thene
partner network. Hoffmann (2007) notes that thergjth of the partner network, a key source of
competitive advantage, can be measured through ewrob alliances, dispersion of alliances,
redundancy of alliances, and linkage intensitythia case of event clusters, robust partner networks
are deduced to signal sustainable and competitivardage.

Factor conditions, in the case of events, are thiityaof the event organizers to garner support
through government programs and industry spongmshand availability of infrastructure. This

dimension can be operationalised through proxles budgetary support from government programs
and the level of sponsorship that the event orgasihave acquired. As well, availability of event
related direct infrastructure (stadiums, conventaamters, parks, etc) and indirect infrastructure
(transportation, security services, etc) bestow pafitive advantage upon a destination’s events
cluster.

Demand conditions, in the case of events, are tiheber of visitors to events at a destination, al$ we
the dispersion of these visitors. Also, revenueegation, relative to input, falls under demand
conditions surrounding events. Finally, media cagerof the event helps create future demand for the
city/destination and is therefore an important daebeant of demand conditions. Favorable demand
conditions as associated with a stronger evensteslu

In conclusion, an application of various approadoeilentify an industry yields the fact that ewsent
do not constitute an industry. However, eventspasted as an asymmetrical cluster encompassing a
multitude of industries by this researcher. As wblised on the Porter's diamond of competitive
advantage, proxies are proposed to measure theatest event cluster strength. However, it is dote
that proxies provide an approximate comparativesmenof the strength of the events cluster.

Cluster Theory

Porter (1998, p. 197) defines clusters as “geogcapbncentrations of interconnected companies,
specialized suppliers, service providers, firmgétated industries, and associated institutions... in
particular fields that compete but also cooperatdehce, both competition and cooperation are
acknowledged as an important trait of clusters.stéits, according to Porter, create international
competitive advantage through local competitionraritical resources amongst industries. Winners
forge clusters with intense partnerships that expleynergies and complementarities in order to
sustain their competitive advantage. As well, Rq2600, p. 255) observes, “most cluster partidipan
do not compete directly, but serve different industegments.” In the case of event clusters at
destinations, some clusters may be seen as moneraamally successful than others, a signal of the
cluster competitiveness. However, would such stlengin exploitation of synergies and
complementarities translate into successful s@eidlecological outcomes as well?

Rugman and Verbeke (2003, p. 4) note, “a cluster Ineabuilt around one or a few core companies.”
They label such clusters as “asymmetrical’ and etdat “a core firm or cluster champion is critical
it can be defined as a company that takes on &dshig role in developing and sustaining the chiste
thereby intentionally fostering the co-evolutiontbé organizations involved and the creation off-spi
over effects arising from this co-evolution” (Rugmand Verbeke, 2003, p. 4). Asymmetrical clusters
are posited as different to Porter's organicallpvgng symmetrical clusters that thrive on internal
competition. In the case of the former, the rol¢hef focal firm(s) is paramount. Event organizeegym
be seen as the core firm(s) in the events clustea destination. Larson (2008) accords event
organizers with the “strongest power position, dage legitimized authority to include and exclude
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stakeholders.” Event organizers also assume ci#ytral event networks by nurturing the
development and evolution of events, and the pafimes and institutions that form the cluster.

Another key difference between Porterian symmdtotssters and asymmetrical clusters is the basis
of their formation. Symmetrical clusters, as noaddve, are organic and based primarily on “socially
embedded relationships”, while asymmetrical clsseme formed on the basis of calculativeness “in
which the participants engage in a formal, privatst- benefit calculus” (Rugman and Verbeke, 2003,
p. 4). Though “free-riders” to the cluster may aésast, their role in the creation of the eventdarct

is also recognized (Larson, 2002), and hence treegliowed to flourish.

Finally, boundaries of clusters, including evenistérs, are difficult to define, as is visible et
analysis above, and therefore the entire clustey b® “obscured” and even go “unrecognized”
“because parts of a cluster often fall within diffiet traditional industrial or service categories”
(Porter, 2000, p. 255). In the case of event ctastgganizations and/or associations with theifipec
purpose of bringing together the disparate padfethe event partner network, in the interest of a
fruitful discourse on “common constraints, problemsd opportunities” (Porter, 2000, p. 255) exist
(Arcodia and Reed, 2003) but may still requiretfartinstitutionalization at the local level to usd
the sustainability potential of the cluster. Thippr is a first attempt at applying cluster theiory
order to understand the outcomes of event clugpegifically ecological outcomes.

Sustainable Development Strategies and Clusters

The concept of sustainable development emerged ft@mBrundtland commission repdi®ut
Common Future’wherein it is defined as “development that meeésrtbeds of the present without
compromising the ability of future generations teantheir own needs” (UNWCED, 1987). Though
the aim of the original report was to determine &lationship between economic development and
the environment, over the years since, sustaindéelopment has been associated with the three
dimensions of economic, social, and ecological eslut may be argued that the societal dimension
moderates the relationship between the other tweesa

John Elkington is widely credited for popularizitige phrase triple bottom line (TBL). The TBL
approach aims to align the economic profitabilibaly with wider goals of societal equity (e.g. ot
preservation) and ecological preservation. TBLaaecounting approach, aims to re-define criteria for
measuring success across these economic, soalaécatogical outcomes. However, as pointed out
by Norman and MacDonald (2004), a single measungedbrmance across the three dimensions of
sustainable developmentfesepromise made by the TBL approach.

Separately, Vanclay (2004) notes that there areenoms other conceptualisations of the TBL values,
pertaining to economy, ecology, and society, whobrrespond with the wider sustainable
development rhetoric. He further highlights accabiiity measures for the three dimensions
originating from impact assessment literature agrenmental impact assessment, social impact
assessment, health impact assessment, environmendalagement systems, and strategic
environmental assessment.

However, as an approach towards sustainability, TBE seen greater application in industry than
these other approaches from impacts assessmeatuite and is widely recognized in both academic
and practitioner circles. As noted by Vanclay (2004
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“The triple bottom line is emerging as a populamaeptualization and reporting vehicle for
articulating corporate social, environmental, asdn®mic performance and is receiving significant
attention in connection with its efficacy and sti#fncy as a means for reporting the extent to warch
organization meets its societal responsibilities.”

Within events management literature, Sherwood (R@@¥elops indicators for a TBL evaluation of
special events. However, he too acknowledges atbrange of tangible and intangible pre-event and
post-event impacts” (p. 12). In order to develdpasimonious event framework,” Sherwood focuses
on a “small number of short-term post event impgags12).

In strategic management literature, corporate mesipdity implies the closest commitment to the
TBL approach. Schwartz and Carroll (2007) placeasnability as one of numerous frameworks that
study the business in the context of its envirorim@hese frameworks also include, but are not
limited to, the approaches of business ethics, aratp social responsibility (and performance),
corporate environmental responsibility (and perfange), stakeholder management, and corporate
citizenship. While important differences exist amsinthese frameworks, the underlying principle
behind them aims to address individually or compnsively the three sustainable development
values of ecological conservation, distributive tiges and economic profitability. Corporate
citizenship, the most recent addition to the faroilysustainability strategies, adds value by enimgnc
the responsibilities of the corporation to the camity it operates within, allowing for a socialditse

to operate.

However, numerous debates range under the rubréacth of these approaches as to what level of
commitment an organization should devote towardsemnomic goals. For example, in the context
of corporate social responsibility, Schwartz andr@h(2007) note that two schools of thought exist
on the role of business in society, i.e. profit md@xation within legal parameters vs. broader docia
responsibilities. Doane (2004) notes that compdikeBritish American Tobacco, British Petroleum,
and even British Aerospace are frequently citedeasg sustainable, some included in the Dow Jones
Sustainability Index. However, she points out that net impacts of these companies, their products,
and their policies are inherently unsustainableer&fore, one of the underlying mechanisms for
sustainability strategies appears to be the vainesffect. The question of whose definition of
sustainability should be applicable remains unanseven management literature.

McDonough and Braungart (2002) provide an intemgspierspective on values driving sustainable
development. As shown in the “Fractal Triangle”dwel althoughtrue sustainabilityis the large
inverted triangle in the center, sustainabilitywsed may be seen as aligned in greater proportitreto
dimension/corner where they are primarily anchoké¢ehce, equity (social) actors may consider the
importance of ecology and economy, but will andheir arguments from a societal value standpoint.
Hence they would derive their own form tfie sustainabilityas the middle ground in the four
triangles within their corner (i.e. 1).
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Figure 1. Fractal Triangle of Sustainability
SourceMcDonough and Braungart, 2002
From the above, it may be understood that

There is considerable diversity in conceptualisatid strategies to address economic, social, and
ecological sustainability.

Such diversity in conceptualisation is driven bg talues where the strategies are anchored.

Therefore, this researcher proposes that the giesteof sustainability are incomplete without the
values that they are anchored in. In order to tamglerstand sustainability strategies of a clusher,
underlying mechanisms of such strategies needdudlarification. Therefore sustainability stratesi
are posited as emergent. This researcher conteadsltister sustainability strategies are a fumotit

The values of the strategy drivers (focal firm, @g@ment, etc). The ability of the focal firm to
provide strategic direction to the asymmetricabtdu is posited by Rugman and D’'Cruz (2000) while
sustainability value types and strategies are ardue Costanza (1997) and Rondinelli and Berry
(2000).

The alliance partner configuration (stakeholdelanmel partners, etc). The dimensions of strategic
alliances are offered by Hoffmann (2007).

The broader environment as enabler or constramtif@mental regulations, resource constraints,
etc). The importance of environmental regulatiangested by Henriqgues and Sadorsky (1999) while
freedom of choice (environmental determinism andifegnlity) is argued by Hrebiniak and Joyce
(1985).

The three drivers of sustainability strategiesraoe presented in the context of events. The emérgen
sustainability strategies follow. Henceforth, fbetpurposes of this paper, events are understood as
large-scale tourism events that capture export etdde a destination. Getz (2008) notes, “From the
tourism industry’s perspective, typically throudreteyes of a DMO or event development agency,
events are highly valued as attractions, catalgstenators, place marketers, and image-makers” (p.
406). Such events are usually large scale andvavalmultitude of stakeholders and impacts. Getz
(2008) notes that the management of event tourssin ‘irelatively unexplored research theme” (p.



242

417) and that there is need for environmental irhpasessment of tourism events. One of the aims of
this research proposal is to further this areaséarch

Sustainability Strategies and Event Clusters

Various types of focal firms (event organizers)lehe development and management of events and
provide strategic direction to the asymmetricalresecluster (Rugman and D’Cruz, 2000). Each of
these focal firms is rooted in potentially diffetecorners of the fractal triangle (Figure 1). For
example, perhaps corporate organizers of notaldateve.g. conventions, exhibitions, etc) consider
profits as the driving motive while not-for-profibtable event organizers (e.g. folk festivals, umalt
festivals, etc) cite social values as the driviogcé. The involvement of the public sector further
conflates the situation with political and potelyi@cological goals.

Costanza (1997) notes that human values are dalomg two worldviews, one calling for behavioral
change in consumption habits to solve environmeartablems, and the other implying the technology
may emerge as a solution to environmental probleres.labels the former the “technological
pessimist” and the latter the “technological opsitiiCostanza (1996) asserts that the “technolbgica
optimist” believes that the key issues surroundingtainable development, i.e. those of energy and
resource limits to growth, will be absolved throughovation in technology. On the other hand, the
“technological pessimist” takes the opposite view Costanza’'s conceptualization, calling for
immediate change in the resource consumption habitsimanity, arguing that energy and resource
limits to growth will not be solved by technology.

Through use of a game theoretic model, CostanZ/ji®&esents four quadrants, with the real state of
the emergent world along one axes and the currelitypalong the other (see figure 2). What is
visible is that should the optimist policy be wromgd yet followed, we face disaster. Such disaster
also predicted by the Club of Rome publication ILtgrtio Growth (Meadows, et al., 1972) and the
independent assessment of its analysis with obdeatata from 1972-2002 (Turner, 2006). However,
this discussion is outside the scope of this pafi@s paper proposes that the technologically agtim
or pessimist worldview be applied to understanddihstainability values of the event organizers as
focal firms.

Emergent State of the World

Qptimist Right Pessimist Right
E HIGH DISASTER
g &
8 MODERATE TOLERABLE

Figure 2. Payoff matrix for technological optimism vs. piessm

SourceCostanza 1997
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Importantly, controls must be added for positivefaste values with no action on the part of the foca
firms (e.g. green-washing). Hence, while the aboweasure is complete onto itself, in order to
increase its validity, commitment to sustainabiMglues must also be ascertained through tangible
investments toward sustainability initiativé&ondinelli and Berry (2000), in a content analysis88
multi national companies, identify 3 externallyesried and 5 internally oriented corporate citizamsh
programs that signal to the sustainability straegf firms. The 3 externally oriented programs are
“1) incentives for corporate employees and manatersollaborate with external stakeholders on
environmental improvement projects; 2) philantheagttivities that support community, national, and
international efforts to improve environmental cihiotis; and 3) strategic alliances between MNCs
and environmental and public interest groups teesakucial environmental problems” (p. 75). As
well, the 5 internally oriented programs are “l)hanced regulatory compliance to reduce the
corporations’ negative environmental impacts ofandaus emissions in communities in which they
are located; 2) adoption of pollution preventiond atlean manufacturing practices that prevent
pollution before it occurs; (3) redesign of produand processes to achieve more beneficial
environmental impacts for customers and communif@®smaterials reduction, recycling and re-use;
and (5) resource conservation” (p. 78). In the exindf events, these eight programs can be modified
to serve as tangible measures of the focal firrtasebility values.

It is posited that the focal firms values asceddithrough determination of whether the focal fisma
technological optimist or skeptic, as well as thagible commitments it demonstrates through the
eight indicators of 1) incentive to employees tollatmrate on sustainability initiatives, 2)
philanthropic activities that benefit the communrgiyvironmentally, 3) strategic alliances to improve
environmental performance, 4) enhanced regulatomptiance to reduce negative environmental
impact, 5) adoption of pollution prevention andatigractices, 6) redesign of products, servicas, an
processes to achieve positive environmental impagtsnaterials reduction, recycling, and re-use
program, and 8) resource conservation, would gilidesustainability initiatives of event clusters.

Proposition 1: The focal firm (i.e. event organ)zealues on sustainability are positively assodate
with emergent sustainability of an event.

A second consideration impacting the sustainabdttategies employed at notable events is that of
partner networks. As noted by Wallner (1999, p., ®Hiciency improvements “can only develop
[their] full potential in the context of industriaketworks. It is not the [efficiency] approach ifgbat
lacks the potential to contribute to sustainablgetijoment, it is the developed methodology of
implementation.” The various partners that fornatggic alliances toward a notable event both inform
and help implement the sustainability values ofdient organizer’s they interact with. Through such
interaction, relationships and capabilities arénlgenerated and improved upon.

As noted by Hoffmann (2007) the alliance partnenfiguration (number, linkage intensity,
redundancy, dispersion, and stability of alliancessktrongly associated with both acquiring new
competencies and relationships, as well developpan existing ones. In the case of notable evants,
strong alliance partner configuration allows forformation gathering and processing towards
sustainability strategies, flexible, coordinatedd afiaster execution of strategies, through strong
communication links.

Proposition 2: The strength of the alliance partoenfiguration is positively associated with the
eventual sustainability of an event.
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Finally, the environment (as constraining or ema)li can potentially influence sustainable
development strategies employed by events organizdenriques and Sadorsky (1999) find
government regulation to be a positive force in shstainability actions of managers in Canadian
firms. Porter (1998) too acknowledges the impomrant government in the diamond framework.
Therefore, regulation may be posited as an enabBlerwell, many promoters (e.g. International
Olympic Committee) choose to drive the environmestistegy of the event, and therefore promoter
interest too is considered as an enabler of sudigity in events.

However, numerous constraints are cited pertaitongsources (financial), infrastructure availdbili
(e.g. access to public transport) that may pretireimplementation of sustainability at an evertt. A
the same time, Hrebiniak and Joyce (1985, p. 338prg “Even in the most constricting and
debilitating case of environmental determinism, ifoality indicates that organizational choice
nonetheless exists as a separate independent lgaimaortant to the development of a dynamic
equilibrium with the external environment.” Her@, the case of constraining (high) environment
(determinism), organizational choice is rendereaatnad due to lack of control over exogenous factors
In the context of events clusters, where exogerfagtors limit or restrict freedom of choice,
constraining environment is posited to be a negaforce. On the other hand, environmental
regulation or promoter interest to promote sustilitya at events is considered an enabler.

Proposition 3a: A constraining environment is negdy associated with the eventual sustainability o
an event.

Proposition 3b: An enabling environment is posithassociated with the eventual sustainability of a
event.

Large-scale events lead to diverse impacts uponlek@nation. While there can be no true objective
measure of such events across the three dimenefossstainability, event organizers attempt, at
numerous degrees, to assess the impact of sucksezen though many event organizers carry out
an impact assessment exercise in order to obtaiargment funding or corporate sponsorships, the
role of events in the larger society and environnaea increasingly under review. However, as noted
by Dwyer et al. (2001), many of the impacts of @égare intangible and therefore extremely difficult
to measure. As well, the interconnectedness ofthihee levels of impact (economic, societal, and
ecological) confounds the measures further. Infoe of such resistance, it is not surprising that
many event organizers have avoided the dimensibrssisiainable development altogether, instead
focusing on the measurable economic impacts aldoweever, techniques are increasingly available
for the measurement of ecological impacts (ecoligicotprint, environmental impact assessment,
etc). As well, the measures around the societahatgp(e.g. crime, traffic, crowding, property damag
vandalism, etc) are emerging, but as yet underdpedl Therefore, this proposal focuses upon the
ecological performance of events.

In measuring the ecological performance of the gvaaological footprint analysis (EF) (Wackernagel
and Rees, 1996) is offered as the optimal techraglieoffers a standardized unit of measuremett th
facilitates comparability across all resources aamsd. While other standardized units of measure are
also available (e.g. emergy, carbon emissions), @b@logical footprint analysis is particularly
amenable for the measurement of the ecological etspaf events. Colins and Flynn (2008, p. 755)
assert, “One potentially large contribution is thatthe EF relates to the consumption activitiea of
defined population, it potentially has many applmas.” As well, Colins and Flynn (2008) have
recently applied ecological footprint analysis fes the methodology developed by the Stockholm
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Environment Institute) to measure the environmestetainability of the UK Football Association
Cup Final in Cardiff and found the measure effaxtiv

Hunter and Shaw (2007, p. 47) note, “The EF pravide aggregate estimate of demands upon the
biophysical productivity and waste assimilation aefy of nature imposed by human lifestyles.” In
short, EF relates human consumption of source amd resources to the amount of biologically
productive land and sea area needed to regenarate resources. Therefore, EF facilitates the
comparison of the ecological footprint of an adyivby accounting for consumption of energy,
biomass (food, fiber), building material, watergdasther resources. Such consumption is presented as
a normalized measure of land area called ‘globalanes’ (gha). Holmberg et al. (1999) note that by
providing for just humans, the biologically produetland and sea allows for a 2.3 gha EF per capita
Further, they remark that an allowance of 12% chsspace for other species leaves a permissible EF
of 2.0 gha per capita. On a more somber note,e¢heapita footprint of an average Canadian is aimos
7.0 gha. Therefore, environmental sustainabilityatsgies need to account for current rate of
consumption as well.

This researcher proposes that the EF of an eveassessed as its emergent sustainability stratey a
therefore our criterion variable. EF as an emergastainability strategy can be categorized across
four potential outcomes:

EF Amplification Strategy: Through this emergengtainability strategy, it is proposed that the EF o
an event will be assessed as appreciably highertttzé of another event.

EF Continuance Strategy: Through this emergenaBatility strategy, it is proposed that the EF of
an event will be assessed as approximating thegedtF of another event.

EF Reduction Strategy: Through this emergent sueitélity strategy, it is proposed that the EF of an
event will be assessed as appreciably lower thaiEhof another event.

EF Engagement Strategy: Through this emergentisabibty strategy, it is proposed that the EF of
an event will be substantially lower than the ERubther event.

Further, the three drivers of sustainability sggtdiscussed earlier (focal firm values, allianegtiper
configuration, and environment as constraint orbéaty are applied as the predictor variables.
Thereby, the following framework is developed (§@&gure 2) for the classification of the drivers of
sustainability strategies in the context of events.
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Figure 3. Proposed conceptual framework for classificavbrrivers of sustainability strategies for
notable events

The framework above is applied to generate thevietig hypotheses. In the first case we assume that
the environment is posited as a constraint in implating sustainability strategies due to lack of
regulation, resources, promoter policy, etc. Howethe focal firm, i.e. the event organizer, haersg
sustainability values and intends to drive suclueslalong its partner network. As well, the partner
network is large, stable, strongly interconnectéith wmbuilt slack due to redundancy, and allowsdor
diversity of opinions to emerge with solutions. Bug networ