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1.0
EXECUTIVE SUMMARY

This report analyses the Burns and a’ that festival 27 April to 5 May 2002. Funded primarily by the public sector for its first year of operation the festival resulted in:


21750 people attending events both paid and unpaid


just under £1 million of advertising equivalence press coverage


local direct expenditure of £538000


the generation of 18 temporary jobs.

The festival utilised Burns and his work as a thematic ‘pull’ factor to celebrate Scottish creativity and the arts. It was located in Ayr (predominantly) and the ‘core’ festival occurred between 3-5 May 2002.

In terms of public sector investment the outcome in terms of expenditure, publicity and destination awareness of Ayr/Ayrshire the event was economically viable. However to see real economic impact at a local level and to continue to develop the brand identity of the location commitment to future funding by the public sector over the next 3 to 5 years is vital.

2.0
PROJECT AIMS


To assess the economic impact of the Burns and a’ that – A Celebration of life and contemporary Scottish culture 27 April – 5 May 2002 (utilising quantitative and qualitative data)


To provide a framework for impact assessment that is replicable in future years.

The reportage will also examine the above in the context of the festival objectives which are detailed below:

-
Raise awareness of Robert Burns and contemporary Scottish culture

-
Raise awareness of Ayrshire and Scotland

-
Generate additional bed-nights in Ayrshire

-
Derive economic benefit from the event

-
Provide a positive platform for the attraction of private sponsorship in future years.

3.0
METHODOLOGY

The approach adopted focussed on economic and social impact of the festival as recorded/experienced by


the tourism industry


local residents


visitors.

The investigative tools used were:


intercept survey (visitors/festival users)


telephone interview (hoteliers, restauranteurs, bar operators, visitor attractions)


qualitative analysis


advertising equivalence evaluation


transport utilisation


visitation analysis


sponsorship analysis


public sector support analysis


industry evaluation (via liaison with key organisations such as AATIF, AATB, etc)


Burns federation/stakeholder interviews.

3.1
DEVELOPMENT OF EVALUATIVE REPORT

At commencement of the project a clear study timetable was (detailed as below) which provided the format for development of the evaluative tools.


April
May
June
July

1st
  20th
1st
20th
1st
20th
1st
20th



	
	Finalise Research Tools/ Approach

	
	
	Collection of Data (On Ground)

	
	
	Collection of Data Post Festival



	
	
	Report Production

	
	Stakeholder Liaison

	
	
	Moffat Research Team Based in Ayr 27/4 – 5/5

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	


Title: Study Timetable Identifying Consultations and Client Liaison

 Weekly news report to project leader (SEA)

 2 weekly progress meetings from 1/4 to 30/5

Report Production
Proposed
Actual

First Draft Report 
28th June 2002
7th June


Second Draft Report 
5th July 2002
21st June


Final Report
12th July 2002
1st July

3.2
DEVELOPMENT OF EVALUATIVE REPORT

At commencement of the project a clear study timetable was (detailed as below) 

	Method and Dates
	Location

	
	

	Intercept

29 April – 5 May
	Old Alloway/Brig O Doon/Exit to ‘Fall from Light’

	
	

	Intercept

27-28 Apr
	Mauchline Town Centre/Kirk

	
	

	Intercept

27 Apr – 5 May
	Fringe Events, BNHP, Burns Cottage, Alloway, Wellington Square, Ayr

	
	

	Intercept

2-5 May
	Wellington Square, Ayr

	3 May
	Culzean Castle

	3-5 May
	BNHP

	
	

	Telephone Survey
	MC based

	
	

	Focus Groups
	MC based/Ayr based

	
	

	Advertising Monitoring
	MC based liaison VS, AATB, SEA

	
	

	Transport Utilisation
	MC based - liaison rail, taxi, bus, air

	
	

	Total Visitation
	MC based

	
	

	Sponsorship Analysis
	MC based – comparison Dublin

	
	

	Public Sector Analysis
	MC based

	
	

	Ind Forum
	MC based – liaison AATB, ATTIF (Laurie Black)


Festival based evaluation is detailed by date, time and major event/location below:

	Saturday

27th April
	
	Sunday

28th April
	
	Monday

29th April
	
	Tuesday

30th April
	
	Wednesday

1st May
	
	Thursday

2nd May
	
	Friday

3rd May
	
	Saturday

4th May
	
	Sunday

5th May

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Mauchline Town Centre 11.00–4.00pm
	
	
	
	
	
	
	
	
	
	
	
	Culzean

6.00–8.00pm
	
	Wellington Sq Fest Club

6.00–8.00pm
	
	Wellington Sq Fest Club

6.00–8.00pm

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	Fall from Light

8.30–10.00pm
	
	Fall from Light

8.30–10.00pm
	
	Fall from Light

8.30–10.00pm
	
	Fall from Light

8.30–10.00pm
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	BNHP

1.30–5.00pm
	
	BNHP

1.30–5.00pm

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	Ayr High St

Low Green

1.00–8.00pm
	
	Ayr High St

Low Green

1.00–8.00pm


3.3
METHODOLOGICAL LIMITATIONS

The economic impact evaluation was governed by the requirements of a small steering group who were responsible for commenting on survey instrument design and proposed intercept surveys and follow on evaluation. In many cases such group review of questionnaire results in a longer and less balanced survey instrument. In this case the steering group gave useful comments and focused on a short and focused questionnaire (see Appendix I).

In order to standardise data collection the same questionnaire was utilised as a postal return as well as in intercept format.

Intercept Survey
Random intercept surveys were undertaken at a range of events from the main festival and the Fringe. In crowd events every third party was intercepted although in some smaller events (eg Fringe) samples of audience attendance was significantly larger.

Completion rates of the full survey were low as a direct consequence of the high number of local festival users and the limited amount of visitors.

Telephone Survey
Despite briefing it was apparent that many telephone interviewees had difficulty isolating total expenditure attributable to the festival period. This was further complicated by the comparison to 2001 figures which covered an unusual period wherein tourism in Ayr/Ayrshire was affected by the Foot and Mouth epidemic. It should be noted however that this impact was primarily during the March/April period.

4.0
INTERCEPT SURVEY RESULTS

4.1
Date of Interviews

	Date
	Number of interviews
	Percentage

	27 April
	35
	14%

	1 May
	21
	8%

	2 May
	93
	36%

	3 May
	38
	15%

	4 May
	25
	10%

	5 May
	43
	17%

	Totals
	255
	100%


The highest number of responses were received during Thursday 2 May which accounts for 36% of the total, when interviews were conducted at fall from Light in Alloway and the Festival Club in Ayr centre.

4.2
Gender Profile of Respondents

Of the 246 responses (96% of total respondents) received for this question, 129 were female (52%) and 117 male (48%).

4.3
Age Range of Respondents

There were 250 responses to this question (98% of all respondents) and the breakdown into the various age categories is as follows:

4.4
Respondents Place of Residence
The following table shows the residence of the visitors to the festival:

Some 32% of respondents were from Ayr itself, with an additional 31% being from Ayrshire.  The main representation from Ayrshire was from Mauchline, Prestwick and Kilmarnock. It should be noted that the Mauchline Holy Fair survey may have increased the local sample given the popularity of this event.

Of the 24% who visited from the rest of Scotland, 42% of those were from Glasgow with an additional 11% having travelled from Edinburgh.

Some 7% of respondents were from England. Of the 19 people who responded, 9 (47%) were from London.

There were five overseas respondents from Canada, Germany, Norway and two from USA.

4.5
Method of Travel to Ayr
There were 162 responses to this question which represents 64% of the total respondents.  Some respondents answered more than one method.  For example, those travelling by air may have selected ‘by air’ and ‘car hire’ in their response.  The respondents whose place of residence was either in Ayr or Mauchline have not been included in the answers to this question.

Some 78% of those who answered this question travelled to Ayr by private car.  Those travelling by air (7% of those responding), came from England as well as Overseas.  The airlines used included American Airlines and Ryanair giving no direct injection of income to the UK.

4.5.1
How many in the travelling party?
A total of 610 people were included in the travel parties of those interviewed. The average party size was therefore two.

The most common party type was ‘Husband/Wife/Partner’ which comprised a total of 246 individuals.  The largest party size was a group of 35 individuals who were travelling together by coach.  The average size of the category ‘Friends’ was three individuals and there were a total of 38 children in the travelling parties.

4.6
Number of previous visits to Ayr
There were a total of 95 responses to this question which represents 37% of the total respondents.  Of those that responded the results areas follows:

	Number of Visits
	Number of respondents
	Percentage

	Never
	13
	14%

	Once
	8
	9%

	Twice
	5
	5%

	Three Times
	3
	3%

	More than Three Times
	66
	69%

	Totals
	95
	100%


4.8
Events Attended by Respondents
All respondents provided a response to this question which revealed the following attendance at the events:

	Event
	Have Attended
	Intend to Attend
	Total
	Total as a Percentage of all Respondents

	Culzean
	61
	56
	117
	46%

	Fall from Light
	77
	32
	109
	43%

	Fringe Events*
	46
	51
	97
	38%

	Holy Fair
	54
	0
	54
	21%

	Street Theatre
	18
	55
	73
	29%

	Tam O Shanter
	18
	26
	44
	17%

	Wellington Sq.
	58
	69
	127
	50%


*
Fringe events included paid and unpaid admission elements that spanned the full period of the festival. The Holy Fair was not included in this classification and was examined separately.

From those interviewed, the most popular events were the free admission Wellington Square events on the Saturday and Sunday of the festival with a projected attendance by 50% of all respondents.  The next most popular was the paid admission Friday concert at Culzean which attracted 46% of respondents followed by Fall from Light (paid admission), which ran throughout the four days sampled, and attracted 43% of respondents.

4.8.1
Events Attended by Visitors to the Area
By conducting an analysis of those respondents who do not reside in Ayr or Mauchline (being the host towns), the results of the event visitations are as follows:

	Event
	Have Attended
	Intend to Attend
	Total
	Total as a Percentage of Respondents

	Culzean
	44
	29
	73
	48%

	Fall from Light
	47
	17
	64
	42%

	Fringe Events
	26
	30
	56
	37%

	Holy Fair
	23
	4
	27
	18%

	Street Theatre
	10
	30
	40
	26%

	Tam O Shanter
	14
	11
	25
	16%

	Wellington Sq.
	37
	35
	72
	48%


A total of 151 respondents were from outwith Ayr and Mauchline.  The results do not differ greatly from the analysis conducted of all visitors.

4.9
ACCOMMODATION UTILISED in Ayr/Ayrshire
Before Event

A total of 17 responded to this question which equates to 2% of all respondents.  Most people stayed for one night only which accounted for 59% of those responding.  An additional 35% stayed for two nights with the remainder staying for three nights prior to the festival.  Three of the five overseas visitors stayed for an average of two nights before the festival.

During Event

Some 47 individuals responded (18% of total) with the average length of stay being two nights.  Some 36% of those responding stayed for three nights.

After Event

Four people responded to this question, with three of them staying for less than three nights and the remaining person staying for 14 nights after the festival.  

4.9.1
ACCOMMODATION UTILISED IN Other areas of Scotland
Before Event

Only three responses to this question and each person stayed one night prior to the festival

During Event

Seven responses (3% of total) staying for an average of two nights during the festival in other areas of Scotland.

After Event

Seven responses again to this question with four of those respondents staying for 10, 14, 16 and 25 nights after the festival in other areas of Scotland.  Those staying for the 16 and 25 nights were from USA and Canada.

4.9.2
Type of Accommodation used in Ayr/Ayrshire during Festival
Some 51 people responded to this question which equates to 20% of the total number of respondents.  The most popular type of accommodation was ‘hotel’ which accounted for 40% of responses, followed by friends with 20%.

4.9.3
Type of Accommodation used before/
after Festival

Only 23 responded to this question (9% of total), which revealed that 65% of those stayed in a hotel before/ after the festival.  Some 26% stayed with friends while the remainder stayed in a bed and breakfast or guest house establishment.

Thus the potential for significantly greater economic impact at any future festival should be anticipated in forward planning.

4.10
Total Anticipated Expenditure during Festival
A total of 220 responses were received to this question which accounts for 86% of total respondents.  The total anticipated expenditure from the 220 respondents amounts to £18,893 which equates to an average spend of £86 per respondent.  These figures can be analysed further by breaking the amount spent into scaled categories.

	Expenditure
	Number of Respondents
	Total

Expenditure

	Less than £50
	135
	£3,644

	Less than £100
	30
	£2,116

	Less than £200
	31
	£3,702

	Less than £300
	8
	£1,700

	Less than £400
	9
	£2,775

	Less than £500
	3
	£1,300

	More than £500
	4
	£3,656


Some 61% of those responding to this question anticipated that they would spend less than £50 at the whole event.  This equates to 53% of all respondents. 

4.10.1
Local Spending data
Further analysis revealed that those respondents residing in Ayr (from whom 65 responses were received) spent far less on average than those from outwith the town.  The average spend of an Ayr resident is £38 in comparison with some £70 for those outside Ayr.  The average spend for overseas visitors is in the region of £650 although an element of this may be spent outside Ayr/Ayrshire.

4.10.2
Expenditure Breakdown by Category
The expenditure by individual category is as follows:

	Expenditure
	Number of Respondents
	Total

Expenditure
	Average

Spend

	Admission
	118
	£3,254
	£28

	Overnight: During
	20
	£1,799
	£90

	Overnight: before/after
	7
	£708
	£101

	Travel to UK
	9
	£1,747
	£194

	Travel in UK
	25
	£738
	£30

	Local Travel
	21
	£514
	£24

	Food & Drink
	130
	£4,716
	£36

	Sightseeing
	13
	£335
	£26

	Shopping
	42
	£2,059
	£49

	Other
	9
	£148
	£16

	Total Average Expenditure
	
	55.96
	


Some 51% of all respondents anticipated spending money on food and drink which accounted for the highest total spend per category.  The next highest was admission charges on which 46% of respondents commented they would spend a total of £3,254.  Other significant spending was on shopping where 16% of respondents identified spending a total of £2,059.

The highest average spend was on travel to the UK for which 9 respondents paid an average of £194.

Further analysis of the expenditure by residence category reveals the following information:


Overnight accommodation costs during the festival were higher for overseas residents (£93) than for UK residents (£89)


Although one overseas resident estimated local travelling costs at £100 the average cost was projected as £23 by Ayr residents and £20 by those from outwith Ayr


Food costs by Ayr residents were lower than all others (£11).  Those travelling from outside Ayr estimated a spend of £40 on food while two overseas residents projected an average of £110.


Shopping spending is also projected to be higher for those visiting Ayr (£26) against a £13 estimate by those resident in Ayr. (Two overseas residents averaged an estimated £550 spend on shopping during their stay).

4.10.3
Breakdown of EXPENDITURE ON PREVIOUS DAY
	Expenditure
	Number of Respondents
	Total Expenditure
	Average

Spend

	Admission
	32
	£608
	£19

	Local Travel
	13
	£133
	£13

	Food & Drink
	32
	£640
	£20

	Sightseeing
	3
	£27
	£9

	Shopping
	9
	£184
	£20

	Other
	2
	£20
	£10


The highest average spend the day before the interview was completed was in respect of food and drink and shopping where £20 was spent on each.  The most common items of expenditure were for food and drink and shopping where 32 respondents (13% of total) identified these areas of expenditure. This correlates with total expenditure though excludes accommodation which would only be paid on departure in most establishments.

4.11
Use of Credit Cards
A total of 138 respondents (54% of total) answered this question. Some 51 (20% of total), indicated that they would not use a credit card during the festival.  Of the 87 respondents (24% of total) who said they would use a credit card, 55% said they would use a VISA card.

4.12
Knowledge of Burns and his work prior to Festival
A total of 251 responded to this question which equates to 98% of all respondents.  The rating scale is defined as ‘Rating 1 = Strong Knowledge’ and ‘Rating 7 = Weak Knowledge’

The most common rating was slightly better than average knowledge as selected by 25% of respondents to this question.

4.12.1
Has the Festival Improved Knowledge?

Some 96% of all respondents answered this question.  
Some 178 respondents (73% of those answering) felt that the festival had improved their knowledge of Burns.

4.13
Overall Rating for Burns Festival

A total of 184 responses were received to this question which equates to 72% of the overall number of respondents.  The rating scale is ‘Rating 1 = Excellent’ and ‘Rating 7 = Poor’.

The overall response is therefore positive as 59% of respondents to this question have rated the festival as either ‘1’ or ‘2’.

4.13.1
Rating for Ayr as a Festival Destination

A total number 238 responded to this question which equals 93% of all respondents. The rating scale is ‘Rating 1 = Suitable’ and ‘Rating 7 = ‘Not Suitable’.

Again very positive results have been received to this question in that 64% of respondents rate Ayr as a suitable Festival destination.  Some 92% rated the destination as being above the average rating of ‘4’.  The overseas respondents all rated Ayr as a suitable destination with the lowest rate being ‘3’ by an American, the others rating Ayr as ‘1’ and ‘2’.

4.13.2
Most impressive/Most Disappointing Aspects
There were a total of 191 responses (75% of all respondents) quoting positive aspects and 169 responses (66%) detailing negative aspects.

A qualitative analysis of the comments has revealed that the most common feedback in both categories is as follows:

Most Impressive

	Aspect
	Number of Respondents
	Percentage of Total

	Ayr & Beaches
	37
	19%

	Countryside
	18
	10%

	Burns
	10
	5%

	Culzean
	10
	5%

	The People
	13
	7%

	The Festival
	32
	17%


Many of the comments relating to the festival itself are general, for example, ‘excellent idea for a festival’, ‘excellent organisation and entertainment’, ‘enthusiasm’, and ‘variety of events’.  However some are more specific to individual events such as the Festival tent events, the music and the Culzean event.

Most Disappointing

The most disappointing aspects were as follows:

	Aspect
	Number of Respondents
	Percentage of Total

	Beaches
	5
	3%

	Litter
	24
	14%

	Lack of Advertising
	39
	23%


The main finding from the respondents on this question was that the festival was not advertised sufficiently throughout the local area.  Many had not heard of the festival or the individual event itinerary until the week before the festival and many ticketed events were sold out.

There were some individual comments in connection with specific events such as ‘Fall from Light’ which suggested that the room used at the start of the event was unsuitable.  In addition, for some respondents the noise from the funfair was obtrusive and the festival tent was considered too cold by several respondents.

The main complaint related to the location – Ayr town - the amount of litter which affected many visitors perceptions of the town.

4.14
Recommend Ayr as a Holiday Destination?

There were 237 responses to this question which equals 93% of the total number of respondents.  Of this number, 90% thought that Ayr could be recommended as a holiday destination while the remaining 10% would not recommend it.

The main reasons why the 10% of respondents would not recommend Ayr are:


Limited activities (39% of those saying ‘No’)


Weather (30%)


Litter (22%)

4.15
Source of Knowledge about Festival
The main sources of knowledge were as follows:

The main source was via newspaper advertisement which accounted for 41% of all respondents to the survey. The main newspapers referred to were the Ayrshire Post and the Herald.  The next most common source was ‘word of mouth’ which accounted for 32% of all respondents followed by other which equated to 27% of all respondents.  The category ‘other’ included the church, work, library, radio and school.  The overseas respondents relied on a variety of sources such as newspaper, tourist board and word of mouth for information.

4.16
Source of Information on Ayr
The most popular sources of information on Ayr were as follows:

The most common source was therefore from the Tourist board which equates to 20% of all respondents to the survey.

5.0
Telephone SURVEY Analysis

This was a telephone interview survey conducted immediately after the event which sought industry opinion on the event’s economic impact.

Profile of respondents

A total number of 67 responses were received and these can be broken down into the various categories as follows:

	Respondent
	Number
	Percentage

	Hotel
	9
	13%

	Guest House
	12
	18%

	Bed & Breakfast
	8
	12%

	Caravan
	1
	1%

	Self-catering
	3
	4%

	Taxi
	7
	11%

	Pub
	14
	21%

	Fast Food
	2
	3%

	Visitor Attraction
	4
	6%

	Restaurant
	7
	11%

	Totals
	67
	100%


Some 94% of the providers are based in Ayr with the remaining being located in Alloway (4%) and Prestwick (2%).

5.1
Volume and Expenditure

Some 31% of respondents felt that the volume of their business had increased due to the festival in comparison with previous years.  It was however very difficult for the respondents to place a figure on the amount of increase. Only one respondent, the Wellington Bar, provided this information.  They felt that business and expenditure had increased by around six times the average.  The bar mentioned that they had been campaigning for events at the Green for many years and obviously hope the festival will be repeated in future.

Further analysis revealed that the respondents most likely to have experienced an increase in volume and expenditure are:


Bed and Breakfast providers


Restaurants


Taxis

Whilst 33% of hotels experienced an increase, only one of the twelve guest houses agreed.  The main reason proposed by respondents for the lack of impact on the guest houses and the other providers is that the festival was held over a bank holiday weekend in May. While many of the providers agreed that they were very busy over the weekend they could not solely attribute this to the festival taking place.  However data from AATB immediately prior to and during the festival indicated availability of accommodation in many sectors. This would concur with general trends in domestic tourism over bank holiday weekends at UK coastal locations, which are evidencing reasonable day visitation but a reduction in overnight accommodation.   

By analysing the information on a daily basis, the hotels that identified an increase in business mentioned that this was more likely to occur on the Thursday and Sunday as the Friday and Saturday were normally busy.  The opposite was however mentioned by the bed and breakfast providers and pubs who felt that a greater impact was evident on the Friday and Saturday.  Some 57% of the restaurants on the other hand mentioned that the Saturday and Sunday were busier than normal.  The Taxi operators that responded positively felt that all days were equally busy.  This is summarised in the following table:

	Respondent
	Thursday
	Friday
	Saturday
	Sunday

	Hotel
	

	
	
	


	Bed & Breakfast
	
	

	

	

	Restaurant
	
	
	

	


	Pub
	
	

	

	

	Taxi
	

	

	

	




= Higher than average business volume/expenditure

It was difficult for the respondents to provide additional information on individual items such as accommodation; food; beverage.  For example, only a bed and breakfast provider identified an increase in accommodation revenue; three hotels, a pub and a restaurant felt food revenue had increased (one hotel by 25%) and one hotel, pub and visitor attraction acknowledged increased beverage sales.

Although 31% experienced an increase in volume, only some 24% identified an increase in spending at their establishment.  Again they were unable or unwilling to place a figure on the amount of any increase.  

In contrast to the potential increases, two visitor attractions said that they had less visitors due to the festival. A coastal visitor attraction referred to diverted roads and the location of the tent (and the funfair). Furthermore one hotelier noted a downturn in food and beverage revenues as a direct result of the ‘Fall from Light’ installation and the diverted roads.

5.2
MARKETING OF THE FESTIVAL

A total of 64 responses were received to this question, as follows:

	Source
	Number
	Percentage

	Newspaper
	7
	11%

	Brochure
	22
	34%

	Tourist Board
	17
	27%

	Internet site
	2
	3%

	Word of Mouth
	16
	25%

	Totals
	64
	100%


Most respondents therefore heard about the festival on receipt of a brochure.  For pubs and taxi operators the main method of communication was by word of mouth, although some did acknowledge that leaflets were delivered during the week prior to the festival.  From anecdotal and qualitative record evidence, many of the operators felt that the festival was poorly advertised, particularly to the local population.

5.3
GUEST FEEDBACK TO INDUSTRY

A total of 39 respondents provided details of comments made by their customers/guests.  Of these responses, 87% were positive and 13% negative.  The positive responses included:


“atmospheric and wonderful”…b&b owner


“Fall from light excellent…fireworks excellent”…guest house owner


“Event took the town by surprise”…restaurant owner

“Culzean concert amazing…Mexican visitors said it was great!”…guest house owner

On the negative side:


“Guests felt it was a flop attendance-wise”…b&b owner

“No guests attended any of the events as they couldn’t get tickets”…guest house owner


“A lot of customers did not know about it”…pub owner


“Publicity poor”…pub owner

5.4
Industry Respondents - general comments

The main theme of responses focused on the lack of publicity for the festival in Ayr itself.  The publicity that did take place was deemed too late for the local population.

Some representative comments are detailed below:

Positive

“Best thing that has happened in the area for 14 years”…guest house owner


“Encourage it to take place each year…it’s good for Ayr”…B&B owner

“Good weekend for the Town..hope there will be more!”…Restaurant owner


“Wonderful festival”…Pub owner

Negative

“No impact from visitors to the festival…all bookings had already been made..including long stay guests”…Hotel owner

“Conference on at hotel…so no additional impact”…Hotel owner

“Most impact for the business was the noise!…Fireworks inappropriate and difficult to get information”…B&B owner

“wasn’t advertised locally enough”…B&B owner

“If festival was earlier or later it could have made a difference”…Restaurant owner

6.0
Advertising Expenditure Equivalences

Analysis of press and media was undertaken by the Moffat Centre project team and related to Visit Scotland’s general tracking on tourism press.  Tracking commenced in March 2002 on commission. Equivalences were costed on the basis of advertising costs in that medium.

	Media
	Advertising

Equivalence

	
	

	Newspapers (including local, tabloid, broad sheet)
	812,500

	
	

	TV (including local, BBC/Independent and satellite)
	120,000

	
	

	Radio (including local, national)
	7,000

	
	

	Internet (Festival website 7500-8000 hits)
	14,000

	
	

	Total
	953,500


Significant early publicity was achieved with the announcement of the award and the controversy surrounding one of the short listed candidates and the potential political problems of awarding the prize to this individual. The supposedly controversial image of Burns with trace of lipstick generated no coverage.

A greater planning and promotion strategy over a longer period may well have allowed for a more high profile PR campaign to generate greater publicity.

7.0
Sponsorship and Public Sector Support

Public sector support for the festival is detailed below:


£100,000
Scottish Executive


£100,000
Visit Scotland (for marketing)


£100,000
Scottish Enterprise Ayrshire


£150,000

South Ayrshire Council (including special services, cleaning, road closures etc)


£50,000
Scottish Arts Council


£30,000
Scottish Enterprise Ayrshire (Fringe funding)


  £10 000
     North Ayrshire Council


   £ 9 000  
     East Ayrshire Council

        
  £ 549,000            Total event funding

Private sector support was predominantly one main sponsor, the Royal Bank of Scotland with a contribution of £15,000. This gives a public to private sector funding ratio of 37:1. The initial sponsorship of publicity and promotion (in kind contribution) from the Scottish Media Group (SMG) though invaluable is not included in this calculation.

Thus total festival funding is estimated at:

£564,000.00.

Whilst this may appear low it should be seen in the context of:


Burns and a’ that was a new festival operating for the first time and was an unproven promotion event


The economic climate was not conducive to significant funding given the downturn in the market sectors of many potential sponsors


The problems of comparable festivals obtaining funding.

It is worth noting that established events such as Edinburgh Hogmany and Edinburgh Christmas Festival struggle to obtain tangible sponsorship in the current economic climate. National festivals such as Hay on Wye is kept solvent by two levels of corporate investment: multinational corporations who buy the branding and profile of this ten year established festival (built on the UK’s leading book town). The second level of funding is via company philanthropic interests and local company funding. The headline funder for 2001 - 2002: The Guardian provides significant advertising and soft funding (in kind contributors) as was the case for SMG and the Burns festival.

8.0
Total Visitation

Total visitation was determined from the following sources:


Ticket Sales (paid admission elements)


Fringe Events


Crowd Estimates (free elements).

Crowd estimates were provided by event organisers, police and tourist board. The following total visitation to festival is thus generated from at best imprecise data.

	Fall from Light
	1750

	Fringe Events
	8500

	Culzean
	2000

	Wellington Square/Fest Ayr Sat
	2000

	Wellington Square/Fest Ayr Sun
	2500

	Fireworks
	3000

	Street Theatre
	2000

	Visitation Estimates
	21750


What complicates this figure is extent of local visitation of the festival and the visitation by tourists who would be in the area (ie had pre-booked accommodation).

The lack of detailed data from the industry survey means that calculation of economic impact has to be based on the visitor intercept survey.

NB
This calculation of economic impact excludes event organisers, artists, performers, musicians and any staff associated with the production of the event. Such usage of facilities would not have occurred without significant public sector catalyst funding.

9.0
Total Visitation

9.1
Tangible Economic Impacts

The primary tangible benefits may be divided between:

Additionality
-
ie the attraction of visitors from outwith the region/town who spending represents additional benefits to the area.

Displacement
-
Replacement of existing visitation-based expenditure by the festival and its impact on the region.

A sample of 255 was reviewed with some 32% being from Ayr, the primary location of the festival with a further 31% being from Ayrshire.

Accordingly the calculation of impact from the sample is as follows:

	Total Visitation
	21750
	

	Less Ayr/Ayrshire element
	6960
	(32%)

	Additional Visitation
	14790
	


This figure requires a weighted element of approximately 35% which constitutes bank holiday/pre-booked business which would have been present already.

	Additional Visitation
	14790

	Less Pre-booked Accommodation
	5176

	Real Additional Visitation
	9614


Expenditure per visitor is calculated with reference to expenditure categories (less travel to the UK).

This gives an expenditure profile per visitor of £55.96.

The breakdown of expenditure per day (core festival 3-5 May 2002) is as follows:

Friday, 3 May
£24.50

Saturday, 4 May
£14.60

Sunday, 5 May
£12.30

Other events/dates contributed £4.50 on average.

Thus local direct expenditure is calculated at


9614 x 55.96
=
£538000

This equates to an income coefficient of 0.1 which provides a realistic contribution to the local economy given:


local usage and free access of key events


relatively short lead time from conception to event


free access to key events


relatively low levels of expenditure per head


low level of international profile


first year of operation.




9.2
Intangible social and economic impacts

There are always impacts associated with a festival that are difficult to quantify in any objective way. These may be classified as:

Social Impacts

Community Development

This is relatively difficult to ascertain in this case but could include future potential investment in infrastructure, potential for increased arts/events in the Ayrshire area.

Civic Pride
This is sometimes referred to as ‘psychic’ income, ie the benefits derived from hosting a major event on the local resident population. Residents feel enthusiastic and positive about their location as the setting for such an event.

Event Product Extensions
Wherein the event catalyses related or allied events to be located in the area. This is most evidenced by the intent of the Burns Federation to centralise future competitions, events related to the literary heritage in Ayr at and around this time period.

Economic Impacts
Primarily there are a number of less easily quantifiable elements present notably

Media Impact
From festival coverage and a costing for advertising equivalencies was detailed earlier. Such measures are somewhat crude and their impact in terms of marketing and promotion is difficult to evaluate. The festival can positively enhance the image/appeal of Ayr/Ayrshire particularly given the emphasis on Scottish creativity. Such image enhancement can have long term beneficial effects on tourism and tourism investment but are hard to measure.

Long Term Tourism Promotion Benefits/Destination Awareness

The impact of regular quality events, festivals or celebrations is no more better illustrated than with the Glasgow Garden Festival of 1988 and the European City of Culture status achieved in 1990.

Reputations and image can be positively enhanced by a successful festival and in qualitative analysis it was very clear that feedback was highly positive.

Employment Impacts
Despite a very limited response from industry we have re-examined data and estimate a local employment generation factor was present particularly over the core festival. It is our estimate that up to 18 temporary jobs were created over the core festival period. These are the full-time equivalent

Cumulative total of temporary full and part-time employment created. Such employment while of a temporary duration does constitute economic impact that is worthy of record.

10.0
Conclusions and Recommendations

Festivals can be pivotal in ensuring visitors become aware of a destination and decide to visit and return to that destination. Yet it is generally agreed that to accurately quantify event-based tourism is just a little more scientific than picking numbers for a lottery.

Festivals take time to build, establish and develop brand awareness. That Scotland lacked a platform to promote its national literary figure was a major omission. The logical home for that platform is Ayrshire. This festival is a step on that road which will build:


Scotland’s reputation for creativity, innovation and cultural significance


The development of Ayr, Ayrshire and South West Scotland as a destination


The building of a decentralised major cultural events strategy


The establishment of Ayr as a major cultural platform for future festivals.

The estimated additional expenditure of £0.54m and the community and destination promotion given to Ayr and related regions by a festival attracting over 21750 people was significant. The advertising expenditure equivalence at just under £1 million means that the investment of £549,000 of public sector funds has been returned. It is vital that commitment to the future of the festival over the next 5 years is provided for the events to grow.

Established carnivals such as Notting Hill and Edinburgh’s International Festival still only attracts approximately 23% of their visitors from overseas markets. For many festivals the majority of attendees remain locals or tourists who are in the right place at the right time. Yet such events can provide spending opportunities which will directly contribute income to a local area and its people. The future marketing challenge will be to attract festival attendees from out of the region to extend their visits beyond the festival period.

Burns is synonymous with Ayr and Ayrshire it landscape, people and heritage. Ayr must now become synonymous with the Burns festival – Burns and a that. The challenge is a real one and the time frame for development should not be unrealistic.

Ayr has the two world class venues in Alloway and Culzean. It has the tourism infrastructure of hotels, restaurants, bars, etc to support such a festival. The major ‘signature’ or unique ‘tools’ of the festival is Burns. The indifference and apathy at a local level amongst some will disappear with time. At present it is vital that commitment is made for this festival over the next five years so that it can continue to grow and develop brand awareness.

On no account should the festival site be moved from Ayr or divided between two locations. The location of Ayr over this date/period has to be stable in order to establish the event/festival in the tourist/visitor calendar. Any alteration would be detrimental to the future development of the festival.

10.1
NOTE FOR FUTURE ANALYSIS

This report summarises an acceptable approach to festival impact analysis which will be replicated in future years. It is our suggestion that the following require review:

(a)
Industry participation – this should be on the basis of a limited pre-briefed sample of key local suppliers in the field of bars, fast food, hotels, guesthouses, bed and breakfast, etc. A small closed sample who are briefed in advance on the subject, should be the representative sample used for economic impact analysis. This is likely to be far more suitable than a larger industry wide sample.

(b)
Closer liaison with the Police in order to generate independent crowd level quantification is necessary. This should be done at an appropriately senior level in order to generate reliable and timely data.


