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Editorial

Welcome to the second edition of the London Journal of Tourism, Sport and Creative Industries. This edition
covers a wealth of material and hopefully reaffirms our mission as being an inclusive journal encouraging
submissions from a range of areas and approaches. Since our first edition London and much of the western
world has been coming to deal with the credit crisis and its ramifications. The impact of financial markets has
seen some well known business names lose significant funds, merge or fold completely. What impact will this
have on the sectors covered by this journal? The professional sporting industry is looking eagerly to the health
of large banking institutions which provide a significant portion of sponsorship revenue. The existence of
these deals may come under scrutiny now that the British public have a more direct stake in UK banks. It is for
sponsors to innovate and demonstrate commitment when times are harder in areas that may be more
relevant than securing corporate suites. Initiatives like Barclays investment in urban cricket through Street-
Chance provide many benefits to the programme’s delivery partners as well as the sponsor. This
community/cause involvement may shift sponsor focus to more grassroots areas and back to B2C rather than
B2B. In professional football many clubs are starting to examine their financial structures, Liverpool and
Manchester United are currently exposed to significant debt positions due to their recent takeovers. The
collapse of Iceland’ economy may impact on the ability for London club West Ham to arrange monies to
acquire new playing stocks in January 2009. At the lower end of the ‘pyramid’ less disposable income may
lead to cutbacks in sport and leisure related areas. Health club memberships and healthy eating not only take
a personal commitment but incur costs that may be considered carefully in the oncoming recession.

The implications for tourism are also less than positive with less disposable income impacting on leisure travel.
From London one of the main locations for overseas travel in particular is Australia. Tourism Australia has just
launched a AU$50m advertising campaign to encourage tourism to the country, with the UK being a primary
market for these communications. Despite the issues of such a major campaign in the present economic
environment a question could be raised as to the ability of the creative industries to support the initiative.
The creative industries rely heavily on innovation and creativity (naturally) but they also manage more flexible
organisational design than sports organisations and an ability to shift output with more conveniently that the
both tourism and sport. The link between this sector and tourism can be seen through the release of Baz
Luhrmann’s film Australia. The film is a sweeping epic with big budgets and big names (Kidman and Jackman)
and covers a significant period in Australia’s history but also acts as a sophisticated tourism promotional
campaign, in similar fashion to the less serious Crocodile Dundee back in the 1980’s. Links between the movie
and the advertising campaign are evident through the use of Luhrmann for both projects. The campaign’s
success or failure will not be measured solely from travel from Europe but in the current market the
destination will be for only the most committed, however the engagement of the creative industries does
highlight an attempt to work beyond just the tourism sector to address the issues. However, onwards with
this edition….

The use of technology in services marketing of museums is discussed in research Hume and Sullivan Mort
(2008) by focusing on the ability of mobile phones to enhance the exchange. Adopting a qualitative
framework the authors investigate the issues surrounding the uses of mobile phone communications
(primarily the use short messaging service – SMS) and its ability to create and enhance service relationships
and social bonds with particular focus on generation-Y consumers. The authors identify there is a need to
manage the intangibles of the experience and examine visitor satisfaction in greater depth. Through the
development of literature into propositions, which are tested through a series of consumer consultant
interviews, they find some interesting insights into the area. The respondents appeared to answer
consistently to many of the propositions and generate some timely thoughts on the future of M-services
marketing.

Interlinking tourism and sport through a focus on mega-events Jönsson (2008) addresses the impacts of the
Home Accommodation Programme (HAP) on local communities in Barbados. HAP was developed to cater for
the increasing arrivals due to the region by the staging of this mega-event during peak travel season (the 2007
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Cricket World Cup) by home owners using spare capacity in homes to accommodate tourists. The programme
developed social capital for home owners with additional training in tourism, operations and administration.
Jönsson examines a range of factors, with social exchange theory prominent, and takes a quantitative
approach to the problem. The discussion centres on the resultant user attitudes towards HAP and the notion
of the ‘Irridex’ index was presented. This research provides management implications for the HAP and how
these can be focused on support tasks that aim to increasing positive attitudes towards such community
schemes.

The staging of events is commonly facilitated by the use of well-trained and committed volunteers.
International sporting events reduce costs by using volunteers while providing the opportunity for many to
train in sport event management and gain skills and knowledge that benefit them in the labour market. So too
of the music industry, Ferdinand’s (2008) case examines how the use of volunteers assisted the development
of a small event company Concert Live. This is an example of the innovativeness of creative industry
companies who, with a flexible workforce, can shift operations quickly to respond to business needs. The
paper uses a case study methodology to examine the development of a volunteer strategy through skills audit,
customer-service policies and an examination of how volunteers contribute to the business. Using multiple
data methods Ferdinand provides a discussion on the businesses key success factors for dealing with
volunteers and presents implications for management.

Karkut and Scott provide a work-in-progress on ‘Building Stories’ a collaborative multi-disciplinary work carried
out in the Iranian city of Qazvin. The research focuses on joint work between a number of university
departments and external agencies. This piece of work encompasses themes from a number of areas of
tourism, development and creative industries. Through multiple methodologies young people of the city are
involved in the production of the research findings. The wealth of material uncovered by the authors cannot
be given justice in these few paragraphs but fascinating insights are given into the children’s view of the city
and what aspects appeal to them, often clearly contrasting with adult expectations. Field notes are presented
to give an insight into these themes of space, special occasions, and pride in local areas that provide an
important, and possibly under-examined, layer in the city’s collective identity. Future ideas for further
collaborative works are presented.

This edition features two discussion papers on sport related themes. The first by Beale is more than an
examination of sport however. It is a discussion on the use of professional social networking sites, charting
their development from general social networks into subject specific networks. The paper examines
iStadia.com and the use of such a site by academics and practitioners to promote themselves and their areas
of study. Beale discusses the issues of the management of a site that is dependent on user/member
interaction and the quality of information posted onto it. The use of such sites by students may also lead to
further issues where material is seen as legitimate and therefore of use in student work while the lack of
editorial processes make it anything but. Beale is cautiously positive about the creation of such sites but
clearly identifies teaching and learning issues for its future development.

In the second paper Kitchin focuses on the increasing tensions between England and India over the
governance and development of international cricket. The paper outlines the shift in power from London to
the East in the mid 1990’s and that while England has been an innovator it faces significant issues with
sustaining the advantages that flow from these developments. Many of these issues are related to the
inherent problem with imperial sports and the systems of governance used to manage these sports. The
paper provides an overview of innovations in the main cricketing product since the 1990s and attempts to
provide an insight into how cricket is being ‘managed’ in the 21st century.
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Research Paper

Enhancing the experience: Creating service opportunities using mobile phone technology in
museums
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Griffith University
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Abstract

With increased use of mobile phone technology as a marketing tool, service innovation and service delivery research has

focused on the ways that technology affects customers and enhances the experience. Use of mobile phones and other

forms of wireless technology is common practice in some commercial environments and is part of an emerging e-service

paradigm. The marketing perspective on technological service delivery is focused less on reducing costs and more on

enhancing the customer interface. The growth of mobile phone usage has allowed marketers to use SMS messaging and

mobile communications as an advertising and information channel to disseminate messages to current or potential

consumers. This research explores the role of mobile technology in museum marketing. This work aims to advance

knowledge concerning creation and enhancement of service relationships and social bonds using mobile phone

technology in museums. The research adopts a qualitative approach, examining the role of mobile phones in visitor

interaction and museum experience. A set of 22 consultant customers were selected from technologically efficacious

generation-Y segment. Museum visitors offered definitions of a typical museum offering, their mobile phone ownership

and usage and attitude toward the use of interactive mobile technology in a museum experience. Implications for

management and future research are discussed.

Key words: mobile marketing, museum management, non-profit, interactive technology

Introduction

With increased use of the interactive and mobile phone technology in marketing, service innovation and

service delivery research has focused on the ways that technology affects customers and enhances the

exchange. Mobile phones and other forms of wireless and interactive technology are regarded as common

practice in some commercial environments (Sullivan Mort and Drennan, 2002). They are a key part of an

emerging e-service paradigm (Rust and Kannan, 2003) and are suggested as a tool that allows access to a large

potential consumer network. The marketing perspective of service delivery using technology is based more on

expanding revenues through enhancing services and building profitable customer relationships than on
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reducing costs through automation and increased efficiency (Rust and Kannan, 2003). Research to date has

only envisaged the positives associated with using technology in service development, with a comprehensive

examination including negatives attitudes warranted.

Service providers aim to add-value to their service offering cost-effectively, to realize greater sales volume and

greater sales value over a longer customer-lifetime. Research suggests that by delivering value, enhancing

satisfaction, behavioural outcomes such as positive word-of-mouth will provide a multiplier effect to market

share (Rust and Kannan, 2003). This paper explores the role of interactive mobile phone technology in such a

service paradigm. The increased prevalence of mobile phone usage has allowed marketers to consider and

use mobile communications as a channel, to disseminate advertising and informational messages to current or

potential consumers, however little is known of the consumer attitude toward this practice. Based projection

figures of over 2 trillion messages being sent by the year 2007, SMS messaging is a powerful tool to leverage

marketing communications to consumers (Bauer, Reichardt, Barnes and Neumann, 2005). A consequence of

this usage is the development of the concept of mobile marketing or M-marketing (Sullivan Mort and

Drennan, 2002). SMS is a tool to reach and personalize content to potentially capture new markets in an

immediate and effective manner (Heinonem and Strandvik, 2003; Haig, 2003; Nysveen, Pederson and

Thorbjornsen, 2005; Bauer, et al, 2005; Grant and O’Donohoe, 2007; Sullivan Mort and Drennan, 2002).

This research aims to advance understanding of the creation and enhancement of service relationships and

social bonds using mobile phone technology in museums. This paper proceeds by first examining literature

related to museums and technology in museums, technology and service marketing and mobile phones in

services marketing. Second, data and method is presented and third, findings and implications for theory and

practice are discussed.

Current Museum Marketing Literature

Museums are often non-profit organizations (NPs), and their mandate is collection, conservation and

education of the public, for the public good. As many museums are NPs, state and federal governments fund

the majority, with many museums also seeking corporate social investment and sponsorship (Museums

Australia, 2007). Emphasis in the museum sector is shifting towards the need for marketing and increased

financial returns. Goulding (2000) notes that museums have been pressured to become more competitive and

self-reliant (Goulding, 2000), with Caldwell (2005) proposing that challenges appears with the instruction to

museums. Moreover, museums are told to demonstrate they can deliver value for money (Caldwell, 2005).

Gilmore and Rentschler (2002) support that museums are expected to offer value to government funded

monies by attracting and increasing visitor numbers. Understanding the customer dimensions of service
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delivery in museums is essential for the development of increased visits and creating value for consumers and

investors.

In many countries, museums general displays are free, or require a minimal fee (generally equivalent to AU$20

in most currency’s for a full day entrance with free tickets for the last hour of each day and regular half price

days in low times), so visitors generate little direct monetary value. Other venues function with only special

exhibitions charging a fee, which is still nominal in comparison to other entertainment pursuits (Gilmore and

Rentschler, 2002). Therefore, the role of visitors is not one of direct revenue collection in most museum

settings (Goulding, 2000). The visitor’s role is indirect through market value creation of the sponsorship from

private enterprises and social value creation (Weerawardena and Sullivan Mort, 2006). Recent literature

suggests that by increasing museum offerings for visitors (ranging from cultural to additional services), they

can increase visitor flow and revenues (DiMaggio, 1986; Kotler and Kotler, 1998; Goulding, 2000; Bagdadli,

1997; Solima, 1998; Chirieleison, 2003; Bernardi, 2005: 3) enhancing social and monetary value objectives.

Academic research into museum visitation and management, patron motivation for visiting, patron

expectations, and satisfaction has been conducted (McLean, 1994; Screven, 1986; Boisvert and Slez, 1995;

Falk, Koran, Dierking and Dreblow, 1985; Trampsoch, 1998; Robbins and Robbins, 1981; Bhattacharya,

Hayagreeva, and Glyn, 1995; Kawashima, 1998; Botti, 2000), but in most part, the samples are drawn from

management and museums directors perceptions of patrons, with little evidence that findings are

incorporated into museum practice. Moreover, few of these studies focus directly on the consumer attitudes

and perceptions of museum experiences.

It is evident in museum operations, that tangibility and curatorship of display are not essentially the problem

for museums. It is the service component relating to the tangible object that has been difficult to define and

achieve (Bernardi, 2005). As Mclean (1994) suggests, “the artefacts are clearly tangible; it is the emotions

they evoke which are intangible” (McLean, 1994: 193). The need to manage these intangibles supports the

need for a thorough understanding of the delivery of the intangible aspects of museums. These intangible

aspects include the communications and interactivity provided by mobile technology. Proactive and

contemporary museums are now offering maps, directions, online-booking, activity sheets for children, online

games, pod casts, bogs and numerous other museum services that relate to the museum collection at site, via

mobiles and online media, in an attempt to tangibles intangibles (Hawkeye, 2004). The current research is

also examining channelling the museum curator’s knowledge through an interactive technological

environment, however, the actual practice of this is limited. Other research on creating edutainment,

enhancing visitation and curating via technologies including mobile services, is also rudimentary (Pierroux,

1998; Hawkey, 2004). Moreover, there is consensus in museum circles, that there is limited pertinent

research to visitor satisfaction (Yeh and Lin, 2002; Hawkey 2004). The reason for this is that different
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audiences visit cultural venues for differing reasons, ranging from educational visits to socialization. Not only

does this impact visitor research but it also increases the complexity of how mobile services are and can be

used.

Technology, the Museum and Customer Relationships

The future for museums includes online chat with museum curators; blogging with the museum mascots,

social networking with other interested guests and using technologies that are similarly suited to integration

with current services. Hawkey (2004) claims digital technologies can increase reach to consumer segments

that were not viable in the past. Digital technologies, once regarded as a threat to the arts industry can now

potentially be used in collaboration to enhance positioning in the marketplace (Hawkey, 2004). It is proposed,

information technology can ultimately enrich the informal learning experience and increase participation by

museum patrons (Hawkey, 2004). Taking into account the importance of autonomy and single visitors in a

museum context, technology is proposed to be able to personalize the experience and allow the consumer to

move beyond the constraint of museum managers and interact at their own pace (Hawkey, 2004). Interactive

concepts of edutainment and entertainment will enhance service provision (Pierroux, 1998). McLean (1994)

explains service characteristics in relation to museums and suggests standardisation of information services is

common in museum practice. Therefore, as technologies can provide a mix of standardised services, and

personalised services, the way in which the customer interacts with technology, is an important research

domain for the improvement and development of museums. In pursing an interactive environment, the

museum sector is embracing information technology as a means to reach, communicate, attract and retain

potential consumers (Yeh and Lin, 2002).

Developing customer relationships is very important (Rust and Kannan, 2003). In relation to museum visitors,

little to no research has been conducted on the depth of relational sentiment developed via technology.

Critics of technology propose that the acquisition of e-customers and the use of M-marketing is difficult and

expensive. Social embeddedness theories (Uzzi and Gillespie, 2002) challenge the rational actor assumptions

inherent in transaction cost economics that technology will reduce costs. It is maintained that transactions

embedded in social relationships are more efficient than arm's-length relationships (Granovetter, 1985; Uzzi,

1997; Schultze, 2004). As a museum experience is social and experiential in nature, this is an important

consideration. In essence in a museum context a combined approach to service relationships would seem

more appropriate with each technology and customers social needs supporting the other. Technological

activities operating in a promotional capacity attracting visitors, virtual visits for online consumers, mobile

alerts and messaging and information services facilitating and supporting services to both online and onsite

consumers, would all appear to potentially add some value and benefit to the customer exchange. Mobile

marketing will increase interactivity by involving the consumer; seeking to elicit a response from the consumer
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and subsequently increasing brand awareness (Sultan and Rohm, 2005). Whether this has occurred is

somewhat uncertain as research regarding consumer behaviour and mobile marketing is currently a new field

for discussion. This leads us to our first proposition.

Proposition 1: Mobile marketing (M-marketing) will to increase interactivity by involving the consumer,

increasing brand awareness.

Current Use of Technology in Museum Settings

Due to the non-profit nature of the museum enterprise, cost limits studies of visitor behaviour and the use of

interactive technologies (Hawkey, 2004). Lack of research into whether interactive and online technology is

more engaging and if modern technology in fact increases visitation, is evident. Online and interactive

technologies may in fact hamper customer satisfaction due to the target audience feeling confused or

overwhelmed with modern interactive technology (Hawkey, 2004; Yeh and Lin, 2002; Kotler, 2003). Debate

exists over whether mobile technology should be considered within the rubric of services marketing and

services contexts. For some academics, who adopt the narrow definition of the service encounter suggesting

it as only including the face to face interactions, M-services will always be a supplementary service and not

considered as part of the core service offering (Salomann, Kolbe and Brenner, 2006: 66). The conclusions

drawn from the research of Salomann et al (2006) suggest that most companies refer to their technological-

services as separate, divisional or channel-specific initiatives (Salomann et al., 2006).

As enabling technology and enabled encounters are relatively new, strategic integration with business

functions and developments have not necessarily occurred in a standardized and knowledgeable way, with

research limited. The rising prevalence of mobile phone usage has allowed marketers to consider and use

mobile communications as a channel to disseminate advertising and informational messages to current or

potential consumers. Although not heavily researched, there is some indication that mobile communications

are met with scepticism and are seen as an annoyance (Bauer et al., 2005).

As noted earlier, museum consumption is experiential and social (Granovetter, 1985; Uzzi, 1997; Schultze,

2004) and could fit the cohorts that would dislike the use of mobile technology (Rust and Kannan, 2003).

Moreover, where education is the primary mode of consumption, it is possible that rational-cognitive

consumption styles may be employed, however, unless the technology appears to enhance experiential

modes of consumption, arguments that support efficiency, time and cost savings are not going to satisfy

museum visitors (Rust and Kannan, 2003). It is evident that understanding the hierarchy of needs in relation

to technology in museum visitors will advance the understanding of technology acceptance and use in

museums. There is some support for role of rational-cognitive decision-making when deciding to attend the
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museum, however once access and information needs are satisfied; hedonic and experiential needs will come

to the fore and retain their primacy for the remainder of the service experience. There is no doubt that

technology, in its role and integration in a museum setting is a very complex service provision problem. This is

the reason that M-marketing should be examined in this context to ensure that adoption is positive and this

leads us to our second proposition.

Proposition 2: Mobile marketing may be seen as an annoyance in the museum context when used as a channel

of delivery.

Lee and Allaway (2002) found that perceived risks related to technology use, affects consumer perceived

predictability of technology, controllability and outcome desirability. They also found that “outcome

desirability is the critical factor in reducing perceived risk when dealing with innovation” (Lee and Allaway,

2002: 563). This research indicates that the consumer evaluates technology use according to what they hoped

to achieve with service consumption. This highlights the importance of assessing and understanding the core

service, the key drivers for consumption and how technology can be integrated into the service design.

Further research (van Riel, Lilander and Jurriens, 2001) attempted to measure e-service satisfaction with core

services; supplementary services; and user interfaces. Unfortunately the sample size was too small to allow

for generalisation, however, it was found that many firms have found it difficult to eliminate interpersonal

interactions completely using technology (van Riel et al., 2001: 374).

Consumer Segments and Mobile Technology Adoption and Usage

Researchers suggest there are technical considerations related to using technology, that have not been

extensively incorporated into the services research such as the speed of the machinery (Seybold, 1998), ease

of use of the technology-based interface (Sindell, 2000), download problems (Zemmke and Connellan, 2001),

technophobia (Hagen, 1999), response to costs of the technology and the impact of technology on the

customer's service experience (Seybold, 2001; Curran, Meuter and Suprenant, 2003: 210). This research

focuses on several of these issues including the ease of use of the technology-based interface, customer

attitudes to downloading information and the associated problems, response to the costs of technology and

the impact of technology on the customer's service experience.

It has been suggested that SMS messaging is the most popular form of mobile marketing in the younger

generation (Heinonen and Strandvik; 2005). SMS messages appears more likely to be accepted if the content

is perceived as relevant and entertaining (Bauer et al, 2005; Heinonen and Strandvik, 2003; Grant and

O’Donohoe, 2007). Text messaging in a commercial sense is more likely to be viewed. If the information

provides entertainment and offers an option to cancel permission based messaging (Grant and O’Donohoe,
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2007). Richer media formats such as multimedia messaging appear as the preferable option to provide

entertainment; however, consumers can perceive such messages as costly and less likely to download due to

this assumption (Jenkins, 2006).

Proposition 3: SMS messages were more likely to be accepted if the content was perceived as relevant and

entertaining.

Proposition 4: The younger generations are more likely to adopt, appreciate and use mobile technology.

Privacy

As previously discussed there is an indication that mobile communications are met with scepticism as

consumers perceive M-marketing as a far more personal advertising medium than other forms of marketing

communications (Bauer et al, 2005). Heinonen and Strandvik (2005) outline that consumers distinguish

advertising at this level as a disturbance due to the personal nature of a mobile phone, usually only used to

receive messages from personal permitted contacts (Heinonen and Strandvik, 2005; Sullivan Mort and

Drennan, 2002). The mobile phone is considered a social accessory and any invasion from an external party

could hamper marketing efforts (Bauer et al, 2005). The perception of privacy invasion by companies

increases the need for marketers to evoke positive responses ensuring messages are relevant to the target’s

personal interests and preferences (Bauer et al, 2005). Heinonen and Strandvik (2005) suggest due to the

personal nature of a mobile phone, consumers only like to receive messages from personal permitted contacts

and see others as an invasion of privacy (Heinonen and Strandvik, 2005; Sullivan Mort and Drennan, 2002). M-

messages often result in consumers feeling they are being tracked or watched by the organization responsible

for the message (Leppaniemi and Karjaluoto, 2005; Yunos, Gao and Shim, 2003). Albeit, consumers often opt

in to m-messages, this issue of privacy invasion remains a constant issue in the endeavour for m-messaging

approval (Leppaniemi and Karjaluoto, 2005; Kavassalis, Spyropoulou, Drossos, Mitrokostas, Gikas and

Hatzistamatiou, 2003).

Proposition 5: Consumers see mobile technology as an invasion of privacy.

Channel contact strategy

In an attempt to overcome the perception of invasion of privacy, it has been suggested that levels of

acceptance increase if a ‘pull’ strategy rather than a ‘push’ strategy is by the organization (Heinonen and

Strandvik, 2003). Sullivan Mort and Drennan (2002) suggest developing mobile marketing strategies based on

the social aspects of mobile phone usage (Sullivan Mort and Drennan, 2002). As the majority of consumer

groups utilize mobiles as a form of peer related interaction, organisations must ensure messages

communicated to mobiles facilitate social networking (Grant and O’Donohoe, 2007: 242). Acceptance by
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social groups with the same interest is also more likely to allow positive adoption of mobile marketing

practices (Nysveen et al., 2005; Grant and O’Donohoe, 2007; Sullivan Mort and Drennan, 2002).

Proposition 6: Levels of acceptance increase if the mobile marketing message was permitted by the consumer

in a ‘pull’ fashion rather than ‘pushed’ by the organization.

Media Formats and Downloads

Interactive concepts of edutainment and entertainment will enhance service provision (Pierroux, 1998) and

provide a means to reach, communicate, attract and retain potential consumers (Yeh and Lin, 2002). Text

messages in a commercial sense are more likely to be viewed if the information provides entertainment and

offers an option to cancel permission based messaging. In this sense, richer media formats such as

multimedia messaging could appear as the preferable option to provide entertainment; however, consumers

can perceive such messages as costly and are less likely to download (Jenkins, 2006; Heinonen and Strandvik,

2005; Sullivan Mort and Drennan, 2002).

Proposition 7a: Richer media formats are the preferred option to provide entertainment;

Proposition 7b: Richer media formats are unlikely to be download as they are seen as costly

These propositions have not been explored or tested in a museum setting. This research aims to understand

the role that mobile technology could play in enhancing visitation and repeat visitation in museums. This

process is essential to advance the research into mobile technology into the experiential services. Moreover,

this research will inform museum management on the potential of using and integrating this technology in

museum delivery, if it is found to be positively viewed by consumers.

Data and Method

Objective

This study aims to examine the role of mobile phones in creating satisfying visitor interactions with the

museum. The aim of the study is to inform service design about the implementation of the use of mobile

phones as an interactive technology in a museum service-scape and the role this technology may play in

increasing visits and repeat visits. The objective of the in depth interviews was to identify the role of mobile

phones in innovating the service offering and delivery and the desire for mobile and mobile Internet

technology in a museum setting. The extant literature focusing on current research informed the conceptual

map used to inform the open-ended questions for the interviews. This research has generated propositions

from explanations and definitions offered in the literature and examine how each fits the data collected from

each of the consumer interviews. The propositions are accepted and rejected based on their data fit. Hyde
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(2000) and others (Holloway, 1997; Mantzoukas, 2008) support using this practice in qualitative work as a

practice for theory generation.

Sample

Advancing Hsi (2002) and vom Lehn and Heath (2005) this study will use a consultant customer group rather

than teachers, educators and consumers, and will select these from the technologically efficacious generation-

Y (born, 1977-1989) segment (McCrindle, 2007). This study is directed at this technologically efficacious

generation in an attempt to capture a group that is familiar with this type of technology and that has formed

an opinion of using this technology. This group is reflective of potential adopters, users and owners of mobile

technology and is the growth target segment for museums. Using mall intercept (Rice and Hancock, 2005) in a

major cultural precinct, in order to identify museum consumers, the target population of technologically ready

museum attendees, (aged 18-29) as described by Australian Bureau of Statistics (ABS, 2003) were approached

and offered the opportunity to participate. Mall intercept is suggested as valid convenience sampling method

offering both the ability to gather quantitative and qualitative data (Rice and Hancock, 2005). If in agreement,

approached candidates were scheduled for an interview at a convenient time in the future. Over 50

consumer names and details were collected.

Procedure

A series of consultant customer interviews were conducted to gain description of a typical museum offering,

their mobile phone usage and ownership and the need and attitude toward interactive mobile technology in a

museum experience. As this project is an exploratory study, a defined generalized group of people who met

all eligibility criteria for full-scale research study, were identified by the use of screening questions (Marshall,

1996). These customers functioned as lead users (von Hippel, 1986) in this context and were found to be

representative of this sample group. The screening questions included being knowledgeable about museums,

technologically efficacious, mobile users, born in the generation-Y demographic and were frequent attendees.

Each candidate was further asked to offer a self-description of their demographic profile, this assisting in the

management and presentation of responses. Moreover, this content supported the usage segments identified

in the discussion. With careful sampling and equally careful collection techniques, a surprisingly small number

of interviews, narratives or focus groups can yield the data to answer your research question (Marshall, 1996).

The general rule in qualitative research is that you continue to sample until you are not getting any new

information or are no longer gaining new insights. This is referred to as theoretical saturation. Moreover,

theoretical saturation is a process whereby themes and constructs from one case or interview are

substantiated by the evidence of another case (Eisenhardt, 1989). Theoretical saturation was deemed to be

achieved at 22 candidates. Moreover, consistent with the suggested valid range of case sampling of more than
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ten cases (Eisenhardt, 1989), the 22 consultant interviews conducted were found to be satisfactory for valid

sampling.

Specifically, the interviews were used to gather thick description of the critical factors and non-critical factors

(Johnston and Heineke, 1998), the interactions with mobile enabling technology, satisfaction, and desire to

revisit. The interviews were guided by open-ended questions highlighting the steps and processes and the

level of interaction desired. Interviews included questions about online and mobile search activity, use of

mobile devices, applications used on mobile devices/phones, navigation and how these interrelated to the

museum experience and consumption. The data collected included actual mobile usage and how applications

and the use of M-marketing practices may enhance the museum experience. Further questions included how

mobile Internet search and usage interacted and translated into actual visits to the museum, the costs of using

mobile technology and their attitude toward costs, what emotions were elicited online and on mobile

technology, and finally how technology supported, enhanced and created the experience. The aim of these

interviews was to gain a clear understanding of the mobile technology used in an interactive museum context

and how it interrelates to onsite consumption and site visits. The scripts were implemented as the unit of

analysis (Hubbert, Sehorn, and Brown, 1995), and responses were examined for frequency, strength of

response and analyzed to develop theory using a conceptual map (Miles and Huberman, 1994).

Findings and discussion

The findings have been organized into themes, which have been organized around current literature including:

M-Marketing as a cost effective tool to create awareness (Sultan and Rohm, 2005: 86); M-marketing as an

annoyance (Heinonen and Strandvik, 2005); the role of SMS (Bauer et al, 2005, Heinonen and Strandvik, 2003

Grant and O’Donohoe, 2007); youth demographic and technology readiness (Bauer et al, 2005; Heinonen and

Strandvik, 2003; Grant and O’Donohoe, 2007); the firm or the individual as the sender (Heinonen and

Strandvik, 2003); Multimedia format and downloads (Jenkins, 2006) and invasion of privacy (Bauer et al.,

2005).

General Usage Segments of Mobile Technology

Interestingly, the generational literature would suggest that this sample group should be high users of

technology and possess high media literacy (Ofcom, 2008). The terms technological confidence, technological

efficacy and media literacy are used interchangeably and refer to a person ability to interact with technology

(Ofcom, 2008). However, the group sampled offered a mixed level of technological interest and confidence

(Ofcom, 2008). Four clear groups were found, including those who use and own mobile phones and embrace

all applications; those who use and own mobile phones and embrace only SMS messaging and phone call

usage; those who use and own a mobile phone and embrace only phone call usage (no messaging) and those
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concern would stop many candidates from sharing their numbers with museums. This advances the findings

of Bauer et al, (2005) who found that candidates had concerns when sharing mobile numbers with firms

supporting proposition seven. The candidates who suggested that mobile phone technology would enhance

the experience and improve quality were all from the younger demographic (ranging in age from 18-24)

interviewed in this study. This finding supports the work on youth demographic and technology readiness

suggesting that different demographic groups and generation are technologically ready and likely to positively

respond to M-marketing (Bauer et al., 2005; Heinonen and Strandvik, 2003; Grant and O’Donohoe, 2007)

supporting proposition four.

The most popular application was messaging and the least popular was using mobiles to access downloads

and media, rejecting proposition six and accepting proposition three. Candidates who were mobile phone

loyalist said they would use downloads, however the costs were prohibitive. Interestingly, one of the four

‘non-loyalists’ thought that if costs of downloads could be passed back to the museum they would use

downloads, however, at this time the cost of access via ISP to downloads outweighed any benefit to enhancing

the experience. This supports the concept of the firm managing and owning the channel costs and advances

the issues raised by Heinonen and Strandvik, (2005). Candidates (18) suggested that if firms are intending on

using technology to reduce costs, any costs related to the technology must not be overtly and directly passed

on to the consumer.

Most other candidates were sceptical and cynical about using downloads as a way of redirecting marketing

and promotional costs back on the consumer and felt this was unfair and costly. Consistent with Heinonen

and Strandvik (2005), (12) candidates supported the customer’s preference for customer pull strategies rather

organizational push strategy when M-marketing was used accepting proposition five. Finally, consumers (16)

suggested mobile phones and their use offered little to enhance the museum experience or improving

satisfaction with museum visits. This supports the theory that technology is an enabler of creating

atmosphere and efficiency (Klassen, Russell and Chrisman, 1998) but is not a direct and substantial predictor

of enhancing satisfaction or gaining consumers repeat visitation.

In summary, this research investigated the influence of mobile technology in a museum setting and its

influence enhancing the visit. The main themes raised include M-advertising as a disturbance and only

successful if personal contacts is permitted: SMS messages were more likely to be accepted if the content was

perceived as relevant and entertaining: younger generations are more likely to adopt, appreciate and use

mobile technology: M-marketing is seen as invasion of privacy, the levels of acceptance increase if the mobile

marketing message was permitted by the consumer in a ‘pull’ fashion rather than ‘pushed’ by the

organization: and the richer media are seen as costly and consumers are unlikely to download if they must
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bear the cost. Conceptually, at this point there is little evidence existing to support M-services and M-

advertising for museum management.

Future Directions

The findings of this research imply the opportunity for firms to develop alliance with providers and develop

relationship for cost reduction of downloads. As one of the main concerns of consumers was the nature of

costs and increased costs of downloads, possible technological channel developments that shift costs away

from consumers many overcome this concern. Moreover, given the perception that the cost of marketing

may be shifted from the firm to the consumer, alliances such as this would minimize this negative perception.

Opportunity exists for museums to use M-services, if they can have the cost of downloads offset. Under

current conditions in this context consumers see minimal value in mobile phone marketing other than

updates, alerts and reminders. Museums would need to respect the privacy of consumers, as a major concern

of consumers is the loss of data integrity. In addition, excessive contact and downloads are not perceived

well. This research was exploratory in nature and further empirical research developing these concepts and

investigating causal relationships is indicated.

Conclusion

This study offered insight into the nature of the judgments concerning mobile phone technology to enhance

the museum experience. The themes of annoyance, breach of privacy and costs were raised as negatives,

with no specific advantages identified. It is evident there may be an opportunity for mobile provider alliance

in M-marketing with providers managing privacy and security issues and developing some form of cost

reduction for downloads of a mass marketing type. Consumer concerns over excessive cost and privacy do

appear to outweigh M-marketing advantages in this context under existing mobile phone service provision

models. The concern of consumers that increased costs are shifted from the firm to the consumer could

provide an opportunity to develop strategic alliance with ISP’s to offset costs and shift download costs back to

the firm. Under current conditions in this context, consumers see minimal value in mobile phone marketing

other than updates alerts and reminders. This paper has focused on M-marketing within the museum context

and the findings from this study will inform a major empirical study to validate and offer recommendations for

managerial implications. It is suggested future research pertaining to the general M-marketing consumer

issues in experiential services could also be undertaken to enhance and advance this area of research.
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Abstract

This study measures community response and attitudes to the Home Accommodation Programme (HAP) developed by

the Barbados government as part of the preparation for the ICC Cricket World Cup 2007 hosted by the West Indies. This is

done by exploring differences in community attitudes toward the initiative. A structured questionnaire containing

twenty-seven questions was used for this study in which 322 residents were successfully interviewed by telephone. Using

a systematic sampling procedure a telephone directory was used from which every tenth person was selected from each

parish. The telephone survey method was adopted due to its efficiency and ability to access participants who were

geographically scattered over the Island. Participants reported moderately positive attitudes toward the HAP. Frequency

of contact with tourists, awareness of the initiative and employment in the tourism sector were significantly related to

positive perceptions of the programme. Persons who perceived obstacles in the development of the programme

expressed less favourable attitudes towards the HAP. Social exchange and contact theories offered some explanation for

these findings and directions for future research.

Key words: Mega-event, Cricket World Cup, Caribbean, Community response, Alternative accommodation.

Introduction

Accommodation shortage was one of the major challenges for Barbados in the planning and preparation for

the ICC Cricket World Cup (CWC) 2007, a mega sporting event hosted by the West Indies. The government

found it necessary to developed additional accommodation in order to accommodate the influx of visitors and

cricket participants to the island during the event. As a result, a Home Accommodation Loan Fund of USD

$2.5M was created for Barbadian property owners wanting to develop their homes, or part thereof into Bed

and Breakfast type accommodation. The purpose was to encourage the development of community-based

accommodation, alternatively described as Home Accommodation. The government was hoping to provide a

considerable portion of the room stock deficit and at the same time give residents the opportunity to play an

active part in the development of CWC.
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To date, little published research (academic or applied) has explored resident attitudes toward participating in

planning and development of major tourism events or initiatives in Barbados and the Caribbean. This

unexplored area of study is investigated in this exploratory and descriptive paper. The findings are expected to

follow academic lines and take on practical and ‘applied’ significance for policy makers, particularly in areas of

tourism development and event planning. The purpose is to measure community response to the Home

Accommodation Programme (HAP) and explore whether differences in attitudes toward the programme exist

with respect to various demographic factors. It also seeks to investigate whether frequency of contact with

tourists, awareness of the programme, area of employment and perceived obstacles facing the HAP are

related to attitudes toward this initiative. Finally, the paper identifies factors that are associated with these

attitudes, and assesses these outcomes in the context of social exchange and contact theory.

Background

Barbados is one of the southernmost and most easterly islands in the Caribbean (Figure 1) with a small, open

economy driven mainly by external forces. Tourism was embraced in the 1960s as the engine for economic

growth and since then the number of tourist arrivals has increased dramatically (Table 1), making tourism in

Barbados the largest industry in the country’s economy.

Figure 1: Map of the Caribbean

Source: Worldatlas.com
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Source: Barbados Tourism Authority (2007)

Barbados has few natural resources thus tourism continues to receive increased attention. Economic policy

objectives increasingly centre on tourism’s ability to generate employment, earn foreign exchange and

contribute significantly to government revenue. According to the Central Bank of Barbados (2005) GDP

composition of tourism was 30% in 2004 (see Table 2).

Source: Central Bank of Barbados (2005)

In 2005 Barbados had approximately 10,770 beds in 180 accommodation establishments, of which 6 were Bed

and Breakfasts (Caribbean Tourism Organization, 2006). In hosting CWC, Barbados invested US$150 million in

infrastructure alone (Scotia Economics, 2007). It was predicted that the Island would receive more than 20,000

visitors during CWC and accommodation would be one of the major challenges in hosting the event. CWC was

held during tourism high season which created a need for additional accommodation. Barbados´ room stock

was estimated at 8,000 rooms and according to Ernst and Young (2004) the anticipated total room

requirement for CWC was approximately 12,000 rooms. Even with the HAP there was an estimated deficit of
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2,200 rooms. Consequently, the government of Barbados borrowed US$15 million to charter the cruise ship

Carnival Destiny as a floating hotel for a nineteen-day period, which they struggled to fill. Meanwhile land

based accommodation providers endured one of the worse tourism high season on record. Visitor numbers to

Barbados decreased by 39,315 arrivals during the first quarter of 2007 compared to the same period in 2006

(CTO, 2008) (Table 3). Although the final game was played during the first quarter the visitor numbers were

not significantly affected.

Source: CTO (2008)

Barbados Home Accommodation Programme (HAP)

The HAP was developed to accommodate the predicted increase in visitor numbers to Barbados during CWC.

With an average occupancy rate of 51% during high season (Loveridge, 2008), Barbados was not in need of

additional rooms, the need was solely for CWC. Other objectives of the programme were to offer Barbadian

living, and to provide visitors with an alternative choice of accommodation. Including the community in a

project like the preparation of accommodation for CWC should be carefully planned before its

implementation. In the case of lack of special demand there is a risk of an oversupply of accommodation after

the event (Cho, 2004).

Another encouragement to participate in the programme was a lower interest rate on home improvement

loans available to participants. The possibility to own a piece of the country’s tourism industry was also an

encouragement. Although the HAP is ongoing and a training session was held as late as August 2008, there

was no outline of a long-term plan for the programme, which is one of the shortcomings of the HAP.

Participants benefited from training series provided by the government in marketing, introduction to tourism,

food and fire safety, record keeping, and basic housekeeping. Loan takers benefited from additional training in
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business management. All participants benefited from having their property promoted by MCM Caribbean

Tours, who was appointed to sell the home accommodation packages for CWC.

The programme had approximately 150 registered rooms and has 71 properties today, and there has been no

fallout from the programme since CWC (Cosier, 2008). Information about the registered properties is

published by the Barbados Tourism Authority (BTA) in a special annual booklet, and distributed to travel

agents worldwide. No initial plans have been put in place to measure the success of the programme,

nevertheless the success and the occupancy for the properties in the HAP is according to Cosier (2008)

currently under investigation by MCM Caribbean, for this reason no data is currently available.

What is a Mega Sport-Event?

Events can be categorised as local, major, hallmark and mega-events by using the size of the event and its

impact (Berridge, 2007). Mega-events are a unique form of tourist attraction such as large internationally

known events, e.g. Olympic Games, FIFA World Cup and World Fairs (Bowdin, Allen, O’Toole, Harris,

McDonnell, 2006). Although they are one-time and short-term events, they have long-term consequences for

cities and communities that stage them (Roche, 1994). Intentions of hosting an event are to renew investment

in host cities, usually in the tourism sector, by projecting a positive image of the city/country (Berridge, 2007).

As a result, mega-events often inspire governments to improve the appearance of the host city/country on a

very compressed timeframe.

Whenever sport is the primary purpose of a trip, it is referred to as sport tourism (Mallen and Adams, 2008) a

term that has become increasingly common in the tourism industry over the past ten years. Event sport

tourism has been widely researched, mainly by examining sport events tourism and mega- or hallmark-events

(Higham and Hinch, 2002). Tourism is a major beneficiary of sport by enhancing local community image and

providing activities and spending outlets for locals and visitors, and as such mega sport-events play a

considerable role in community life (Getz, 1993).

For physical redevelopment to be successful, resident support and involvement is imperative. Gursoy,

Jurowski and Uysal (2001) argue that all types of tourism depend heavily on the support of local residents, and

it is essential to understand resident reaction and factors influencing these in order to achieve the goal of

favourable support for any form of tourism development.

Resident Attitudes Toward Participation in the Planning and Development of Mega-Events

An increasing number of mega-event research exist in the scientific literature (eg. Mallen and Adams (2008);

Bowdin et al, (2006); Berridge (2007). However, focus has been mainly on impacts and outcomes of events,
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such as improvement of a destination’s image, enhanced tourism development and community pride,

increased employment, economic injection and increased visitation to regions (Jago and Shaw, 1998). Costs

and benefits for communities and host destinations have also been examined (Burgan and Mules, 2000;

Carlsen 2004; Crompton, Lee and Shuster 2001; Mules and Faulkner 1996). However, limited research exist on

community perceptions, attitudes and support during the planning stages of mega-events, as well as research

on accommodating sport participants and its affect on tourism development in a hosting destination.

In the tourism literature ‘attitude’ is often used in its colloquial sense whereas to social psychologists and

consumer behaviourists the term has a technical meaning (Williams and Lawson, 2001). In other words, what

is often described as an attitude in tourism would be termed as an opinion by a social psychologist. However,

these terms are used interchangeably in the tourism literature. Resident attitudes to tourism development

has been studied and analysed by using various approaches. A well-established theoretical framework for

investigating local community response to the increase in tourist flows is that of Doxey (1975). This theory

consists of a four stage model including Euphoria, Apathy, Annoyance and Antagonism. The model is an ad hoc

irritation index, “Irridex”, to measure the changing attitude of communities to tourism development.

Attitudes can be discussed within the context of the tourism development cycle, the segmentation approach

and social exchange theory (Hernandez, Cohen and Garcia, 1996). While these are distinct and separate

viewpoints it is also noted that these frameworks are complementary, rather than conflicting approaches.

None of the approaches are complete by themselves and each offers insight toward tourism.

Factors which may alter resident perception to tourism development include the concern residents have for

their community, emotional attachment to it, degree to which they are environmentally sensitive and extent

to which residents use the same resource base that tourist use (Gursoy et al., 2001). This argument gives

theoretical basis for the social exchange theory and builds on the works of earlier research. In this case, social

exchange theory assumes that individuals select exchanges after an evaluation of rewards and costs. In light

of this, attitudes are altered by the perceptions of exchanges people believe they are making. Consequently,

individuals who evaluate the exchange as beneficial perceive a positive impact, whereas someone who

calculates the exchange as harmful will perceive a negative impact.

Resident Involvement in Accommodation Development for Mega-Events

Few studies have examined issues relating to the provision of accommodation for events, resident

involvement in the accommodation development for tourism, and hosting of mega-events. Rogerson (2004)

investigated the development and constraints on South Africa’s emergent small black-owned accommodation

sector in the form of BandB establishments. The study concluded that for the successful growth of tourism
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small-enterprise’s policy makers need to address issues relating to the marketing of tourism products and the

spaces where black entrepreneurs are running businesses; training of entrepreneurs; improving access to

finance and to available support networks of business information and advice.

The role of Korean-style small Inns and the use of these as an alternative accommodation to tourist hotels for

the 1986 Asian Games and the 1988 Olympic Games were assessed by Cho (2004). The study showed that the

small Inns played an important role in the preparations for the 2002 FIFA World Cup. The analysis focused on

elements that made the preparation of the small Inns successful such as owner concerns, information

exchange and resource availability. Results of this study indicated that Korean-Style small Inns can be used as

an alternative type of accommodation in future Korean special events.

These studies examined resident perception, attitudes or opinions towards tourism and mega-event

development, and to a lesser extent alternative accommodation for a mega-event. Although studies

examining resident perception or attitudes on impacts of mega-events have been limited, there have been

other efforts (Deccio and Baloglu, 2002; Mihalik and Simonetta, 1998; Ritchie and Aitken, 1985; Ritchie and

Lyons 1987; Soutar and McLeod 1993; Waitt 2003). However, there is still a scant body of research exploring

resident attitudes toward participating in preparation and development of alternative accommodation for

mega-events. With respect to the literature reviewed here, this paper further develops the research by

employing two theoretical frameworks, the social exchange and contact theory. This approach aims to provide

a theoretically sound assessment of the results, in hope of contributing to a stronger conceptual model

capable of explaining resident attitudes and opinions toward tourism related development initiatives in the

Caribbean.

Social Exchange and Contact Theory

Social exchange theory offers an underlying framework for all approaches since it addresses how residents

assess the expected costs and benefits of tourism. Based on this it is expected that residents who gain

employment through an event or tourism would derive greater benefits than others and therefore be more

positive (Fredline, 2004). As a result these residents could be expected to react differently than other

residents. The issue of how this assessment changes through time is considered in tourism development cycle

theories. For example, Hernandez et al. (1996) suggest that there may be a wide range of reasons for the

changes in resident attitudes and level of tourism development. With the segmentation approach, cost and

benefits variations for different segments of the population are considered. Madrigal (1993) used this

approach and the study shows that those who work in the tourism industry and have more frequent contact

with visitors and other social groups would have more positive attitudes toward tourism.
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Contact theory is based on the view that increased contact between social groups can result in favourable

attitudes (Baron and Byrne, 2003). Applications of contact theory range from research investigating

ethnic/racial conflict, where it is found that favourable intergroup contact leads to improved intergroup

relations (Amir, 1998), to studies focusing on attitudes toward homosexuals (Herek and Capitanio, 1995). Few

studies on tourism have focused on the implications of contact theory (e.g., Weaver and Lawton, 2001). In

their study Weaver and Lawton (2001) investigated the impact of resident level of contact and their attitudes

towards tourism; as expected, they found that resident perception of tourism was related to the level of

contact with tourists in their community. This and other studies (e.g Etter, 2007) have shown that, under

contact theory, persons with higher levels of contact (particularly those employed in the tourism sector) have

a more positive disposition towards tourism and related initiatives, and other cultures.

Method

A structured questionnaire containing twenty-seven questions was developed for this study, where thirteen of

these were designed to measure participants’ attitudes toward the HAP (see Table 5 in findings), and the

initial seven questions were demographical. A five point Likert scale (Strongly disagree to Strongly agree) was

used for these thirteen items. Sample items were combined as an index, where higher scores reflected more

positive attitudes toward the programme. Negatively worded items were reverse coded. Relevant

demographic information was also obtained such as participants’ age, gender, income and educational level.

Items relating to frequency of contact (1= Very Infrequent to 5= Very Frequent) with tourists in the

community, awareness of the HAP, area of employment and perceptions of obstacles facing the initiative were

also included in the questionnaire. These variables were examined to determine their effects on participants’

attitudes toward the initiative.

Findings

Six hundred (600) Barbadian homeowners were targeted through telephone interviews, a response rate of

54% was secured (N = 322). 207 respondents were female while 115 were male. Persons employed in the

tourism sector accounted for only 8% of the sample, while 92% came from other sectors including agriculture

(n=11) manufacturing (n=20), financial (n=68), education (n=20), and health care sectors (n=22), among others

(Table 4). The term “tourism sector” was left to respondents’ interpretation; hence it is possible that it

affected this figure.
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Table 4: Demographic Data for Sample

DEMOGRAPHICS N %

Home owner

Yes 322 100

No - -

Gender

Male 115 36

Female 207 64

Age

18-25 16 5

26-40 119 37

41-60 173 54

>60 14 4

Education Level

Primary 4 1

Secondary 85 27

Tertiary 233 72

Income US$

<$1000 23 7

$1000-$2000 35 11

$2001-$3000 48 15

$3001-$4000 70 22

$4001-$5000 60 18

>$5001 86 27

Area of Employment

Tourism 27 8

Other 295 92

TOTAL 322 100

A stratified random sampling technique was used to determine the sample population. Barbados Statistical

Service (BSS) supplied population information for each parish and a proportionate sample was selected from

the sampling frame. Using a systematic sampling procedure (a random start was chosen due to the

alphabetical listing of sampling frame) a telephone directory was used from which every tenth person was

selected from each parish. The telephone survey method was adopted due to its efficiency and ability to

access participants who were geographically scattered over the island. However, the interpretation of these

findings should be cautioned due to the relatively small sample size (under 400 persons) and telephone survey

methods usually “reduces anonymity and introduces potential interviewer bias” (Neuman, 2003, p. 290).
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A principal component analysis (PCA), with a varimax rotation was used to examine the thirteen (13) items,

which measured attitudes toward the HAP (Table 5). One factor was extracted and explained more than 40%

of the variance. Factor loadings for twelve items were above the criterion of 0.4. The item eliciting whether

participants agreed with the significant and dominant role that tourism plays in the economy was dropped

from the scale (<0.4); this item appears to measure participant attitudes toward tourism in general, rather

than on the HAP. The final scale (12 items) yielded a Cronbach’s reliability coefficient of 0.88, indicating high

internal consistency (Morgan, Leech, Gloeckner and Barret, 2004).

Table 5: Principal Component Analysis of HAP Attitude Scale

ITEMS COMPONENT

Tourism plays a significant and dominant role in the
economy of Barbados †

-

I would enjoy having tourists stay in my home .80

I would enjoy interacting with tourists staying in my
home

.77

The HAP will enhance my community .69

My community is a good place for the HAP .67

The positive impacts of the HAP outweigh the
negative impacts

.74

All my community will benefit significantly if the
HAP is developed

.59

My social standard will be enhanced by developing
my home into a Home Accommodation

.79

Home Accommodation will diminish the space in
my home and this is of great concern to me*

.45

The HAP can erode social values in my community* .43

The HAP can bring unwanted activity to my
community*

.55

I think the future of my community will be bright if
the HAP is developed

.69
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My overall quality of life will be enhanced by
developing Home Accommodation in my home

.79

Note: Varimax rotation method. Factor loadings shown.

† The first item was dropped from the scale due to the low factor loading (< 0.4)

* Negative attitude items.

The mean attitude score for the sample of 3.30 (SD = 0.50) reflected a moderately positive attitude towards

the HAP. Table 6 reports mean attitude scores and inferential statistics for gender, age, income and education

level while Table 7 shows mean attitude scores and inferential statistics for variables such as frequency of

contact, awareness of the HAP and area of employment.

Table 6: Demographic Factors and Attitudes Towards HAP

Gender Mean SD t
Male 3.35 .51 1.60
Female 3.25 .50
Age Mean SD F
18-25years 3.13 .61 0.66
26-40 years 3.27 .53
41-60 years 3.31 .48
> 60 years 3.30 .43
Educational level
Primary 3.21 .40 1.68
Secondary 3.20 .52
Tertiary 3.32 .49
Income
< $1000 3.34 .45 1.37
$1001-$2000 3.30 .51
$2001-3000 3.12 .51
$3001-4000 3.32 .48
$4001-5000 3.26 .42
> $5000 3.34 .55
Note. Higher mean scores reflect more positive attitudes towards
the Programme.

Table 7: Attitudes towards HAP with respect to Awareness, Perceived Obstacles and Area of Employment

Awareness of the HAP Mean SD t

Aware of the HAP 3.34 .48 3.23*

Not aware of the HAP 3.10 .53

Obstacles Affecting the HAP
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3.49), compared to those employed in other sectors (M =3.26), expressed more positive attitudes toward the

initiative (t = 2.21, p<0.05, r = .12). The studies of Etter (2007) and Weaver and Lawton (2001) support this

result.

Discussion

This study suggests that community response to the HAP across different demographics was moderately

positive however resident attitudes toward the programme were not influenced by demographic differences.

Residents with high levels of tourist contact were more likely to express positive attitudes toward the

programme. This finding is corroborated by contact theory and past studies (Fredline and Faulkner, 2002;

Weaver and Lawton, 2001). Only 8% of the respondents were employed in the tourism sector. It is impossible

to know if this is a representative figure due to resident view of what comprises the tourism sector.

Nonetheless residents employed in tourism were more likely to exhibit favourable attitudes toward the HAP,

compared to those in other sectors. This finding is supported by Madrigal (1993) and Weaver and Lawton

(2001), who asserts that under the theory of social exchange, those employed in tourism and hence are

economically dependent on tourism would be more likely to perceive tourism development initiatives in a

more positive light. Another possible explanation also corroborated by Weaver and Lawton (2001) is that

those employed in the tourism sector have more extensive contact with tourists, compared to others, and

under contact theory, would be more comfortable with the concept of accommodating tourists in their

residence. Respondent readiness to participate in the HAP, if benefits are gained without any major cost, is

supported by the social exchange theory which suggests that residents will be willing to enter into an

exchange with the tourist if they can benefit from it without unacceptable costs. Residents who benefit from

tourism have a higher level of support for it (Lankford, 1994). With tourism playing a vital role in the Barbadian

economy, it is a major contributor to foreign exchange earnings. Approximately 35% of the workforce is

employed in tourism in one way or another (Barbados Ministry of Tourism, 2003), and directly benefiting from

tourism. This study shows that this dependency might contribute to the high support level of the HAP. It would

be interesting to examine if this dependency affects the community irritation index.

Residents’ desire to open up their homes to tourists by developing part of their homes into Home

Accommodation might be motivated by a strong link to, and previous exposure and contact with tourists.

However, this contact must be under favourable conditions. Conversely, Doxey (1975) argues through his

“Irridex” that residents with more tourist contact express negative feelings toward tourism. The first reaction

of residents to any area of tourism development is euphoria, which involves a welcoming attitude towards any

initiative promoting an influx of tourists. The “Irridex” represent the rising irritation of residents as the impact

of visitor numbers increases. Since the HAP facilitates residents to be part of a new tourism development

project, the findings in this study are consistent with the euphoric stage of the “Irridex”.
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Along with frequency of contact, awareness was also seen as an important factor that could enhance attitudes

toward the HAP. Residents who are unaware of planned developments or initiatives are more likely to react

negatively toward these when they are implemented. This is consistent with the findings of Keogh’s study

(1990) which found that there was a relationship between residents’ familiarity [awareness] with proposed

tourism development initiatives and positive perceptions of the initiatives. A major implication highlighted in

this study was that governments or those directly responsible for implementing a major tourism initiative

must ensure that residents (those directly affected by the initiative) are fully informed about the initiative and

the associated benefits. Consistent with social exchange theory, the awareness of attached benefits is likely to

lead to favourable perceptions toward the particular initiative (Gursoy and Jurowski, 2004; Madrigal, 1993).

Furthermore, communication between parties is essential (in this case, government and residents) because

those readily informed about proposed developments and initiatives are likely to show commitment toward

the same and would be motivated to ensure that they are successful. A post CWC 2007 study needs to be

undertaken in order to examine participant commitment to the programme, and to study the motivational

level and its effect on the successfulness of the HAP.

Moreover, the study shows that residents who perceived obstacles in the HAP expressed less positive

attitudes toward the programme. Obstacles were mainly concerns about the continuity of the HAP and future

occupancy. Additionally, respondents expressed concern for the government’s positive prediction of visitor

numbers. The main fear in this regard was to invest in the HAP and not being able to maintain occupancy after

CWC. Most respondents felt that the HAP was a good initiative, yet they were reluctant to take loans and end

up in debt with difficulties to repay.

According to social exchange theory, perceived costs associated with tourism initiatives are a major predictor

of negative attitudes towards the initiative. If benefits are perceived to be greater than the costs in relation to

a particular initiative or event, persons are more inclined to support the initiative (Gursoy and Rutherford,

2004; Madrigal, 1993). These benefits may include economic (e.g. employment opportunities), social (e.g.

incentives to preserve national culture) and cultural (e.g. development of cultural activities by locals)

dimensions (Gursoy and Rutherford, 2004). Participants in the HAP were given loans as part of the

programme, however no organised marketing of the properties was developed in order to maximise

occupancy of the properties. The possibility of the HAP properties becoming superfluous after CWC was one of

the reasons for negative attitudes toward the programme. With a proper marketing programme this risk could

be reduced. In order to discuss this issue further an empirical investigation into residents attitudes post CWC

needs to be undertaken. A focus group discussion with HAP participants would be an interesting method to

use in such a study.
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Cricket is the national sport of Barbados and also part of the country’s culture. The HAP developed as a result

of the hosting of CWC, consequently the majority of the visitors during the period of the games were expected

to be cricket fans from all over the world. This cultural familiarity might have influenced resident positive

attitude toward the programme and the event.

Positive benefits are significantly related to personal benefits from tourism (e.g. Pearce, Moscardo and Ross,

1996). The non-significant gender effect findings in the present study are conflicting with studies by Pizam and

Pokela (1985) and Ritchie (1988) who found that gender has an influence on the support for tourism. Other

factors would, as previously discussed, influence the support for tourism, hence these factors would have to

be examined in relation to gender in order to see if the factors differ between the genders.

Conclusion

This study highlights that the HAP may initially have been welcomed by Barbadians. In order to gain positive

response and have the local community supporting an initiative like the HAP it is necessary to have some form

of public awareness program in place. Tourism initiatives or programmes should ideally not occur prior to

some form of co-operation between government and the community. This is of great significance from the

perspectives of contact and social exchange theory.

Programmes and initiatives should be integrated into the government’s public policy, especially relating to

major tourism initiatives and events. The Barbados Ministry of Tourism should ensure that residents

understand and appreciate the benefits of the HAP and that before any initiative is communicated to the

public, all obstacles (and perceived costs) be reduced significantly, if not eliminated. The community is what

makes a destination and if residents are not part of, or feel part of the country’s tourism development and

initiatives it will negatively affect the overall destination as a tourism product.

A limitation of this study is that although the sample was randomly selected, the generalisability of the

findings is still questionable due to the relatively small sample size, compared to the general population of

Barbados (over 280, 000). Moreover, the absence of in-depth qualitative interviews and focus groups with

residents, along with the structured survey approach adopted here, to further corroborate the results and

understand fully the fundamental reasons behind these attitudes with respect to the HAP is a limitation. In

order to examine participants’ commitment to the programme and to study the motivational level and its

effect on the successfulness of the HAP a post CWC study needs to be undertaken. Finally, an area to be

further explored is Caribbean host communities and their tolerance towards tourism. This is an area that has
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not previously been scientifically studied in the Caribbean context and it would add greatly to the existing gap

in the research area.
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Abstract

Volunteers are widely acknowledged as essential for the planning and management of events. They provide much

needed labour and expertise that many event organisations would otherwise be unable to afford. Current research on

event volunteers focuses on the motivations of volunteers that work with large non-profit event organisations. Smaller or

private organisations are not usually considered as attractive draws for event volunteers, despite the fact they have

similar or even superior experiences and rewards to offer individuals that volunteer with their organisations. The

particular problems of smaller events organisations such as limited access to funding and small numbers of staff, makes

the use of volunteers a particularly attractive option. However, published literature focuses more on motivating and

recruiting volunteers than on the benefits that can be realised by event organisations whether large or small. This case

study tries to address current gaps in the literature by focusing specifically on the benefits that can be had by smaller

event organisations that use volunteers as part of their workforces. It demonstrates the range of benefits that small

event organisations can experience if they effectively incorporate volunteers into their workforces.

Key words: Volunteers, motivations, benefits, events

Background and Rationale for the Case Study

Concert Live is a new innovative company in the live music industry. The company is not the typical event

organisation and is based on a business model that is new to the United Kingdom (UK). The business is based

on the selling of live music recordings minutes after a performance. Although there is a natural inclination to

classify the company simply as a retail organisation, Concert Live has worked hard to establish the company

and its product offering as an extension of the live music event experience. Additionally, the company’s

business has taken its staff on tour with some of the biggest acts in the UK live music scene and whilst on tour,

the company’s personnel perform many of the same tasks as festival and tour organisers. These tasks range

from event management, to tour planning and administration. As a new business seeking to position itself and

its product as part of the live music experience, the company saw an opportunity in recruiting student

volunteers to sell and promote its product at concerts. It sought to attract young and enthusiastic event and
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music and media management university students with a passion for music, who could communicate this

passion to patrons at concerts and thus sell Concert Live’s recordings.

This paper seeks to examine what specific benefits Concert Live has obtained from the inclusion of student

volunteers as part of the company’s workforce and highlights the challenges and successes achieved in the

acquisition of these benefits. It also seeks to provide recommendations for similar businesses and event

organisations on how the impact of using volunteers can be maximised.

Literature Review

Volunteers and volunteering are receiving increased attention in the leisure and tourism industries. For

example, volunteers have been recognised as critical for achieving tourism policy goals, particularly when they

involve large-scale events which require public funding (DCMS, 1999; ILO, 2001; Kearney, 2002). Volunteering

has also come to be regarded as a form of leisure or tourism. However, it is distinguished other types of

leisure and tourism because of its specific characteristics. Stebbins (1982) distinguished volunteering from

other types of leisure because of its ‘seriousness’ when compared with other types of leisure. He suggests,

volunteering, unlike other types of leisure, requires motivation, commitment and perseverance. Wearing

(2001) highlights volunteer tourism as an alternative to typically exploitative and non-sustainable tourism. He

describes it as a form of ‘alternative’ or ‘altruistic’ tourism which makes a difference.

The integral role of volunteers in events and event organisations is widely acknowledged. They are often

described as the “life-blood of many events” (Goldblatt, 2002: 110), as the vast majority of them, whether

large or small, are entirely volunteer-driven (Goldblatt, 2002; Wanklin, 2005).

Generally, volunteers are individuals who offer their services to organisations of “their own free will, and

without expecting remuneration” (Getz, 1997: 198). They are often motivated by intrinsic rather extrinsic

rewards, as the act of volunteering offers the opportunity for the attainment social or altruistic goals (Getz,

1997 and Van der Wagen, 2007). Events are able to fulfil these types of goals because they provide volunteers

with a sense of being a part of something special (Monga, 2006). However, pure altruism is not commonly

the only factor that drives individuals to volunteer for events. A number of research studies have highlighted

the complexity of volunteers’ motivations to participate in events. Gibbins’ (1986) study on volunteers and

volunteerism in Calagary, Canada as cited by Getz (1997) revealed two dimensions that dominate volunteering

- helping others and personal enrichment. Where as, Strigas and Newton Jackson (2003) as cited in Van der

Wagen (2007), Monga (2006) and Elstad (2003) have produced similar multi-factor models for volunteer

motivation, which suggest a range of factors that influence volunteer participation in events (table 1).
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Table 1: Multi-Factor Models of Event Motivation

Strigas and
Newton-Jackson

(2003)

Monga
(2006)

Elstad
(2003)

Material Instrumental Material Rewards

External Solidarity Socialising

Egoistic Egoistic Impact/Status of
community

Purposive Altruistic Altruism

Leisure Affiliatory Interests

Additionally, research has also shown differences among volunteer segments with respect to their motivations

for volunteering. Coyne and Coyne (2001) studied veteran and first time volunteers in Professional Golf

Tournaments and found that veteran volunteers volunteered primarily because of their love of golf, where as

first time volunteers were motivated by material gains and social benefits. Williams, Doss and Tomkins (1995)

found that the motivations of volunteers at the Men’s Whistler World Cup of Skiing varied between Whistler

residents and non-residents (cited in Ralston, Downward and Lumsdon, 2004). Residents’ main motivations

included the chance to build community image and spirit, as well as supporting the National team. For non-

residents, the opportunity to socialize with people who shared common interests and enthusiasm for skiing

was seen as more important. Additionally, younger volunteers tended to be more interested in personal and

skills development than older ones. Downward, Lumsdon and Ralston (2005) in their gender-based study of

the 27th Commonwealth Games concluded that females were primarily motivated to volunteer by building

esteem, social status and building career skills where as males tended to volunteer because of existing

associations with the sport.

The realities of smaller event organisations make the use of volunteers particularly relevant. Like many small

businesses, they are constrained by a lack of financial and human resources, which affect their ability to take

on additional jobs and/or more complex jobs. Additional or more complex jobs will often require the taking on

of additional staff on an as needed basis, which can be a difficult task, as staff hired in this way can be very

unreliable. Low levels of motivation are often common among temporary staff employed at events, as it is

often difficult to recruit professional, reliable staff for short-term assignments (Goldblatt, 2002). Additionally,

these temporary employees are often looking for alternative post-event employment (Van der Wagen, 2007)

which would affect their motivation and commitment to their temporary positions. However, despite having

something special to offer volunteers, smaller event organisations are not thought of as attractive volunteers.

Typically, event studies, such as those highlighted above tend to focus on large-scale, sporting events.

Moreover, little attention is paid to the specific benefits to that can be realised by organisations, large or

small, from using volunteers.
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Table 2: Research Methods Compared

Strategy Form of Research
Question

Requires Control of
Behavioural Events

Focuses on
Contemporary Events

Experiment How, why? Yes Yes
Survey Who, what, where, how

many, how much?
No Yes

Archival Analysis Who, what, where, how
many, how much?

No Yes/No

History How, why? No No
Case Study How, why? No Yes

1. Type of research question

Research questions that focus on answering the “what” question may be exploratory in nature or can identify

final outcomes. Exploratory “what” questions can utilize any of the research strategies to discover directions

for further inquiry. Final “what” research questions favour the use of surveys or archival data. Research

questions that focus on answering the “how” and “why” question favour the use of approaches that trace

relationships or patterns of behaviour over time and tend to utilize case studies, histories and experiments.

2. Extent of control over behavioural events

Research questions that require control over behavioural events require the use of experiments in which

these events can be isolated and manipulated. Experimental strategies are generally used to answer these

questions

3. Degree of focus on historical vs. contemporary events

Archival analysis is best for examination of historical events while case studies are best at examining

contemporary events where behaviour cannot be manipulated. A particular strength of case studies is the

ability to incorporate a wide range of evidence including documents, interviews and observations.

This paper seeks to answer both what and how questions, which are exploratory in nature. It also seeks to

examine a very contemporary phenomenon in a real life context. A case study methodology was selected as it

allowed for the combination of research strategies necessary to address the research questions and to allow

for a ‘real life’ contextualisation of the research questions. This involved reviewing published newspaper

reports, internal company documents and the company’s website. In depth insights into the volunteer
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recruitment programme, management and benefits were also provided through an interview with Adam

Goodyer, co-founder of Concert Live, who introduced the programme to the company.

Findings

Company Overview

Concert Live was established in 2005 with the mission of producing high quality live recordings of concerts.

The company provides live music fans with the opportunity to relive their favourite concert moments with the

purchase of the ultimate piece of concert merchandise - a live recording (Concert Live, 2007). The company

positions its offering as part of a live music experience, as unlike an ordinary compact disc (CD), its CD can

potentially become part of a customer’s living memory of a concert. Thus, in addition to the production quality

of the CD itself, the quality of service provided by sales staff at concerts forms an important part of Concert

Live’s value proposition. This aspect of the business is viewed as particularly vital to the company’s survival by

its management team as it sees building long-term relationships with customers as essential to success in the

future.

The company was started by James Perkins and Adam Goodyer, childhood friends from Exeter in Devon, who

decided to sell a stake in recording studio Audiowax and plough the profits they made from writing music for

TV commercials into funding Concert Live. With an initial GBP£30,000 investment, spent mostly on equipment,

the company has experienced phenomenal growth (Frost, 2007). At the end of its first year of operation the

company turned over GBP£500,000. By the end of its second year this figure increased by 180% as the

company turned over an impressive GBP£900,000. In its third year of operation, initial estimates place the

company’s turnover at over GBP£1.6 million. The company currently has over 100,000 customers on its

customer database and has a very low unsubscribe rate for its on-line services. Concert Live have also won the

Shell’s Young Entrepreneurs Award in June 2006 (London and Southeast) Hong Kong and Shanghai Banking

Corporation Limited’s (HSBC) Start-Up Stars (London Region) in October 2007 (Princes Trust, 2007).

Much of Concert Live’s success can be traced to a combination of effective strategy, operational planning and

innovation. Perkins and Goodyer spent six months doing research, including spending countless rainy nights

outside Brixton Academy in South London quizzing the fans about what they would go for and be prepared to

pay for their new product. They also overcame opposition from major record companies that were hesitant to

agree to let Concert Live sell recordings of live concerts because they did not want to be committed to

recording on what could prove to be an off-night. Founders, Perkins and Goodyer lobbied chart compilers to

recognise sales of instant concert recordings in their calculation of chart rankings, thereby giving a marketing

advantage to bands that let Concert Live send a truck stuffed with CD burners to their gigs (Frost, 2007).
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The flyers and communications that are sent out by the company are sent directly to course leaders and

lecturers at universities. Course leaders and lecturers would then inform students of the volunteering

opportunities at Concert Live, most likely during a lecture, and the students would in turn get in touch with

the company.

Volunteers upon arrival at a concert report to a manager. They are also given an orientation of their duties

and a tour of the venue. Concert Live managers are also provided with documentation which specify how

volunteers are to be treated (see Figure 1).

Figure 1: Concert Live’s Guidelines for Dealing with Volunteers

Volunteers Contribution to the Business

Thus far the contributions of volunteers have been mainly positive. In cases where there have been negative

outcomes, these have occurred mainly because of the company’s failure to properly orient volunteers or

because volunteers have been stretched beyond capacity. At one gig, in particular, volunteers were recruited

in an adhoc manner and at the last minute and there were disastrous consequences. In this instance, students

were contacted through a general e-mail sent to all students at a university and the student volunteers that

turned up to the gig proved to be more interested in getting drunk and enjoying themselves than anything

else. Four of the students even went as far as defacing the artist’s posters and using to them to clog the

bathroom sinks at the venue. The incident adversely affected the company’s relationship with the artist and

the venue manager and also damaged its reputation. Goodyer remembers:

“…we had the police called …you know in terms of a spectacular backfire it can’t get much worse than

that. It ruins our relationship with the band, ‘cause obviously they see their posters are dogged with,

you know, gravity, that’s detrimental to them… it seriously affects our relationship with the

o Be friendly and engaging

o Treat them with respect – they are not ‘flyer monkeys’ – if you communicate how important their
role is to what we do, they will feel better about doing it and work harder.

o Refer back to their degrees/courses – remind them that what they are doing on the night gives
them first hand experience of what they are learning – this will help them in exams and
coursework as they can give first hand practical examples.

o Give them some autonomy – let them know that, even if they are flyering, they should think
about the bigger picture – are they approaching things in the best way, how could it be done
better, if it doesn’t seem to be working where they are standing, find somewhere else.

o Encourage them to be vocal and to chat/communicate directly with the customers.
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venues…that sort of damage to our brand… having people like that wearing our uniforms, you know

it’s not good.”

Volunteers have also proved to be unreliable when recruited from universities that were unfamiliar with the

company. For example, in a region in which Concert Live was virtually unknown, volunteers failed to show up

in the numbers promised and the company had to contract paid staff at exorbitant wages at the last minute.

Generally, Concert Live has attracted its most enthusiastic, motivated and reliable volunteers when specific

contacts have been made with academic staff at universities, whose departments are specifically relevant to

Concert Live’s business. This has been especially true when the recommendation to volunteer has come from

a lecturer to students in a classroom situation. One instance when this proved particularly true occurred when

Perkins, who was initially skeptical about the idea of using volunteers, came to a concert and was bowled over

by the volunteers’ enthusiasm for the company’s product. Perkins later told business partner Goodyer, he was

so impressed with the selling skills of the volunteers that he actually wanted to buy a CD.

Additionally within a relatively short space of time, the company has also been able to develop a core of

regular, motivated and enthusiastic volunteers who are able to help manage and motivate new volunteers.

Goodyer gives much of the credit for the success of the company’s volunteer strategy to his stepfather Paul

Novak, who was initially hired in another capacity by the company but took on the task of structuring a

programme for Concert Live’s volunteers as an additional project. Based on his prior experience working with

young people in further education, he developed a recruitment programme which focused heavily on what

the students could get out of the experience and also tied in with the current focus on key skills development

within the UK’s higher education system. Thus, the draw for students to volunteer is two-fold. On the one

hand, they are given the opportunity to develop key skills which enhance their academic learning and on the

other, they are provided with valuable work experience which is critical for starting careers in the very

competitive live music industry.

Future Developments

The use of student volunteers has become a vital part of Concert Live’s business and will be continued into the

foreseeable future. However, the company is conscious of the need to identify and develop a core group of

highly motivated, enthusiastic volunteers. For instance, there is some concern about volunteers performing

the same tasks repeatedly at different concerts during peak periods. Ideally, the company would like to

develop a volunteer programme that allows regular volunteers to achieve progression in their volunteer

‘careers’ with Concert Live. In this regard, the company plans to roll-out a five-week placement programme for
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a small group of volunteers, in which they are given the opportunity to learn skills in three key areas of the

business – tour planning, tour management and breakdown and review.

As volunteers have become an increasingly important resource to Concert Live’s business, the company has

also recognised that a considerable amount of time and effort is required if the company is to continue to

benefit from this resource. Hence though initially seen as huge cost saving for the company, the time and

effort currently being put in the recruitment and management of volunteers is now being compared to the

costs of hiring part-time staff on an as-need basis. However, according to co-founder Goodyer it has been well

worth the effort. He explains:

“You cannot really get that kind of enthusiasm from a part-time employee… the spark that comes from

being at the start of their career path not yet beaten down by the riggers of the industry. They still

have the hunger...”

Now that the company has developed a core group of enthusiastic and motivated volunteers Goodyer also

sees the potential for expansion into other areas requiring sales and promotion staff, such as the provision of

staff for concession stands and the sale of a wider variety of event merchandise.

Observations and Discussion

Range of Benefits Realised from Using Volunteers

Despite the company’s initial focus on using student volunteers to reap the obvious short-term benefits, the

addition of student volunteers to Concert Live’s workforce has also brought intangible benefits which have the

potential to benefit the business in the medium and longer-term (see Figure 2). In the short-term the company

realised the immediate benefits of reduced costs and an expanded work-force, which are the most readily

recognisable benefits for using volunteers. In the medium-term with the company was able to improve their

level of customer service drastically, by recruiting a core group of enthusiastic and highly motivated

volunteers. This echoes previously mentioned research which notes the enthusiasm (Shone and Parry, 2004)

and the contribution to customer service that volunteers can provide (Getz, O’Neill, and Carlsen, 200; Van der

Wagen, 2007). However, in the longer-term, the enthusiasm displayed by the volunteers at concerts has been

shown to be a potential source of competitive advantage by both enhancing the company’s existing product

offering and creating opportunities to develop new ones. These are not benefits previously highlighted in the

literature but they could perhaps prove to be the most valuable to the company as these can help to fuel the

company’s growth in the future.
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Figure 2: Volunteer Benefits

to Events Organisations

Unintended Consequences

Concert Live has also had to

deal with a range of negative

consequences from using

volunteers. These include the

loss of reputation, unexpected

costs from damage to

property and last-minute

hiring of staff and unexpected

time and energy needed to manage the volunteer programme. Lack of professionalism is often an issue with

volunteers in event organisations, especially when leadership and organisation are informal (Getz, 2007). One

possible explanation for this type of problem is the lack of sanctioning power available to a company using

volunteers. Whereas, there would be repercussions for a paid employee who walked off the job, there are

none for a volunteer (Van der Wagen, 2007; Elstad, 2003).

In the longer-term the company may need to consider mechanisms to more closely monitor and supervise

volunteers as when the business grows, the consequences of unprofessional and inappropriate behaviour will

be increased. Effective indoctrination, training and supervision are strategies that can assist the company in

minimising the negative consequences of using volunteers (Getz, 2007).

Additionally the company must consider ethical questions that may be raised as to the appropriateness of a

volunteer strategy for a for profit event organisation, as some may see the use of volunteers in what could be

regarded as paid positions, as exploitation and unethical practice (Van der Wagen, 2007). Others still may view

the company’s use of volunteers as only a source of cheap labour which takes away paid jobs (Getz, 2007).

Keys to Maximising Volunteer Benefits

Concert Live pursued its volunteer strategy to achieve specific objectives – to reduce its overheads whilst at

the same time expanding its work force and improving the level of customer service the company provides.

Advertising an offering which focuses solely on the personal gains that can be achieved by students seems to

have been a particularly effective strategy. This approach is also consistent with previously mentioned

research about the motivations of younger people to volunteer at special events (Gibbs 1986; Williams, Doss

and Tomkins, 1995) cited by Getz (1997) and Downward, Lumsdon and Ralston (2004) respectively. Another

SHORT-TERM
Cost reductions, expansion of workforce

MEDIUM-TERM
Enhanced customer-service

LONG-TERM
Competitive advantage, diversification
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effective strategy has been the targeting of students whose courses are specifically relevant to the company’s

business. The merits of this approach is again consistent with previously mentioned research studies which

have suggested that interest in the event activity was the strongest motivator to volunteer (Monga, 2006) and

to remain committed to volunteering in the longer-term (Elstad, 2003; Coyne and Coyne, 2001).

Other possible contributors to the success of the volunteer strategy include, having a member of staff

experienced in motivating young people and the formation of strong partnerships with the universities the

volunteers attend. The importance of understanding the motivations of volunteers for the design of successful

volunteer programmes has been highlighted in the literature reviewed above (Coyne and Coyne, 2001; Elstad,

2003; Monga 2006; Downward, Lumsdon and Ralston, 2005) and a number of researchers have suggested the

formation of partnerships with educational institutions, through the provision of work experience, as a

valuable source of volunteers and future employees (Goldblatt, 2002; Van der Wagen, 2007).

The innovative, flexible nature of Concert Live, as a start-up company in the dynamic and fast-paced live music

industry also seems to have positioned the business to reap the benefits of a volunteer strategy. Crayton

(1997) as cited by Wanklin (2005) notes working with volunteers requires flexibility, imagination, organisation

and enthusiasm. Concert Live, as a new innovative business, in a dynamic industry is well poised to design a

volunteer programme which includes these characteristics. Its responsiveness and flexibility in designing the

company’s volunteer programme is also reflected in the wider operations of the business.

Conclusions

While this paper is a case study of a single, fairly unique organisation in the event industry, there are some

important implications for similar and other event organisations in general. It highlights the potential for small

event businesses and other event organisations to use student volunteers to fuel their organisations growth

by the expansion of their workforces and the enhancement of customer service. The case study suggests that

new or start-up small event businesses may actually be better positioned than larger more established event

organisations, to develop and implement volunteer programmes that are flexible, imaginative, organised and

enthusiastic, which motivate and inspire volunteers.

It would appear that the key ingredients for achieving success with a student volunteer strategy are targeting

individuals with a keen interest in the event organisation’s business and designing a volunteer programme

which focuses on the specific benefits which are of interest to young people, such as academic learning and

career development. Additionally, despite the potential benefits that student volunteers can bring to an event
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organisation, as is the case with other employees, they must be properly trained, managed and developed for

these benefits to be realised.
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ABSTRACT

Building Stories is a collaborative multi-disciplinary work in progress, drawing together contributions from

anthropologists, architects and theatre practitioners in a process that offers insights into how intangible heritage can

provide input to an architectural brief and generate material and inspiration for an exploratory theatre piece. The

geographical focus of the project is the Iranian city of Qazvin and its environs, a site chosen by UN-Habitat to pilot its

Urban Sustainable Development Programme (USDP). The project grew out of an initial request by the local authorities to

create a series of building prototypes that could fit into the historic core of the city. From the designs submitted, a

proposal for a new oral history centre was chosen, with the eventual aim of realising its construction. Teams from London

Metropolitan University (London Met) working in the architecture faculty and the Tourism, Sport and Creative Industries

subject group of the Business School came together with the art and architecture collective Public Works and the Anglo-

Iranian theatre company 30 Bird to extend the project further. The paper traces the development of the collaboration.

Key words: applied anthropology, architecture and spatial design, inter-disciplinarity, Iran, intangible heritage,

theatre

Background and Conception: the Evolution of a Collaborative Project

The roots of this project stretch back to 2005 when students from the architecture and spatial design

department (ASD) at London Met took part in fieldwork, led by architect Torange Khonsari, in the northern

Iranian city of Qazvin. The students were asked to respond to a competition initiated by the city authorities, to

propose designs for new buildings that could help to regenerate the historic centre of this former royal capital

of Persia. Following several weeks of research by the students, the winning idea, put forward by Anna Page,

proposed the creation of an oral history centre. The team from ASD were then encouraged to investigate in

more detail how that building would function and eventually realise its construction.

This initial phase of research coincided with the closing stages of the Mediterranean Voices project, a major

EU funded initiative on the intangible heritage of Mediterranean cities, co-ordinated, since 2002, from London
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Metropolitan Business School (LMBS)1. There was considerable interest by all involved to explore the potential

synergies in approach and practice, and discussions over the following 18 months resulted in a proposal which

was picked up by IAARA, an Iranian NGO responsible for the facilitation of UN-Habitat’s Urban Sustainable

Development Programme (USDP) in Iran, for which Qazvin was chosen as one of the four pilot city locations.

The final proposal, modified through exchanges with those Iranian colleagues, emphasised the need for early

and tangible demonstrations for Iranian audiences of how oral history and intangible heritage material might

be adapted and presented in new forms.

Around this point, the two London Met teams became aware of the work of an innovative Anglo-Iranian

theatre company called 30 Bird Productions. Their experiences in developing performances from stories and

experiences from the recent past in Iran seemed an ideal fit for assisting the project to the innovative delivery

of material gathered by the architecture and anthropology/heritage researchers. Director and writer Mehrdad

Seyf responded enthusiastically to the proposal, and, with a cross-disciplinary team now in place, funding for a

pilot project was secured from the British Council and the Arts Council.

The first phase of workshops and meetings in Qazvin took place in the summer of 2007. The principle

objectives of this trip were to research and develop a play-script drawing its inspiration from material

gathered in Qazvin, and which would be developed to perform to audiences both in the UK and Qazvin. The

performance piece would be based on intangible heritage materials collected from young people and children

about their everyday lives in the city and in the rural hinterland within Qazvin province. In addition to the play-

script, the research aimed to develop a dynamic spatial concept for the “set design” and for creating a

purpose built structure that would function as a focal point for collecting, disseminating and awareness raising

about local intangible heritage.

As this was the first time the cross-disciplinary team had worked together, much of the methodological

approach had to be improvised and adapted on the ground during fieldwork in Qazvin. The following section

will map out how this process evolved.

A Nascent Cross-Disciplinary Methodology

A loose schedule for the first set of workshops was organised by Torange Khonsari, of London Met's

architecture and spatial design department and the public art and architecture practice publicworks. Torange

had visited Qazvin in May 2007 and requested that the schools we were to work with should provide groups of

around 9-10 children to participate when the whole UK team came to the city. However, thanks to the

inevitable breakdown in communication, we arrived in the first school to find a full classroom of 25 excited

1 Cf www.med-voices.org
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and expectant ten and eleven year olds, with two further schools reportedly awaiting us impatiently! Rapidly

amending our planned programme, we split the students up into three sub-groups, rotating around three

activities, as follows:

Theatre games – Led by Mehrdad Seyf, the pupils took part in a series of games that served to break the ice

and familiarise them with the UK team. They also served to provide various platforms for the children to show

how they engaged with play and expressed themselves in gesture and movement.

Creating maps of ‘their Qazvin’ – Led by Julie Scott and Jonathan Karkut, the pupils were encouraged to

discuss a tourist map of the city, pinned up on the classroom wall, and invited to draw their own routes linking

popular sites, visited on a regular basis, with sites visited on 'special occasions' and the familiar places of their

daily routines (figure 1). The routes always started at the children’s homes and led to shops, play areas, homes

of relatives, heritage sites, parks and monuments visited on family outings. Linking these routes through

coloured threads on the map, each child then showed 'their' routes to the rest of the group and talked about

their paths through the city. In so doing we began to gain a sense as to how the children used the city: which

areas and places were popular, how the children arrived there, and the type of activities they engaged in.

Drawing the city – Led by Torange Khonsari and Anna Page, the students drew a series of pictures that visually

mapped out some of the daily routes they take around town. These included trips to the shops, the mosque,

relatives or play areas (figure 2).

The workshop sessions were recorded on a camcorder DVD, and the resulting maps and artwork were also

photographed. On completion of the initial workshop activities, the UK team met seven of the most

communicative children – three boys and four girls –in their homes, and were introduced to their parents.

These visits served firstly to allow the parents and children to ask us questions about the purpose of the

workshops and why some people from the UK were interested in learning more about their city, and secondly,

to learn more about the lives of the children and their families in Qazvin.


