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FOREWORD

The East Midlands is a region characterised by the number and diversity of its market

towns. The fortunes of these historic local centres have fluctuated widely over the

centuries. Today, many are renewing themselves again by offering residents and

visitors a distinctive cultural experience. Towns like Stamford, Oundle, Newark and

Buxton have long been recognised for the quality of their heritage and urban

environment. Less well-endowed or just less well-known places are now joining them

as cultural centres with distinctive attractions. New contemporary arts galleries can be

visited in Southwell and Uppingham, festivals in Wirksworth and Oundle, museums in

Louth and Rothwell – and creative businesses are a growing part of market town

economies.

Supporting this kind of development – whether through grants, town centre

management, planning policy or other means – is essential to nurturing sustainable

cultural organisations that contribute to local prosperity and quality of life. This is

increasingly recognised by metropolitan centres and larger cities, but still relatively

new to many market towns which operate within different administrative structures

and have more limited resources. One difficulty is being able to track the impact of

cultural activities and investment on the local economy: how to know whether a

summer festival or a Christmas market actually provides a boost to the local economy.

Evidence based policy itself depends on being able to develop the necessary evidence.

The work reported here was undertaken by East Midlands Cultural Observatory, on

behalf of the Regional Cultural Consortium, as a first step towards addressing that

challenge. In partnership with experts from Nottingham University, the Observatory

team developed a new approach to thinking about the local economic value of cultural

activity and methods to track it. The emphasis was on systems that were robust and

able to be used by non-specialists to support the everyday business of local planning

and investment.

This report describes the experience of piloting this approach in four very different

towns and with four very different kinds of activity. It is the beginning of a process,

which we hope will be developed in a second phase that will try to answer some of the

remaining questions and obstacles. In the meantime, the Observatory is keen to have

responses and suggestions about this work and its next stage.

François Matarasso

Culture East Midlands
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1 INTRODUCTION

The project to which this is the report ran from October 2007 until March 2008. It

included empirical investigation of three cultural events and one cultural attraction, all

in the East Midlands Region, based on surveys involving over two thousand visitors.

Its purpose was to apply a formal method of assessment soundly based in economic

theory and, through the experience gained, to develop and refine guidelines to assist

in the conduct of future economic impact assessments by market towns themselves.

In a market town, cultural events and attractions can serve many purposes and

contribute in many ways to the economic wellbeing of the town and its people. The

aim of this project was to gather evidence for use in quantifying the contribution of the

cultural event or asset to expenditure in the local economy. This is in keeping with

general practice in the assessment of economic impact, as explained in the review of

the literature on assessing the economic impact of cultural events, given in Appendix

I.

In all economic impact assessments, the number of visitors to the event or attraction

is the pivotal variable (see Appendix III). It is from the visit that the economic effects

(including expenditures) flow. Our chosen method of modelling and analysis is based

on the causal chain that leads to a visit. We are entitled to ascribe a visit to the event

if and only if the event caused the visit, in some degree. Therefore, in gathering

empirical evidence our first concern is to assess the degree to which the event caused

the visit. The reasons for this choice of method are set forth in Appendix III, in which

alternative methods are ruled out by the objectives of the project and data constraints

pertaining to market towns.
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2 METHODS

The essence of our proposed method is to measure, by means of surveys of visitors to

events and attractions, the strength of the causal connection from the event or

attraction to the visit. This method has entered the empirical literature on tourism by

way of Fernandez Young and Young (2008) and is an empirical extension of the

theoretical model of causing introduced in Young et al (2004)1. In the instant context,

our primary purpose was to measure the effect of each event or attraction on the

number of visitors to the market town in which it was being held. In other words, the

extent to which the event or attraction caused visits to the market town.

In the following summary of the theory we assume, for ease of explanation only, that

we are concerned with measuring the effect of a cultural event on visits to a market

town. However, the theory applies equally in respect of the effects of fixed

attractions.

The theoretical model is rooted in the philosophy literature, especially Mackie (1980)

where the notion of a cause is defined to be a necessary but not sufficient part of a

sufficient but not necessary precondition. This amounts to the following. There are

two (and only two) circumstances in which a visit to a market town cannot be ascribed

in any part to a cultural event. The first of these is where the visitor was not at all

attracted by the event. In the instance of visits to a market town, this may be the case

in respect of most visitors, even at the time of a cultural event. The second is where

the visitor was attracted by the cultural event but was certain to have made the visit

anyway, i.e. even if the cultural event had not been taking place. Where neither of

these circumstances applies, the visit in question has been contributed to by the

cultural event in some degree.

A cause is rarely an exclusive cause. In Fernandez Young and Young’s (2008)

comparable study of the effect of films and television on tourist visits, most tourists

affected by screen products were influenced only partially. Relatively few indicated

that they were visiting because of, and only because of, a film or television program.

One implication of this is that the full economic contribution of a cultural event or

attraction is an aggregation of many fractional effects, i.e. it involves visitors who are

influenced only in part by the cultural event or attraction.

A complementary perspective on fractional influences is that the path from cause to

effect involves two sorts of uncertainty, and in the connection from cultural events or

attractions to visits these may both be very substantial. The first type of uncertainty

1 Further developed in Young et al (2006) and Young et al (2007) and introduced to the theoretical literature

on tourism in Young et al (2005)
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The first of these is designed to solicit the respondent’s value of k, the probability in

causality, the probability of visit given that the cultural event was being held. The

second question in the pair solicits a value for 1-c, where c is the probability in

causation. c is the probability that without the cultural event there would have been no

visit. Correspondingly, 1-c is the probability that without the cultural event there

would have been a visit anyway. With this interpretation in mind, we shall refer to 1-c

as the background probability of visit.

Questions analogous to these were included in the questionnaires used in all four

towns. In each case, the pair of causal questions allows us to estimate the background

probability of visit and, the uplift in the probability of visit created by the cultural

event. In Sections 3, 4, 5 and 6 we report these estimates, along with profile diagrams

showing the background probability and uplift for each respondent in the sample.

The pertinence of the background probability is that it determines the maximum

potential effect of an event. Since no probability can become greater than 1.0 if, in

some market town, there is a background probability of visit of 0.8 then there is no

scope of an uplift (in any circumstances) greater than 0.2. On the other hand, a small

background probability, say 0.3, allows potential for a much larger uplift (in this

instance 0.7). Thus the background probability tells us the potential for uplift, which

allows assessment of the extent to which the event fulfilled its potential (i.e. how

much of the potential uplift it achieved).

The economic impact is calculated by combining the uplift in probability due to the

event with the answers to questions about expenditure. In each case, we ask about

two kinds of expenditure: expenditure directly associated with the event and other

expenditure in the market town. Since our objective was to evaluate the impact on the

economy of the market town, it is only expenditures within the town that are of

interest. We attribute expenditures directly associated with the event to the event. Of

the other expenditures, these can be ascribed to the event to the extent, but only to

the extent, that the event caused the visit. Therefore, only a proportion of these

expenditures counts towards the economic impact, and that proportion is equal to the

probability uplift.
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3 SPALDING

Spalding is a large market town in the fens of Lincolnshire, and is located close to the

villages of Pinchbeck, Moulton and Surfleet. It is known for its flower growing industry,

and holds an internationally famous flower festival each spring with a Tulip Parade.

3.1 The Event

On 12 October 2007, South Holland district council held the Spalding Pumpkin Parade

in the town centre. This is an annual event that has been running since 2001, and

which the district council estimate attracted in the region of 10,000 visitors in 2006. In

addition to the parade itself, (which was held at dusk), a number of pumpkin-related

activities were held during the day, including pumpkin-themed market stalls, a

children's fun fair, street entertainers, live bands and a firework display.

This event was used to pilot the audience survey tool for the first time. The large

anticipated attendance figures for the event afforded the opportunity to trial four

versions of the questionnaire (since a sufficiently large sample could be obtained for

each).

3.2 Data collection

The questionnaire structure/design

A copy of each of the questionnaires (survey instruments) used at Spalding is provided

in Appendix IV.

The questionnaires designed for use at the Spalding Pumpkin Festival were written in

the format shown with the following purposes. First of all, the core issue of ‘causing

visits’ was addressed; that is, questions were designed to elicit what contribution the

Pumpkin Festival had made to the decision of respondents to visit Spalding on the day

of the Parade, as foreshadowed at the end of Section 2 above. It was also essential to

gather data regarding respondents’ expenditure in order to attach financial value to

the visits made. Further, it was intended to investigate methods of particularising the

causes of visits as far as practicable.

The structure of the survey was designed to reduce the length of time to be spent on

each interview while obtaining the relevant information, in order to maximise the

number of responses obtained by each interviewer. Thus the introductory question,

about which of the activities provided throughout the day had been influential in the

decision to attend, was linked through the nil response directly to the question

whether the respondent was a visitor to Spalding and thence to the spending question

in order to eliminate the pair of causal questions. This ensured that the questionnaire
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consisted of only four questions for people who were not in any way influenced to

make their visit by the Pumpkin Festival.

There were four versions (A to D) of the questionnaire used for the Spalding Pumpkin

Festival. Each version of the questionnaire had the same basic structure. Question 1

required the respondent to identify which, if any, of the different activities being held

in Spalding that day had influenced their decision to visit the town. Question 2

explored the extent to which these activities had contributed to the respondent’s

decision to visit, in terms of both the probability in causation and the probability in

causality. If in their response to question 1, the respondent was unclear as to which of

the organised activities comprising the event had influenced their decision to visit, or if

they identified the event as a whole as influencing their decision, then question 2 (the

pair of causal questions) was asked in relation to “today’s events”, rather than to

separate activities.

Question 3 aimed to ascertain how many people were in the respondent’s party.

Questions 4 and 5 asked the respondent to estimate how much money they would

have spent in Spalding that day, and how much of that would be on items or activities

related to the day’s events.

Question 6 asked whether or not the respondent was a visitor to Spalding that day.

This question was only asked if the respondent in their answer to question 1 reported

that their presence in town that day had not been influenced by any of the organised

events, (in which case question 6 was asked directly after question 1, rather than

progressing through the questions in sequence). If the respondent gave an affirmative

answer to question 6, they were then asked about their party size and expenditure in

the town that day (Q3, Q4 and Q5). The rationale behind this being that, even though

the organised events had not influenced the respondent’s decision to visit the town

that day, having arrived in the town and seen the various activities, they could have

decided to participate in some of those (e.g. spending money at some of the stalls).

Two manipulations were employed in the questionnaire design, both of which related

to question 1. The first was whether, when asking the respondent which events had

influenced their visit, the interviewee read out a list of the events that were being held

that day (used in versions A and B of the questionnaire) or instead did not read out

the list but ticked any activities mentioned and wrote in any not listed (used in

versions C and D). The second manipulation was whether the causal questions were

asked in relation to “the day’s events” (used in versions B and D of the questionnaire)

or separately for each of the activities that the respondent had specified as influencing

their visit in their answer to question 1 (used in versions A and C). If the respondent

had specified more than three activities as being influential, the interviewer was

instructed to ask the respondent which three of the activities mentioned were most

important, and then to ask question 2 in relation to those.
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The reason for these variations was in order to investigate how much respondents

differentiated between the various activities, whether some activities dominated the

decision to visit or whether it was the whole day’s events that dominated the decision,

without the need to ask any more questions than the minimum. This was also the

reason for asking the causal questions no more than three times, while obtaining up to

three answers provided an opportunity to consider any possible correlation between

the different activities.

Procedure

A team of eight interviewers was used to administer the survey on the day of the

event. Six interviewers were stationed at several locations around the Market Square

and the South Holland Centre headquarters for the event (with the two remaining

team members providing cover for breaks). Interviewers were placed mainly in the

pedestrian access to the Square and also adjacent to the charity stalls within the

Square. Most of the people who passed through the area occupied by the events were

given the opportunity to complete the survey, although some resisted, thinking the

interviewers were trying to sell them something.

Data collection was started at 11.30 am and it was planned to continue at regular

intervals throughout the day. However, following the first session of interviewing it

became apparent that the majority of people in the town centre in the morning had

not been influenced by the day’s activities when making the decision to visit Spalding

at that time. Furthermore, although there were activities held throughout the day, the

larger events (e.g. fireworks, pumpkin procession and live bands) were scheduled

towards the early evening, and many of the people interviewed in the morning were

unaware that there were pumpkin-related activities going on at that time. Given that

collecting data prior to what many perceived to be the ‘start of the event’ could skew

the results (underestimating the uplift of the event on visitors to the town), it was

decided to delay further interviewing until 2.30 pm.

3.3 Data analysis and results

The data was manually inputted into an Excel spreadsheet for cleansing and analysis.

During data cleansing, it was noticed that some of the reported party sizes (Q3) were

rather large, particularly compared with the associated expenditure figures (Q4 & Q5).

For example, one respondent reported a party size of 30 with a total expenditure of

£4.80.

It is assumed that some respondents had perhaps visited the town as part of a large

organised party, and had therefore interpreted Q3 as referring to the party they had

travelled with (e.g. the number of people on the coach trip), but (understandably) had

not included the expenditure of all of these people in their answers to Q4 and Q5. On

further investigation, it became apparent that one interviewer had interpreted Q4 and
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Q5 as referring to only to the interviewee’s expenditure, rather than that of the party

of visitors they were with.

To avoid this discrepancy biasing our financial calculations, we took the view that

actual party size had rarely exceeded five and capped the party size data there.

Having done this, the mean party size rounded to three and so, in the financial

calculations, we assumed an average party size of 3 here.

The method of analysis is given in Section 2 above, and for brevity will not be

repeated here.

The results are summarised in Table 3.1 below.

Table 3.1 The estimated impact of the Pumpkin Parade

Background probability of visit 0.59

Uplift achieved by event 0.38

Event expenditure per interviewed party Mean = £16.61

Event expenditure per head

(based on 3 people per party)
Mean = £5.54

Estimated expenditure of entire audience

(based on SHDC’s estimate of 10000 attendees)
£55,363

N = 352

The profile of background probability of visit, uplift and final probability of visit are

illustrated in Figures 3.1, 3.2 and 3.3 respectively.
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Figure 3.1: Background probability of visit to Spalding
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Figure 3.2: Uplift in probability of visit due to Pumpkin Parade
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Figure 3.3: Final probability of visit to Spalding

227 of the 352 respondents reported that their visit to Spalding that day had been

influenced to some extent by the activities that comprised the Pumpkin Festival.

Notwithstanding this selection criterion, 87 out of the 227 went on to disclose that

they would certainly have been in Spalding anyway. A further 75 disclosed some

probability (less than certainty) that they would have been in Spalding even if there

had been no Pumpkin Festival. Figures 3.1, 3.2 and 3.3 show the profile of background

probabilities, probability uplifts and final probabilities across this sub-group.

Figure 3.1 gives the profile of background probabilities with respondents ranged in

decreasing order. The large block of responses of 100% corresponds to a set of

respondents who said that they would definitely have been in Spalding even without

the Pumpkin Festival being on. On the right-hand side of the diagram there is a set of

responses of 0. These were from respondents who said that but for the festival being

on the certainly would not have been in Spalding. In between these two parts of the

diagram, there is a series of narrow blocks of height 90%, 80%, 70% … 10%. These
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reflect the responses of groups of respondents who said that but for the festival there

was some probability (less than certainty) that they would have been in Spalding

anyway.

Figure 3.2 shows the probability uplift of individuals in the sample ranged in the same

order. When these are added to the corresponding background probabilities, the result

is the final probabilities of visit, ranged across the sample in the same order. The uplift

probabilities in Figure 3.2 can be thought of as filling in part of the space left in Figure

3.1 above and to the right of the profile of background probabilities in Figure 3.1.

Averaging across the sample, we get an estimated mean background probability of

visit of 0.59. On the basis of other studies using this same method (for example,

Fernandez Young and Young, 2008), this figure struck us as being high. This was

subsequently borne out by the results in the other market towns (see Section 7 post).

We were inclined to attribute this high background probability of a visit to a degree of

dominance by Spalding as a centre for the surrounding area. That is to say, the people

living in the vicinity of the town tend to visit Spalding rather than regularly visiting a

range of different towns in the area. As explained in Section 2, the high background

probability of visit limits the potential uplift in the probability of visits that the Pumpkin

Parade could have achieved. Indeed, with an observed background probability of 0.59,

the maximum uplift that could have been attained by the Pumpkin Parade is just 0.41.

Given that the event did almost reach this ceiling level (with an observed uplift of

0.38), this means that there is little more that the event organisers could achieve in

attracting people from the local community to the event (that is, an increase in visitor

numbers could realistically only be achieved by widening the area from which visitors

are drawn).

In total, the sample of visitors interviewed had spent £50,026 on items or activities

that were directly related to the event (e.g. food at one of the stalls), which gives an

average of £14.28 per interviewed party. All of this may be directly attributed to the

event, including that which was spent by people whose visit had not been influenced

by the event, but who had ended up participating in some way upon arriving in the

town and finding that it was on. In addition, 38% of the money spent on non-event

related purchases by those interviewees whose decision to visit Spalding had been

influenced by the event may also be attributed to the event (this proportion being

determined by the uplift of 0.38 ascribed to the event). This gives a mean of £16.61

per party interviewed.

Working on the basis that the average party comprised three people (see explanation

above), this gives an expenditure of £5.54 per head. Using the achieved audience

count of 10,000 provided by South Holland District Council this may be extrapolated to

provide an estimate of the total contribution of the event to the local economy as

£55,363.
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Activities and versions of the questionnaire

Save for a single anomaly, the estimated background probability of visit and uplift did

not differ greatly when the results from the four versions of the questionnaire were

compared. The exception was version B, in respect of which the data yielded a

substantially higher background probability (0.78) and smaller uplift (0.21).

Table 3.2 The influence of component events on decision to visit: Frequency of mention

Event Count Percentage influenced

The charity market 20 9%

The street entertainment 12 5%

The face painting 8 4%

Children’s arts and crafts 21 9%

The funfair 12 5%

The gardeners’ market 4 2%

The events at the South Holland Centre 0 0%

The fancy dress competition 10 4%

The schools’ pumpkin growing weigh-in 0 0%

The pumpkin parade 71 31%

The live bands 36 16%

The community group entertainments 3 1%

The firework display 62 27%

Events as a whole 81 36%

N = 227

Table 3.2 shows the number of times each event was mentioned by respondents who

disclosed some influence, including ‘events as a whole’ as an event. In total, there

were 340 mentions of events. The corresponding percentages are the number of times

an event was mentioned expressed as a percentage of the total number of mentions

over all events (i.e. 340). Three events stand out: events as a whole (23.8%), the

pumpkin parade (20.9%) and the firework display (18.2%). Some way behind were

the live bands (10.6%).
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The pumpkin parade and the firework display both featured strongly throughout the

four sub-samples by version of questionnaire. Respondents to versions A, C and D of

the questionnaire all mentioned the pumpkin parade more often than any other event,

with the fireworks in second place. Responses to version B deviated from this pattern

in that there were fewer mentions of the pumpkin parade, to the extent of being less

than half as many as mentions of the fireworks. Referring back to the discussion of

interviewer effects above, we are inclined to ascribe this anomaly also to a particular

interviewer.

3.4 Lessons learnt

As noted above, during the questionnaire administration the interviewers noticed a

strong time of day effect. However, in the form used at Spalding the survey tool did

not collect data on the time of interview, which prevented the post-hoc detection of

time of day effects. It was therefore suggested that a time field (for the interviewer to

complete at the start of each questionnaire interview) should be added to the

questionnaire.

The data cleansing suggested there might have been some ambiguity in the wording of

questions 3 and 4 (“How many people are in your party?” and “How much do you think

you will end up having spent by the time you leave Spalding today?”). It was realised

that the terms “you” and “your party” require more careful definition. Prior to carrying

out the fieldwork, interviewers should be instructed that the “party” should refer only

to the group of adults (or young people who are old enough to be responsible for

spending money independently) who have stopped because one of their number has

been asked to answer a questionnaire, and whose expenditure could be ascertained

during the questionnaire interview. The interviewer should also check that the

expenditure reported in questions 4 and 5 included that of the party referred to in the

answer to question 3.

A change to the introductory line of the questionnaire was also suggested. At Spalding,

the interviewers were instructed to trial the opening lines of “Do you have a minute or

two to answer a few questions? I’d like to ask about your visit to Spalding today”.

However, on experimenting with variations of this, they reported that asking people

whether they would “mind answering a few questions about the Pumpkin Festival or

Parade” produced a higher response rate.

The different versions trialled

Comparison of the response patterns produced by the different versions of question 2

(i.e. whether or not interviewees were asked the causal questions in relation to the

event as a whole, or separately for each of the activities they specified as influencing

their visit), indicated that there is no compelling reason in terms of accuracy to require

respondents to give separate responses for each of the influential activities. Where two
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or more pairs of responses to the causal questions had been collected, there were high

correlations between them. That is, although it may be interesting to collect data

about the degree of influence individual activities had on attendees’ decisions to visit a

town, it is not necessary, and may be excluded as a means of reducing the time taken

to conduct each questionnaire interview.

The questionnaire did not gather data on the expenditure of those respondents who

reported both that their presence in the town that day had been uninfluenced by any

of the events, and that they were local. On reflection however, it was felt that it would

be useful to trial the collection of data on the event-related spending of this category

of people, because the survey did gather data on the event-related spending of people

who were visitors to the town, but whose decision to visit had not been influenced by

the event.
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4 LOUGHBOROUGH

Loughborough is the largest market town in Leicestershire, and is located almost

equidistant from Derby, Leicester and Nottingham, in the borough of Charnwood. It is

a university town, and has a large student population.

4.1 The Event

In 2007, Charnwood Borough Council and the Loughborough Town Partnership held a

programme of pre-Christmas events, entitled “12 Days of Christmas”2. Three activities

were programmed for 14 December, all of which were held in the Market Square in the

centre of the town. These were: the ‘French and Crafts Market’, which was held from

8am to 8pm and comprised approximately 60 stalls selling French food and wines as

well as local crafts; two 3 hour performances (one at lunchtime, and one in the late

afternoon) by some of the finalists from ‘Charnwood’s Got Xmas Talent’, which was a

talent contest open to Charnwood residents of all ages; and finally the ‘Mayor’s Carol

Concert’, which was held in the early evening.

This day of Christmas events was used to trial the audience survey tool in its revised

format (the changes that were suggested by the pilot work in Spalding having been

carried out).

4.2 Data collection

The questionnaire structure/design

The questionnaire used is provided in Appendix IV. Only one version of the

questionnaire was employed. This had the same structure as the questionnaires that

were used in Spalding (with some exceptions, which are noted below).

For question 1, which explored whether any of the organised events had influenced the

respondent’s decision to visit the town that day, the interviewers were instructed to

read out the list of organised events (as trialled in versions A and B of the Spalding

questionnaire). The reason for this was that the day’s events were not considered as

high profile as Spalding’s Pumpkin Parade, which meant that many visitors to the town

might not have been aware of the events at all. This would be likely to cause some

confusion and the interviewer being required to explain what events were being held.

Therefore, given that there were only three events taking place, it would be more

time-efficient for the interviewer to list the events at the outset.

2 Which began with the Christmas light switch-on on 25 November, and ran through until 24 December.
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Question 2 (which addressed the extent to which the activities might have influenced

the respondent’s visit) was asked only once, rather than separately for each organised

activity that the respondent had specified. It was intended that this would enable the

interview time to be reduced.

Having decided to capture expenditure data from both visitors and locals whose

presence in the town had not been influenced by the organised events, question 6

(which asked whether the respondent was a visitor) was omitted. Those respondents

who had reported in their response to question 1 that they had not been influenced by

the organised events were not asked question 2, but progressed through the

remaining questions in order.

Procedure

The research team consisted of five interviewers plus two additional interviewers to

provide support and cover for breaks. The Town Hall was used as a base and as in

Spalding the interviewers were positioned in the pedestrian access to the Christmas

Craft and French Markets as well as in the Market Place area where the ‘Charnwood’s

Got Christmas Talent’ performance and later the Mayor’s Carol Concert were held.

Data collection started at 2.00 pm and concluded at 6.15 pm, before the Carol Concert

started but once most of the likely attendees had arrived. It should be noted that this

was an exceptionally cold evening for an outdoor concert and that this had also

affected the talent show performers. This period covered times when there was no

talent show performance and when shops and offices were and were not open,

although the markets were open throughout.

4.3 Data analysis and results

The data was manually inputted into an Excel spreadsheet for cleansing and analysis.

The method of analysis is given in section 2.

An estimate of the total number of people in the market square on the day of the

event was drawn from two pieces of data: the hourly footfall counts for the Carillon

shopping centre (which is located off the market square) and the headcount of the

audience at the Mayor’s Carol Concert (which was carried out by Charnwood Borough

Council). The latter was used to work out the ratio of people in the market square to

the footfall in the shopping centre. This enabled the footfall counts for other times of

the day (for which headcounts for people in the market square were not available) to

be used to estimate the number of people in the market square at those times.

The results are summarised in Table 4.1 below.
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Table 4.1: The estimated impact of the Christmas Events in Loughborough

Background probability of visit 0.36

Uplift achieved by event 0.58

Event expenditure per interviewed party Mean = £26.36

Event expenditure per head Mean = £10.87

Estimated expenditure of entire audience

(based on estimate of 8,923 attendees)

£96,997

N = 228

We were unable to obtain any estimate of total numbers of people in the town centre

on the day in question per se. However, we were provided with an estimate (by

approximate head count) that there were 1,000 people in the town centre at the time

of the carol concert, and figures for footfall throughout the day pertaining to the

Carillon Court shopping centre which is directly adjacent to the area of town in which

the events took place. Using these data, we calculated an estimate for the total

number of attendees as follows. We assumed that the footfall figures were

proportional to the number of people in the town centre. This allowed us to estimate

the number of people in the town centre hour by hour through the day by scaling up or

down the estimate of 1,000 at the time of the carol concert. If every attendee

appeared in only one estimated head count, the sum of the hourly estimates would

give an estimate of the total number of attendees. Plainly this was not the case. Some

attendees may well have been there throughout the greater part of the day. In the

absence of any better information, we assumed that each attendee was present for a

total of 5 estimated headcounts and, therefore, scaled down the estimated total of

headcounts by this factor. The estimated attendance of 8,923 in Table 4.1 was

computed in this way.

Figures 4.1, 4.2 and 4.3 show the profile of background probabilities, probability uplifts

and final probabilities across the sample.
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Figure 4.1: Background probability of visit to Loughborough
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Figure 4.2: Uplift in probability of visit due to Christmas Events
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Figure 4.3: Final probability of visit to Loughborough

By comparison with the profiles in the Spalding sample, the background probabilities in

Loughborough were smaller, leaving space for larger probability uplifts. Only 34

respondents (17% of the sample) disclosed a background probability of 1, i.e. that



Assessing the Economic Impact of Culture in Market Towns 24 | 67

Culture East Midlands | Culture and Market Towns Study Report

they would certainly have been in Loughborough that day anyway. On the other hand,

82 respondents (42%) disclosed that there was some probability that they would have

been in Loughborough anyway. 66 respondents (34%) disclosed that they were

motivated entirely by the cultural event: they were definitely going to visit

Loughborough in order to attend the events and if the events had not been on they

certainly would not have been in Loughborough that day. 82% of those interviewed

disclosed that their decision to visit Loughborough on 14 December had been

influenced in some degree by the Christmas events being held in the town that day.

As to the components of the day’s events, Table 4.2 summarises the breakdown of

influences among those influenced.

Table 4.2: Influence of component events on visits: Frequency of mention

Activity Counts Percentage influenced

Talent show 49 25%

Markets 146 76%

Carols 38 20%

Events as a whole 16 8%

N = 193

With 76% of respondents mentioning the French and craft markets as having

influenced their decision to visit, the markets were by far the most influential

component of the event.

The observed background probability of 0.36 is quite low in comparison with that

obtained at Spalding, suggesting that Loughborough is not such a dominant

destination. This seems quite plausible given the town’s close proximity to the cities of

Leicester, Nottingham and Derby, which may compete to attract shoppers from the

area.

However, the large uplift in the probability of a visit that was created by the event

(0.58) indicates that for those people whose decision to visit was influenced by the

event, the magnitude of this influence was quite large. This means that, in addition to

the money that all of those interviewed reported spending on items/activities directly

related to the event, a considerable proportion of the expenditure that was made by

those people who were in town at least partly as a result of the event may also be

attributed to the event (58% to be exact). This leads to a large mean expenditure per

head of £10.87. Working on the estimate that there were 8,923 people in town on the
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day, this leads to a total sum of £96,997 that can be attributed to the Christmas

events.

4.4 Validating the visitor survey: survey of local traders

In addition to administering the audience questionnaire at the event, a survey of local

traders was also carried out as a means of validating the audience survey tool, (i.e. to

explore whether the event was affecting expenditure in the town in a way that was not

being measured by the audience survey).

The trader questionnaire explored whether local shops had experienced a change in

takings on the day of the Christmas events in the town. In order to maximise the

response rate, the questionnaire was anonymous and respondents were asked to give

details of percentage changes in their takings rather than absolute figures. In addition,

the questionnaire was hand-delivered, and a stamped addressed envelope was

included for ease of returning completed copies.

Hard copies of the questionnaire were delivered to a sample of 100 shops (including

pubs, restaurants and coffee shops) situated around the market square in the town a

few days after the event (when it was assumed that the shopkeepers would easily be

able to recall the event and its influence on business.) Given that the Christmas period

is a particularly busy time for many traders, it was also decided to send out a reminder

letter and second copy of the questionnaire to the same shops a few weeks after the

event.

49 questionnaires were returned, giving a response rate of 49%. Only 12 traders

reported a change in takings on the day of the Christmas events (8 of whom had

observed a decrease). A further 4 respondents reported that they were not sure

whether their takings had changed on that day. On these premises, the trader survey

failed to find any evidence to suggest that the event had any effect on expenditure in

the town that was not allowed for within our method and measured adequately by the

audience survey. It corroborates the survey and impact assessment to that extent.

4.5 Lessons learnt

The successful pilot of the revised audience questionnaire indicates that the shorter

version of question 2, (which asks respondents about the influence of the events as a

whole, rather than each of the component activities that influenced their decision to

visit) is effective, and has the advantage of reducing interview time. The trialled

collection of data on the expenditure of those respondents who lived in the town and

reported that their presence in the town that day had been uninfluenced by any of the

events, was also successful.
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The trader survey indicates that the audience survey is a valid method of measuring

the effect on spending in the town on the day of an organised event.
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5 OAKHAM

Oakham is a historic market town, located in the county of Rutland. The town offers a

number of attractions to visitors, including a 12th century castle, an array of boutique

and independent shops (in addition to national retailers), and well-preserved limestone

architecture, along with quirks such as the railway signal box on which Hornby based

their model, and a number of Thomas Crapper manhole covers. Uppingham public

school is located close by, and the town has a number of restaurants, bars and coffee

shops, as well as several hotels.

5.1 The attraction

Rutland County Museum is located near the centre of Oakham. The museum was

established in 1969, and features collections of carts, tractors and other farm

machinery, as well as displays of rural trades and domestic life. It also has a visitor

centre (with information on tourist attractions in the area), a gift shop and rooms

available for hire. The museum garden is also open to the public, and a hot drinks

machine is provided for refreshments. Entrance is free of charge, and opening times

are from 10.30am to 5pm Monday to Saturday, and 2 pm to 4pm on Sundays.

Having successfully piloted the audience survey tool at cultural events in the region, it

was considered timely to broaden the focus of the fieldwork to include a cultural fixed

asset, with Rutland County museum being selected as an appropriate case study.

5.2 Data collection

The questionnaire structure/design

The questionnaire used is provided in Appendix IV. The structure of the questionnaire

was similar to those used previously to collect data at cultural events. However, a

number of changes were made to reflect, for example, that the interviewees’ status as

visitors to the attraction was already established (by virtue of the interview being

conducted inside the museum), but whether or not they would also be visiting the

town was not.

Question 1 asked whether, in addition to visiting the museum, the respondent would

be participating in other activities in the town that day, (such as shopping, visiting a

pub or restaurant, or Oakham Castle). Question 2 asked the respondent to identify

which (if any) of a list of features offered by the museum had influenced their decision

to visit. Question 3 explored the extent to which the museum had contributed to the

respondent’s decision to visit the town, in terms of both the probability in causation

and the probability in causality. Question 4 asked how many people were in the
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respondent’s party. Questions 5 and 6 called for the respondents to estimate how

much money they would spend in the museum and also in the town that day.

5.3 Procedure

In order to capture data from weekday and weekend visitors (the notion that these

two groups might have different spending habits should at least not be discounted),

the audience survey was carried out over two days: a Friday and a Saturday.

Collecting data over multiple days also served to boost the potential sample size. This

was advantageous as, based on footfall counts for the same month the previous year,

visitor numbers of the museum were predicted to be quite low, which can be

problematic for quantitative research (see data analysis and results sections for a

further discussion).

On data collection days, a team of two researchers administered the survey

throughout museum opening hours, 10.30 am to 5.00 pm. The researchers

coordinated their breaks to ensure that at least one of them was ‘on duty’ throughout

the day. The interviewers were stationed in a location such that they were able to

observe who was coming into the museum, and were also able to speak to any visitors

before they left.

5.4 Data analysis and results

The data was manually inputted into an Excel spreadsheet for cleansing and analysis.

The method of analysis is given in section 2, and for brevity will not be repeated here.

Over the two days of data collection, 40 usable interviews were obtained. The results

are summarised in Table 5.1 below.

Table 5.1: The estimated impact of visits to Rutland County Museum

Background probability of visit 0.66

Uplift achieved by attendance at museum 0.30

Expenditure at the museum (per interviewed party) Mean = £4.55

Expenditure elsewhere in Oakham attributable to museum (per
interviewed party)

Mean = £11.28

Total expenditure attributable to museum (per head) Mean = £6.74

Estimated expenditure of all visitors in January attributable to museum £6,872

N = 40
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The background probability was high (in comparison to both Spalding and

Loughborough), indicating that there was a strong chance that had the museum been

closed, many visitors would have come to Oakham that day anyway. This limits the

potential uplift that the museum can achieve to 0.36, of which the museum achieved

85% (with an observed uplift of 0.30).

The profile across the sample is illustrated in figures 5.1 to 5.3 below.
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Figure 5.1: Background probability of visit to Oakham
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Figure 5.2: Uplift in probability of visit due to museum
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Figure 5.3: Final probability of visit to Oakham

This profile has more in common with Spalding than with Loughborough. There is a

high background probability and small uplift.

The obtained sample size was very small, which gives rise to concern about the extent

to which the observed findings may be considered to be true for the population of

visitors to the museum. In order to address this, a 95% confidence interval was

calculated for the uplift. The mean uplift (which was rounded to 0.30 in Table 5.1) was

0.2953. The estimated standard deviation of this mean is 0.053. This implies a 95%

confidence interval of [0.1914, 0.3991]. In other words, with 95% confidence, we can

be sure that the true mean uplift is between 19% and 40%. This leaves quite a lot of

uncertainty about the uplift and, consequently about the economic impact. However, it

also indicates that although the obtained sample is small, it is still large enough to

determine that the museum does increase the likelihood that people will visit Oakham.

5.5 Lessons learnt

The interview team reported that it was preferable to interview visitors just before

they left the museum, once they had had an opportunity to look at the gift shop, as

otherwise they found it difficult to predict how much they were likely to spend in the

museum.

The interviewers also pointed out that in order to aid the input of the time of interview,

the time field should be in the very corner of the questionnaire (to avoid it being

obscured by the clasp used to attach it to the clipboard).

As a whole, this case study demonstrates that even a small sample can yield data that

are useful in a limited way. The Oakham data was sufficient to allow us to reject any

suggestion that the museum makes no contribution to the Oakham economy.

However, there are two caveats. First, although we can be confident that there is an

economic impact, we remain very unsure about the size of the impact. Secondly, apart

from statistical confidence there is the question of robustness. By this we mean what
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difference a few altered answers would have made to our statistics, especially the

estimated mean uplift of 0.30. Among the sample of 40 parties, there were 5

respondents who answered 0 to the second in the pair of causal questions. In other

words, they were saying that but for the museum they certainly would not have been

in Oakham. Suppose that these five respondents had been less sure of this, to the

extent of giving answers of 5 instead of 0. With the data remaining unchanged in all

other respects, the estimated uplift would have been 0.23 instead of 0.30. This

indicates that some caution is warranted in relying on the results of such a small

sample.
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6 BUXTON

Buxton is a spa town in the Peak District, with a heritage that dates back to its Roman

settlers. Although Buxton is a Derbyshire town, it is actually closer to Manchester,

Sheffield and Chesterfield than Derby. It is an established tourist destination, and has

an array of hotels, restaurants, coffee shops and bars. The town features some

notable examples of Georgian, Edwardian and Victorian architecture, in addition to

other visitor attractions, such as the Pavilion Gardens and Buxton Museum and Art

Gallery.

6.1 The event

Buxton Opera House is an Edwardian theatre, situated near the centre of the town. It

is a thriving venue for comedy, dance, music and theatre, and each February it hosts

the Four Four Time music festival (comprising a week of evening performances by a

range of high-profile musicians). The festival presented an interesting opportunity to

trial the audience survey tool, given that it was very different from the all day events

that had been used for the previous pilots in Spalding and Loughborough. However,

one difficulty that the festival presented in terms of data collection was that its

component concerts were quite diverse. As a result, it was expected that each evening

would attract quite different audiences that might consequently have different

spending habits. Therefore, in order to obtain an unbiased estimate of the economic

impact of the festival as a whole, it would be necessary to collect data across a range

of evenings. As the research team that was used to administer the questionnaire

surveys was based a considerable distance from Buxton, this would have incurred an

inconvenient amount of travelling, and as a consequence was unfeasible in this

instance. It was therefore decided to explore the economic impact of just two evenings

of the festival: Tuesday 19th February, when the main act was Richard Hawley (a

singer-songwriter); and Wednesday 20th February, when the main performance was by

All Angels (who describe themselves as a ‘female classical supergroup’).

6.2 Data collection

In common with the previous case study, at the Four Four Time Festival the

interviewees’ status as event attendees was, in effect, established by their presence at

the Opera House at the time of the concert. This eliminated the need to ask questions

that would establish whether the event had influenced the respondents’ visit

(Questions 1 and 2 in the previous versions), which afforded the opportunity to use

the questionnaire to collect some general tourism data (on how the event had

impacted on the local economy), whilst still keeping the interview time reasonably

brief. A copy of the questionnaire used can be found in Appendix IV.
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The questionnaire structure/design

Question 1 asked whether the respondent was a visitor to Buxton. If they gave an

affirmative response they were asked the remaining questions in sequence. Otherwise

they were asked questions 6 and 7 only.

Questions 2 to 4 aimed to gather ‘tourism data’ about the nature of the respondent’s

visit. Questions 2 and 3 explored the length of their visit to Buxton. Question 4 asked

whether the respondent had participated, or was planning to participate, in any other

activities (such as shopping or site seeing) whilst in the town.

The rest of the questions were the same as those used in Loughborough: Question 5

examined the extent to which the event had influenced the respondent’s visit to

Buxton. The wording of the question was changed from that used to address causality

and causation at the previous events because, in this instance, presence at the venue

implied attendance at the event.

Question 6 asked how many people were in the respondent’s party. Questions 7 and 8

explored how much money they would spend at the concert, and during their visit to

Buxton as a whole.

Procedure

On both evenings of data collection, the performances were scheduled to begin at

7.30pm. The Opera House staff advised that attendees would tend to arrive from 7pm,

which meant that the data collection period would be very narrow.

A team of four interviewers administered the survey in the forecourt just outside the

main entrance to the Opera House, from 7pm until the final call for the audience to

take their seats at 7.30pm. At the Richard Hawley event, it was noticed that many of

the attendees were coming from the nearby pub. It was anticipated that at the interval

some of them would return to the pub, affording another data collection opportunity.

As a result, for the Richard Hawley event data was also collected during the interval.

This was not the case for the All Angels concert, presumably because it attracted a

different audience demographic.

6.3 Data analysis and results

The data was manually inputted into an Excel spreadsheet for cleansing and analysis.

The method of analysis is given in section 2, and for brevity will not be repeated here.

Over the two days of data collection, 148 usable interviews were obtained (30 were

from Buxton residents, the remainder being from visitors). Table 6.1 gives a summary

of the findings for the two days combined, for visitors to the town only.


