teaching note

Strategic Event Planning for the Florida Music Festival, (FMF), USA

Summary

This case study explores the strategic event planning process
and sets out to determine how it can effectively establish events as
tourist attractions. In order to exemplify the strategic event planning
process, the Florida Music Festival is analyzed. It is a music festival in
downtown Orlando, Florida, that has existed for 15 years, yet has not
grown beyond a local event. The problem appears to stem from this
event’s inability to increase the return on investment for stakeholders,
their understanding of the current visitor profile and its incapability
to grow the attendance reach beyond that of local residence. Through
a detailed breakdown of the four-step process, the tourist market it
strategically positioned in context of its current visitor profile and the

external environment and around the internal organizational factors.

Target Audience

This case study requires knowledge of analysis techniques like
strategic planning, SWOT analysis, visitor profiles, implementation
factors, and Return On Investment (ROI). Students will be required to
think critically about strategy implementation and each individual
affect they may have on the internal and external environment.
Therefore, the case study is directed at undergraduate level students
who are enrolled for event and festival management courses and the
knowledge and skills gained from this case study can be used to ex-
pand their knowledge of the field. The case study can also be used at
graduate level event and festival management courses if the overall
assignment is to create and evaluate students’ own strategic event
planning process for a similar event.

Explanation of Teaching Objectives

Instructors will have the opportunity to introduce event tourism
to their students and will be able to effectively demonstrate one of the
established ways of creating this type of tourism in the context of specific
events and festivals. Through the evaluation of the strategic event plan-
ning process, instructors will be able to discuss the relevance of event
tourism to the event industry, the ability of a destination to capitalize on
tourism, the differences in how the internal and external environment
affect the strategies involved, the variances in benchmarking techniques,
and how each play a role in the modification of existing or less successful
strategies. Due to the comprehensive nature of the case study, students
will have to reflect on many aspects, and by the end should be able to:

2 This case study was written for the purposes of classroom discussions. It was not
intended to show effective or ineffective handling of decisions or to interrogate a
managerial situation. Published materials and academic sources were used when
preparing this case study.
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Define the concept of event tourism.

- Discuss the four sections of the strategic event planning pro-
cess and their respective evaluation techniques with regard to
building event tourism.

«  Identify major market segments and areas of improvement
based on the current visitor profile and the external and internal
environmental analyses through the creation of a SWOT Analysis.

«  Create a survey and data collection spreadsheet in order to use
comparison techniques and calculations between current and
past years to determine the most effective strategies.

«  Apply the strategic event planning process to specific events.

. Offer recommendations on how the strategic event planning
process can be utilized to analyze and manage other events
and festivals.

Teaching Approach

Each learning objective should be subdivided into a separate topic
of discussion that each build onto the previous ones. It should take
around thirty minutes to discuss the first topic and about thirty minutes
for each topic afterwards, totaling three teaching hours. This timeframe
allows for an instructor to introduce the topic, outline of industry ex-
amples, facilitate a full class discussion, and conduct an assessment.

Phase One: Introduction (30 minutes)

When introducing the case study, the instructors will request
the students to read it privately, in their own time. After reading, the
student should annotate their thoughts on what the purpose of the
case study is and how it is relevant to them and the event industry as a
whole. Each student will be required to bring the annotations to class
with discussion points and any questions they may have.

Phase Two: Outline (1 hour)

Due to the required pre-knowledge needed for the basic un-
derstanding of the case study, the instructor should briefly review
the topics of strategic planning, SWOT analysis, visitor profiles,
implementation factors, and Return On Investment (ROI). After this,
the instructor should open the class for discussion on the questions
assigned for homework. Each question should take up around five
minutes of discussion.

Once the initial discussion is over, the instructor will open a presenta-
tion detailing what event tourism is and how it affects the event industry;
he or she will outline the strategic event planning process and how it
helps to achieve the goal of shaping an event to be a tourist attraction.
He or he should begin with the definitions and present a visual display of

each topic that can be further expanded with industry examples.
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After describing the basic principles, the instructor will then out-
line the main point of the case study for the students as well as the
learning objectives.

Phase Three: Implementation (30 minutes)

Once the students understand the objectives, the instructor will
lead the class in further discussions regarding the five main questions
that the case study aims to answer. The instructor will pose each ques-
tion and allow five minutes for feedback.

Phase Four: Evaluation of Understanding (1 hour)

After briefly discussing the overall case study questions, students
should break up into groups of five or less and write answers to the
comprehension questions and tasks:

« Why are domestic and international tourists a viable market for
events in Orlando?

+  How can the strategic event planning process be used effec-
tively to capture the local community and the tourist market
for the Florida Music Festival?

«  Based on the current visitor profile and external and internal
environment and mission of the event, what new tourist mar-
ket segments and initiatives should be targeted t?

+  What are the perceived and actual effects of implementing
strategies compared to the desired outcomes?

«  How do the implemented strategies affect the return on invest-
ment for stakeholders?

Once all answers have been recorded, there should be another full
class discussion during which each group provides input on each ques-
tion. Instructor should pay close attention to answers and help steer
students in the correct direction answers are ambiguous or misguided.

Additional Reading

Herstein, R., & Berger, R. (2014). Cities for sale: How cities can attract tourists by
creating events. Marketing Review, 14(2), 131-144. d0i:10.1362/14693471
4X14024778816832.

Kemp, C. (2009). Event tourism: A strategic methodology for emergency
management. Journal of Business Continuity & Emergency Planning, 3(3),
227-240.

Li, X,, Hsu, CH.C,, & Lawton, L.J. (2015). Understanding Residents’ Perception
Changes toward a Mega-Event through a Dual-Theory Lens. Journal of Travel
Research, 53(3), 396-410.

O'Toole, W. (2011). Events feasibility and development: From strategy to opera-
tions. Oxford, UK: Butterworth-Heinemann.

References

Baker, K. G. (2006). The impact of tourism on Florida’s economy: Telling a more
complete story. Retrieved 29th of June 2015 from http://www floridatax-
watch.org/resources/pdf/tourismreportmarch2006.pdf.

Barreto, A. M. (2014). The word-of-mouth phenomenon in the social media era.
International Journal of Market Research, 56(5):631-654.

CBRE. (2012). Orlando MSA economic overview. Tourism & Travel Report.
Retrieved 29th of June 2015 from http://f.tlcollect.com/fr2/512/73754/

Journal of Hospitality & Tourism Cases

pres_CBRE_Orlando_Tourism_short.pdf.

Davies, L., Coleman, R., & Ramchandani, G. (2013). Evaluating event economic
impact: Rigor versus reality? International Journal of Event & Festival
Management, 4(1):31.

Desilva & Phillips. (2008). The events industry: The opportunity for sustained
growth. Retrieved 29th of June 2015 from http://www.desilvaphillips.com/
Insights.aspx?all=true.

Doran, G.T. (1981). There's a S.M.A.R.T. way to write management’s goals and
objectives. Management Review, 70(11):35-36.

Florida Music Festival. (2014). Attendance profile [Pamphlet]. Retrieved 29th of
June 2015 from https://drive.google.com/open?id=0B_MMTbp04LR6VURNU
jBoYONtaWs&authuser=0.

Florida Music Festival. (2015). Florida Music Festival & conference [PowerPoint
slides]. Retrieved 29th of June 2015 from https://drive.google.com/file/
d/0B_MMTbp04LR6WWpWZnVZS2JiaOk/view?usp=sharing.

Getz, D. (2008). Event tourism: Definition, evolution, and research. Tourism
Management, (3):403.

Getz, D. (2013). Event tourism: Concepts, international case studies, and re-
search. Putnam Valley, NY : Cognizant Communication Corporation.

Governor’s Press Office. (2014). Gov. Rick Scott: another record year for Florida
tourism [Press release]. Retrieved 29th of June 2015 from http://www.flgov.
com/2014/02/14/gov-rick-scott-another-record-year-for-florida-tourism/.

IAPPA. (2015). Amusement park and attraction industry statistics [Fact sheet].
Retrieved 27th of June 2015 from http://www.iaapa.org/resources/by-park-
type/amusement-parks-and-attractions/industry-statistics.

Irina PR., & Corbos, R. (2012). The role of festivals and cultural events in the stra-
tegic development of cities. Recommendations for urban areas in Romania.
Informatica Economica, 16(4):19-28.

Miller, S. R. (2007). Quantifying economic impact of community events.
Retrieved 29th of June 2015 from http://www.cea.msu.edu/uploads/files/44/
event%?20impacts.pdf.

Olsen, E. (2011). Strategic planning for dummies. Hoboken, NJ: John Wiley &
Sons.

Orlando International Airport. (2015). Monthly passenger statistics report
[Table]. Retrieved 27th of June 2015 from http://www.orlandoairports.net/
statistics/.

Preuss, H., & Solberg, H. A. (2015). Long-Lasting Tourism Impacts. In Routledge
Handbook of Sport and Legacy: Meeting the Challenge of Major Sports
Events. London: Routledge.

Randazzo, G. W. (2014). Developing successful marketing strategies. New York,
New York: Business Expert Press, 2014.

Robins, E. (2014). An Instructional Approach to Writing SMART Goals. Retrieved
18 August 2015 from http://scholarspace.manoa.hawaii.edu/bitstream/
handle/10125/32940/Final_TCC_EMRobins_04_14_2014.pdf?sequence=1.

Statista. (2015). Facts on the global tourism industry. Available 29th of June
2015 from http://www.statista.com/topics/962/global-tourism/.

SXSW. (2015). SXSW demographics [Table]. Retrieved 27th of June 2015 from
http://sxsw.com/sites/default/files/attachments/SXSW-Demographics.pdf.

United States Census. (2015). State & county quickfacts [Table]. Retrieved 29th
of June 2015 from http://quickfacts.census.gov/qfd/states/12/1253000.html.

Visit Orlando. (2015). Orlando Market Indicators [Table]. Retrieved 27th of June
2015 from http://media.visitorlando.com/research/research-summary/.

71





