Musselburgh Racecourse’s Ladies Day 

– Scottish Racing’s First Advance Sell Out
Précis 

2007 Ladies Day at Musselburgh Racecourse was a notable milestone in Scottish sporting history as the first Scottish horseracing event to sell out in advance.  Musselburgh Racecourse transforms it’s venue to create a unique racing event, and aims to deliver excellence in racing, social and leisure experiences for all its customers.   

Executive Summary 

Since it’s inception in 2004, Ladies Day at Musselburgh Racecourse has become established as one of the premier events in the Scottish sporting calendar.   Though it is successful in it’s current format, we endeavour to improve and innovate the experience for all our customer groups every year – racegoers, hospitality clients and event sponsors.  

Musselburgh Racecourse’s customer service promise commits us to providing a horseracing experience with style and flair.  Customers will experience a warm welcome with personal, professional and courteous service.  We are driven by a passion for what we do to provide excellence in all areas. On Ladies Day, our flagship day with maximum crowds, terrestrial TV coverage, and our most expensive dining areas and sponsorship packages, it is essential that this is delivered.

This submission aims to demonstrate:

· How Musselburgh Racecourse ensures the customer is at the heart of it’s strategic marketing decisions

· That Ladies Day has become established as an event focused on delivering continuing excellence to all it’s customers

· How Musselburgh Racecourse achieved exceptional results in delivering the Ladies Day Event in 2007.

· How Musselburgh Racecourse generated over £38 income for every pound spent on marketing and promotion.
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Background

Historic Musselburgh Links has been a venue for horse racing since 1816, and has undergone a vast transformation in the past 15 years. In the early 1990s Musselburgh Racecourse was on the verge of closure with attendance figures in the 20,000s. Today it’s annual attendance tops 70,000 and it was awarded 5 Star Visit Scotland Visitor Attraction status in December 2006.   

We are a small team with 10 Full Time Staff (5 Office based, 5 Groundstaff), and all strategic planning and marketing delivery is carried out in-house, except for a PR consultant (Stephen Rafferty) who assists with press releases, and a design agency (Covell) for ad design.  As a not for profit organisation, everything we earn is invested back into Musselburgh Racecourse to ensure we continue to provide the best facilities for all our customers.

Traditionally Musselburgh Racecourse’s core customer has been strongly male orientated (75%). From research we are also aware that our customer base is more diverse than other sporting businesses – attracting the complete socio-demographic spectrum.  

The marketing challenge with Ladies Day is to effectively segment, target and position the Event to attract a sell out attendance.  To attract new customers we need to effectively communicate the image of horseracing and the facilities at Musselburgh Racecourse as glamorous and stylish. Additionally regular racegoers are welcomed, however encouraged to perceive the event as a special occasion.   This requires creating a high level of awareness amongst its actual and potential customers of the concept of a ‘Ladies Day at the races’. 

Another communication challenge is that historically racegoers have purchased tickets at turnstiles on the day. In May 2005, Musselburgh was the first small racecourse to introduce a bespoke web- based ticketing system. This has enabled Musselburgh Racecourse to encourages advance web sales, capture data on its customers, and use e-marketing strategies to grow attendance and awareness of it’s Ladies Day Event. 

Through it’s effective use of these systems, PR, and strategic marketing, Musselburgh Racecourse has encouraged a new customer to the racecourse and a significant behavioural change in the conduct of racegoers.  
Objectives – Ladies Day 2007
· Increase attendance figures and revenue by 10% v 2006

· Increase advance bookings by 50% on 2006  

· Increase spend per head on the core activities of eating, drinking and betting, each by 15% v 2006 

· Increase sponsorship income by 20% v 2006

· Attract visitors from outside of the Edinburgh postcode area, to comprise 25% of advance bookings

· To extend press coverage from the Sports section to include editorial pieces within the main and entertainment sections of key media titles – Edinburgh Evening News, The Scotsman, Daily Record and No.1 Magazine

· Monitor customer perception of the key elements of the Event experience through online questionnaire and achieve overall customer experience of + 2.

Research 

Musselburgh Racecourse places it’s customers at the heart of its business, and is constantly inviting feedback and customer opinions to improve the Event experience. 

In 2006 we carried out a racegoer customer survey with 30 customers on all its racedays including Ladies Day, which gave us an overview of attitudes towards the racecourse. 

To build on this in 2007 we have introduced online surveys, which are emailed to all advance ticket bookings with a thank you message for attending the day after the raceday.  We ask the customer to rate us on a series of measure where Excellent = 3, Very Good = 2, Good = 0.5, Poor = - 2.  This has greatly improved our ability to get and act upon immediate customer feedback from a significant proportion of our customer base.   Any measures falling under + 2 are immediately investigated.

Since the introduction of our online bookings system, we can also profile the data collected on customers so we understand our individual raceday customer profile better.

We also send questionnaires to our corporate racegoers and sponsors to identify their feedback on all areas and ensure packages are developed tailored to their requirements. 

We have monthly meetings to analyse all feedback and ensure customer comments lead us in our strategic decision-making.  

Strategic Marketing Plan 

In developing the Strategic Marketing Plan for Ladies Day, firstly we reviewed the feedback and other commercial and marketing information collated from the previous year’s Ladies Days.  This helped us identify the current customer profile, and areas of improvement for 2007. 

Through this we can better differentiate the position of Ladies Day within the leisure industry, and develop an enhanced offering in all areas to appeal to the target audience of females and males from ABC1 income groups in East Lothian, Edinburgh, and beyond. 

We organise suitable food and drink packages and offerings, and events for fashion conscious racegoers including Fashion in the Field competitions for the best-dressed racegoers to position Ladies Day as a primary social event in the Scottish calendar.

A key strategic direction with Ladies Day is maximising the potential of our website and online ticketing systems.  The key message of all marketing communications was therefore to promote the website as the preferred method of booking, and supporting this with a discounted price. 

Another key element of the strategic marketing plan is delivering appropriate sponsors given the target audience, and who will work in partnership with us to enhance the customer experience on the day. 

For headline sponsorship we approached GNER, as we were keen to work with a transport provider who would help us reach a wider geographic audience. We are also working towards a more sustainable business, encouraging racegoers to travel by train to alleviate local congestion.  GNER had been involved with the 2006 Ladies Day, and developed their sponsorship at Musselburgh to envelop a wider campaign to encourage coming racing by train along the East Coast mainline.   

Beneath the headline sponsor, we also wished to put together a stronger sponsorship base than previous year’s including affiliate sponsors for both the racing and the day’s activities.  Sponsors such as Cruise and Edinburgh Bentley help build the profile of the event and enhance the day’s perception with its target audience. 

Marketing and Promotional Activities

An activity programme for the day was formulated based on the target audience, supported by a specific press, marketing and communications campaign. 

· A PR Plan was developed alongside our PR consultant to ensure an effective launch to achieve the objectives of the sponsors and the racecourse, numerous photo stories over a six week period in the lead up to the day, and reinforcement of the marketing plan through editorial coverage

· To keep the profile of the event in the public domain, we also encouraged post-event coverage including feature pages in Number 1 magazine, and regular stories in Autumn/Winter 07 reinforcing the success messages of the 2007 event.

We also used the following tactics to ensure the messages being communicated were integrated throughout the marketing and communications mix with all elements of the strategy: 

· Advance sales through the racecourse website were promoted in all media, with online discounts only available to advance booking customers.

· Special offers and promotions were offered in association with GNER including customer competitions in targeted publications, and promotion on the GNER website.  

· Advertising and PR activities in the Borders & North Eastern England to increase visitors to East Lothian for this weekend.

· Organising a co-ordinated public transport plan including courtesy buses from Edinburgh Waverley and Wallyford train stations

· Differentiating the Racecourse for racegoers on the day to create a unique Musselburgh Racecourse destination through landscaping, fashion activities and music

· Using proven media such as Forth Radio, Johnston Press and the Scotsman Publications, but in a more targeted manner with new style adverts. 

· Testing entertainment magazines and different media to carry our messages directly to the appropriate audience, with mechanisms in place to measure response
· Using our racecourse database for a direct mail and email marketing campaign
Results 

	
	2007
	2006
	Actual % 
	Target %

	Admission Income (£)
	92,134
	64,927
	+ 42%
	+ 10%

	Attendance
	7,227
	5,704
	+ 27%
	+ 10%

	Betting Commission (£)
	5,092
	3,828
	+ 33%
	+ 15%

	Catering Commission (£)
	19,419
	14,072
	+ 38%
	+ 15%

	Sponsorship (£)
	38,000
	29,500
	+ 29%
	+ 20%

	Advance Bookings
	6,227* 
	2,996
	+ 108%
	+ 50%


· The first ever sell out in Scottish Racing history. The only racecourses to sell out in advance before are Cheltenham Gold Cup Day and Royal Ascot Ladies Day – 2 of the biggest racedays in the UK.

· Return on Investment - £38.40 income was generated for every pound spent. 

· A loss on the Event in 2006 turned into a profit of £35K in 2007.

· 38% of bookings from outside of EH postcodes (v 25% target). 
· 12% of bookings are groups travelling from England – our highest percentage ever for a raceday event at Musselburgh 
· 52% of bookings are Female
· Customer Satisfaction Rating with the Overall Experience of Ladies Day: + 2.12 (Target +2) 
· 7,000 free Race programmes handed out containing information about future events at Musselburgh Racecourse and Scottish racing 

Evaluation 

The project was a great success as all measurable objectives were exceeded, and in many cases by much greater than we had initially planned for.  

Particularly pleasing was the increase in spend per head on the Raceday, which was over and above the increase in attendance.  Feedback from the day suggests we could do even better in this regard, and as a result, we are introducing more eating and drinking facilities for 2008.

Turning the day around from making a loss in 2006 to a profitable enterprise was a key success, and will enable us to invest further in improvements for 2008. 
The consumer data captured from the advance booking sell out will increase our mailing and email databases, and will be followed up with targeted communication.  

The online survey feedback from this day has been instrumental in helping us put together the plans for 2008.

Conclusion

Musselburgh Racecourse’s Ladies Day 2007 was it’s most successful yet.  Not only did it make Scottish horseracing history, it generated a profit for the Racecourse and achieved all it’s stated objectives.  The objectives were set at what had appeared in advance of the event at a high level for an established event in it’s fourth year, however, we achieved above target in all areas. 

With annual attendance at Musselburgh Racecourse continuing on an upward trend, and a greater percentage of racegoers coming from outwith the Edinburgh area, the marketing activities undertaken for Ladies Day look likely to deliver a positive longer-term impact. Musselburgh Racecourse views itself as an important attraction within East Lothian and contributor to the community – it’s continued success will ultimately benefit the local and regional economies through expenditure by customers in the area, creating new employment opportunities at the racecourse and beyond.    

