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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Rhiannon Gratrix

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	  ☒ 
	Taught Postgraduate Student
	  ☐ 
	Postgraduate Research Student
	  ☐ 



	3
	Institute/Academic Discipline/Centre:
	Institute of Management and Health


	4
	Campus:
	SA1 Waterfront Campus


	5
	E-mail address:
	2103772@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	07449 176157

	
	For students:

	7
	Student Number:
	2103772

	8
	Programme of Study:
	Events and International Festivals Management

	9
	Director of Studies/Supervisor:
	Emma Roberts





SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	  ☒ 
	NO
	  ☐ 

	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	  ☐ 
	

	
	
	Institute Research Committee
	  ☐ 
	

	
	
	Director of studies / Supervisor

	  ☒ 
	12/11/23



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	  ☒ 

	2
	UWTSD Research Data Management Policy
	  ☒ 

	3
	UK Data Protection Act 2018
	  ☒ 

	4 
	General Data Protection Regulation (GDPR)
	☒



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	Swansea Arena


	2
	Contact person name
	James Morgan


	3
	Contact person e-mail address

	JamesMorgan@theambassadors.com 

	4
	Is your research externally funded?
	YES
	  ☐ 
	NO
	  ☒ 

	5
	Are you in receipt of a KESS scholarship?
	YES
	  ☐ 
	NO
	  ☒ 

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	  ☐ 
	NO
	  ☒ 

	7
	
	Employed
	YES
	  ☐ 
	NO
	  ☒ 

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	  ☒ 
	NO
	  ☐ 

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	  ☐ 
	NO
	  ☐ 




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	  ☐ 
	NO
	  ☒ 

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Independent project on Swansea Arena

	2
	Proposed start date:
	12/11/2023
	Proposed end date:
	03/05/2024

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
What the research activity will add to the body of knowledge 
How it addresses an area of importance. 

	3
	Purpose of Research Activity
To develop the ability of students to engage critically and innovatively with theory and/or practice relevant to their studied subject areas in order to produce a discipline specific in-depth project.


(this box should expand as you type)

	4
	Research Question
How is the student’s discipline knowledge and understanding demonstrated in a case study portfolio of Swansea Arena?

(this box should expand as you type)

	5
	Aims of Research Activity
To produce a 10,000-word discipline specific in-depth project. 


(this box should expand as you type)

	6
	Objectives of Research Activity
This project portfolio will include:
Proposal and Ethics Approval (2,000 Words)
Case Study (4,000 Words)
Event Planning Documents (4,000 Words)
(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	A mixed methods research style will be applied within this research activity combining both quantitative and qualitative research methods. By applying a mixed method strategy, a methodological triangulation is required which is where two or more research methods are used within a single study (Boyd, 2001). Researchers claim triangulation can help to overcome the bias in single-method research studies (Denzin, 1989. Casey and Murphy, 2009). Triangulation if applied correctly can enhance the validity and credibility of a study (Silverman, 2001). By considering three points of evidence, you enhance the strength of the research. In this research project more than three are proposed allowing a contingency if one is faced with strong limitations.
This research project will have a significant application of the case study method in relation to this project the subject is an event (Yin, 2018) (Saunders et al, 2019 p. 196) at Swansea Arena. This method is applied as it is an investigation conducted within a real-life context (Yin, 2018). Throughout this proposal consideration has been made into Yin’s suggestion that an exemplary study consists of five main characteristics. Therefore, this research study has been constructed to meet these characteristics which state the research must be significant, complete, consider alternative perspectives, display sufficient evidence and be composed in an engaging manner (Burns et al, 2004. p.42).
Completion of this project using mixed method research can balance the limitations of each applied method (Boyd, 2001). Overall, it can provide stronger evidence and increases the validity of the findings (McKim, 2017). Research will be conducted at Swansea Arena and the university campus where appropriate and safeguarding risks regarding allegations of inappropriate behaviour or abuse from the public can be mitigated. 
When selecting relevant data collection methods considerations must be made into several factors including feasibility, ethical considerations, and is the research necessary, realistic, and useful to the study. All discussed methodology has been considered against these criteria and deemed not only relevant but beneficial to the project and meets all necessary requirements. By maintaining research validity and credibility all data can be considered useful and appropriate planning allows relevant complications and risks to be highlighted and mitigated ensuring the proposed methods are feasible and realistic. 

Primary Data Collection
During the research proposal the research question is a primary focus, and all unnecessary research has been removed. As this is an exploratory research project a significant weighting of primary data is required to enforce credibility of data through comparison (Singh, 2007). 
Primary data collection methods allow accurate and reliable data to be collected. In this research project primary data will be collected through structured non-participant observations using participant diaries, written structured interviews, and focus groups. When combined this methodology allows reliable, relevant, and credible data to be produced.

Structured Non-Participant Observation
By conducting a structured non-participant observation using reflective diaries, the researcher can receive a more objective view on the situation (Coolican, 2014). This research will be conducted without participants knowledge of research being conducted. When considering Hawthornes theory by completing the observation without participant knowledge you mitigate observational bias and increase the credibility of collected data (Muldoon, 2012). Throughout this project researcher subjectivity has been considered to alleviate bias in data (Coolican, 2014). Research will be gathered relating to participant engagement, visible satisfaction and interactions with staff and the event. This should create a clear 

Interviews
Interviews will be conducted as both a written structured interview and a written unstructured interview amongst staff, participants and management during the event. Structured interviews are constructed of standardised questions that allow a statistical analysis to be completed if conducted on a large sample (Xu, 2023). Whereas an unstructured interview allows focused and in-depth data to be collected with open-ended that if applied in line with the subject scope can challenge the researcher's preconceptions of the topic (Xu, 2023). 
Detailed interviews allow easy clarification of participants responses and by producing open-ended questions detailed information can be collected. This data collection method once completed will allow the researcher to conduct a thematic analysis and identify relevant patterns amongst the data deriving credible themes (Clarke, and Braun, 2017). Prior to completion a brief interview schedule will be constructed highlighting additional interview question prompts, timings, appropriate preparations and identifying participants through the application of a purposive sampling method. For approval attached in figure 2 below is a copy of the proposed interview questions, along with what group of individuals they are proposed to be for. The proposed questions will allow access to first-hand experiences on the success of the event providing data for necessary improvements and effective strategies being used already.
As the interviews will be written data can be collected and analysed after the event, presentation of data is not significant for this reason however during the thematic analysis anonymity will be maintained using only a name and position within the event.

Focus Groups
Focus groups are proposed as they produce in-depth insights and rich qualitative data (Hennink, 2014) which can be applied to increase validity and credibility of the data collected.
All participant involved data collection methods excluding the non-participant observation will require a consent form to be completed, which is attached within this document, which along with a participant briefing and de-briefing will allow the participant information regarding their involvement in the research project.
By conducting a focus group further open-ended questions can be asked to receive data regarding the success of the event with views from management through to participants allowing access to data on categories from guest satisfaction to economic success.

Secondary Data Collection
When considering secondary data collection, it will be used in support with the primary to reinforce the credibility of the primary data collected. It will be collected through relevant public data such as websites, financial reports and company reports, organisational data with permission from management and online netnography through sites such as TripAdvisor. All secondary data collection methods stated provide easily accessible information which can be applied as additional resources for comparison in the study (Smith, 2008).
(this box should expand as you type)

	
	Location of research activity
Identify all locations where research activity will take place.

	8
	Data will be collected at the venue (Swansea Arena) during the event, research methods will be completed in the Arena post event and at the SA1 University campus where appropriate. Data will be collected online through secondary research methods including public data and online netnography.
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	Research will not be conducted outside the UK.

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	  ☐ 

	
	
	YES
	  ☒ 

	11
	Documentation will be collected from the research institution and considered organisational data with permission, UK data protection law (2018) will be maintained by securely storing data on password protected devices or protected cloud storage on the University Office 365 system, which is a GDPR-compliant storage, data will not be shared. In accordance with the data protection act 2018, the institution has the right to see all data relating to them which on request will be immediately deleted and not used within the project.
(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	  ☐ 
	  ☒ 

	13
	A resilient Wales
	  ☐ 
	  ☒ 

	14
	A healthier Wales
	  ☐ 
	  ☒ 

	15
	A more equal Wales
	  ☐ 
	  ☒ 

	16
	A Wales of cohesive communities
	  ☐ 
	  ☒ 

	17
	A Wales of vibrant culture and thriving Welsh language
	  ☐ 
	  ☒ 

	18
	A globally responsible Wales
	  ☐ 
	  ☒ 

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	  ☐ 
	  ☒ 

	2
	Use of interviews?
	  ☒ 
	  ☐ 

	3
	Use of focus groups?
	  ☒ 
	  ☐ 

	4
	Use of participant diaries? 
	  ☒ 
	  ☐ 

	5
	Use of video or audio recording?
	  ☐ 
	  ☒ 

	6
	Use of computer-generated log files?
	  ☐ 
	  ☒ 

	7
	Participant observation with their knowledge?
	  ☒ 
	  ☐ 

	8
	Participant observation without their knowledge?
	  ☐ 
	  ☒ 

	9
	Access to personal or confidential information without the participants’ specific consent?
	  ☐ 
	  ☒ 

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	  ☐ 
	  ☒ 

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	  ☐ 
	  ☒ 

	12
	Investigation of participants involved in illegal activities?
	  ☐ 
	  ☒ 

	13
	Use of procedures that involve deception?
	  ☐ 
	  ☒ 

	14
	Administration of any substance, agent or placebo?
	  ☐ 
	  ☒ 

	15
	Working with live vertebrate animals?
	  ☐ 
	  ☒ 

	16
	Procedures that may have a negative impact on the environment?
	  ☐ 
	  ☒ 

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	  ☒ 
	  ☐ 

	
	Details of any other primary data collection method:
Surveys


(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).
If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	  ☒ 
	  ☐ 

	2
	Adults (over the age of 18 and competent to give consent)?
	  ☒ 
	  ☐ 

	3
	Vulnerable adults?
	  ☐ 
	  ☒ 

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	  ☐ 
	  ☒ 

	5
	Prisoners?
	  ☐ 
	  ☒ 

	6
	Young offenders?
	  ☐ 
	  ☒ 

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	  ☐ 
	  ☒ 

	8
	People engaged in illegal activities?
	  ☐ 
	  ☒ 

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	  ☐ 
	  ☒ 

	
	Details of any other participant groups:
(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Survey/Questionnaire will be completed by 5-30 participants. A focus group will contain between 5 and 8 participants. Short interviews will be conducted with 5 to 20 participants (5-10 mins). Non-participant observations will be conducted on a much larger scale, observing all attendees with relevant activities to the study.
(this box should expand as you type)

	11
	Who will the participants be?

	Participants will include event staff, management, attendees and performers. They will be specific job roles or those with relevant information.
(this box should expand as you type)

	12
	How will you identify the participants?
	A purposive sampling approach will be applied when conducting all research methods as it is used to identify participants that are most likely to supply appropriate and applicable information (Kelly, 2010). Participants with relevant information to this research project will include staff, attendees, performers and management.
(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	  ☒ 
	  ☐ 
	  ☐ 

	14
	Will you tell participants that their participation is voluntary?
	  ☒ 
	  ☐ 
	  ☐ 

	15
	Will you obtain written consent for participation?
	  ☒ 
	  ☐ 
	  ☐ 

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	  ☐ 
	  ☐ 
	  ☒ 

	17
	If the research is observational, will you ask participants for their consent to being observed?
	  ☐ 
	  ☒ 
	  ☐ 

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	  ☒ 
	  ☐ 
	  ☐ 

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	  ☒ 
	  ☐ 
	  ☐ 

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	  ☒ 
	  ☐ 
	  ☐ 

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	  ☒ 
	  ☐ 
	  ☐ 

	22
	If NO to any of above questions, please give an explanation 

	
	Observations will be conducted as a non-participant observation to ensure behaviour patterns and interaction with event are not influenced because of known participation. Observational bias could occur due to the Hawthorne effect where studies found that the awareness of being studied had a possible impact on behaviour patterns (Muldoon, 2012).
(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	  ☐ 
	  ☒ 
	  ☐ 

	25
	Is specialist electrical or other equipment to be used with participants?
	  ☐ 
	  ☒ 
	  ☐ 

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	  ☐ 
	  ☒ 
	  ☐ 

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	  ☐ 
	  ☒ 
	  ☐ 

	28
	If YES to any question, please provide full details 

	
	
(this box should expand as you type)



SECTION H: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	  ☐ 

	
	
	No
	  ☒ 

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
Loss of confidentiality.
Intrusion on privacy.
Fire and first aid (researcher not familiar with emergency procedures – delayed response).
Emotional distress.
Transfer of personal data (consent forms).
Sensitive information from organisation.
(this box should expand as you type)
	How you will mitigate the risk to participants:
Password protected devices used for data storage (GDPR-compliant storage devices).
Only ethically approved data collection methods.
Avoid distressing and personal questions.
Avoid collection of special category data.
Ensure emergency routes are known prior to event and trained staff are present at event.
(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	Not applicable to this research project. 

(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
Misallocation of resources.
Physical harm.
Harassment.
Verbal abuse.
Breach of anonymity 
Safeguarding – compromising positions allows accusations of improper behaviour.
Health and safety – physical harm (trips, slips or falls).
Conflict of interest.
(this box should expand as you type)
	How you will mitigate the risk to the investigator:
Research in a secure and well-known location.
Only ethically approved data collection methods.
Avoid distressing and personal questions.
Avoid collection of special category data.
Construct relevant research plan to ensure resources are allocated appropriately.
(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Reputational risk – damage to perception of the University.
(this box should expand as you type)
	How you will mitigate the risk to the University:
Only research in agreement with ethical approval received from the university. 


(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
N/A

(this box should expand as you type)
	How you will mitigate the risk to environment:
N/A


(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	  ☐ 
	  ☒ 
	  ☐ 

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Feedback will be available for participants aware of their involvement in the research, all active participants will be provided with the principal researcher’s university email address where they are able to contact requesting further details or results.
(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	An online questionnaire will be conducted which informs participants the purpose of the research project at the beginning and concludes with a compulsory tick box question (Yes or No) regarding consent to use data. When conducting paper questionnaires participants will have to sign an appropriate consent form. This data will be stored appropriately and classified as personal data. 
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Surveys/Questionnaires will be conducted anonymously amongst staff and attendees. Names will not be included within research task without written or digital explicit permission and will only be requested from management and vital sources of information. 

(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☒

	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	Consent forms completed by participants will be collected if questionnaires are completed as a paper form.
(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒


	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	  ☒ 
	  ☐ 

	6
	University computers?
	  ☒ 
	  ☐ 

	7
	Private company computers?
	  ☐ 
	  ☒ 

	8
	Home or other personal computers?
	  ☒ 
	  ☐ 

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	  ☒ 
	  ☐ 

	10
	“Cloud” storage or websites?
	  ☒ 
	  ☐ 

	11
	Other – specify:

	  ☐ 
	  ☒ 

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All data will be stored on password protected devices or protected cloud storage on the University Office 365 system, to maintain GDPR-compliant storage usage, and will not be shared. Data will not be shared via USB sticks. All personal data (consent forms) will be stored securely within a locked filing cabinet and destroyed upon the completion of the research project. All information excluding consent forms will remain anonymous and consent forms will not be used for names or data within the project to maintain participant anonymisation. 
(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	  ☒ 
	  ☐ 

	14
	Sharing of data with others at the University outside of the immediate research team?
	  ☐ 
	  ☒ 

	15
	Sharing of data with other organisations?
	  ☐ 
	  ☒ 

	16
	Export of data outside the UK or importing of data from outside the UK?
	  ☐ 
	  ☒ 

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	  ☐ 
	  ☒ 

	18
	Publication of data that might allow identification of individuals?
	  ☐ 
	  ☒ 

	19
	Use of data management system?
	  ☒ 
	  ☐ 

	20
	Data archiving?
	  ☒ 
	  ☐ 

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	All data will be stored on password protected cloud storage on the University Office 365 system, which is a GDPR-compliant storage method, data will remain confidential and will not be shared. All data shared will be shared with either the immediate research team or members of management among the research institution. Data will be securely stored until the completion of the project and then deleted. In obedience to the DPA2018, all participants have the right to see all data relating to them which on participants request will be immediately deleted and not used within the project.
(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	The principal researcher, the supervisor of the project, a representative within Swansea Arena (an industrial partner) and external examiners upon completion.
(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The principal researcher will be the sole custodian for data generated by research activities.


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	Data will not need to be archived for this project because it is not required in future tasks or needed for long-term retention requirements.
All data will be stored on password protected cloud storage on the University Office 365 system, data will remain confidential and will not be shared. All data shared will be shared with either the immediate research team or members of management among the research institution. Data will be securely stored until the completion of the project and then deleted. 
(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	Data will not be stored within the UWTSD Research Data Repository.


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	  ☒ 

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	  ☒ 




SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	RGratrix
	Date: 12/11/23




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Emma Roberts
	Date: 12/11/23

	3
	Signature:
	RGratrix

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	  ☒ 
	I have read the guidance notes supplied before completing the form.

	  ☒ 
	I have completed ALL RELEVANT sections of the form in full.

	  ☒ 
	I confirm that the research activity has received approval in principle

	  ☐ 
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	  ☐ 
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	  ☒ 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	  ☒ 
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.


Research briefing
This is a case study for my Final Independent Project for my degree studies. Thank you for participating. I am interested in exploring the business and working practices of the Swansea Arena. This case study will only be used for my assignments and will only be read by my supervisors and examiners.
The main research procedure I am using is written structured interviews and it will take approximately 10 minutes to complete. You may withdraw at any time. Your data will be treated confidentially and stored safely.
My name and contact details are:
Name – Rhiannon Gratrix
Student email - 2103772@student.uwtsd.ac.uk 
I am studying a BA Events and International Festival Management within the department of Hospitality and Tourism management at UWTSD.
 
Consent Form
Please confirm:
	 
	Please tick

	I consent to this interview and understand data will be stored safely on university storage.
	 

	I understand this data will be held confidentially and safely and be deleted at the end of my course.
	 

	I understand I can withdraw at any time
	 


 
Signature:								Date:
 
De-briefing
Thank you for participating in my research. I am exploring events at Swansea Arena within the Welsh travel and tourism industry across the Swansea region as part of my degree studies.
My supervisor is Dr Emma Roberts at e.roberts@uwtsd.ac.uk if you have any concerns or questions.

Figure 1 – Consent Form and De-Briefing


	Interviewee
(will they be asked?)
	Management
	Staff / Volunteers
	Participant
	VIP / Performers

	In your words, how successful do you think the event has been?
	Yes

	Yes

	Yes

	Yes


	Did you feel the event was engaging the audience?
	Yes

	Yes

	Yes

	Yes


	Are there any changes you would make to better the event? 
	Yes

	Yes

	Yes

	Yes


	What was your level of satisfaction with the event?
	Yes

	Yes

	Yes

	Yes


	Which elements of the event did you like the most?
	Yes

	Yes

	Yes

	Yes


	What, if anything, did you dislike about the event?
	Yes

	Yes

	Yes

	Yes


	Do you feel roles were clearly communicated?
	Yes
	Yes
	No
	No

	Why did you choose to attend our event and what are you hoping to take away from the experience?
	No
	Volunteers - Yes
	Yes

	Yes


	How did you hear about this event?
	No
	Volunteers - Yes
	Yes

	Yes


	Please share your thoughts on the event as a whole
	Yes

	Yes

	Yes

	Yes


	Did the event meet your expectations? Why or why not?
	Yes

	Yes

	Yes

	Yes


	Are you likely to participate in one of our events in the future?
	Yes

	Yes

	Yes

	Yes


	Would you tell others about your experience?
	No
	Yes

	Yes
	Yes


	Is there anything else you would like us to know?
	Yes
	Yes
	Yes

	Yes




 Figure 2 – Example of thematic analysis & proposed questions

[bookmark: _Toc1808877714]Action Plan
Project Action Plan: ITT Future You Event
Objective: To plan, execute, and evaluate the ITT Future You event, incorporating ethical considerations, a case study approach, and comprehensive event planning documentation.
Ethical Considerations:
· Develop an Ethical Approval Form outlining the research objectives, methodology, participant rights, confidentiality measures, and procedures for obtaining informed consent.
· Submit the Ethical Approval Form to the relevant institutional review board for review and approval before commencing data collection.
· Ensure all team members are familiar with ethical guidelines and protocols for conducting research involving human participants.

Case Study Development:
· Identify key stakeholders, objectives, and research questions for the case study component of the project.
· Develop a case study protocol outlining the scope, methodology, data collection procedures, and timeline for conducting interviews, observations, and document analysis.
· Recruit participants for the case study, ensuring diversity in perspectives and roles within the event planning and execution process.
· Conduct interviews, observations, and document analysis according to the case study protocol, documenting findings and insights for analysis.

Event Planning Documents:
· Develop comprehensive event planning documents, including a project timeline, risk management plan, marketing strategy, and communication plan.
· Establish clear roles and responsibilities for team members involved in event planning and execution, ensuring alignment with project objectives and timelines.
· Implement a contingency plan to address unforeseen challenges or disruptions during event planning and execution, ensuring continuity and risk mitigation.
· Monitor progress against the event planning documents, adjusting strategies and tactics as needed to ensure successful event delivery.

Integration and Evaluation:
· Integrate ethical considerations, case study findings, and event planning documents throughout the project lifecycle, ensuring alignment with project objectives and ethical guidelines.
· Evaluate the effectiveness of the event planning process and execution, soliciting feedback from stakeholders, participants, and team members.
· Analyse case study data to identify key learnings, best practices, and areas for improvement in future event planning and execution.
· Prepare a comprehensive project report documenting the project methodology, findings, recommendations, and lessons learned, adhering to ethical guidelines and confidentiality requirements.

Continuous Improvement:
· Establish mechanisms for continuous improvement based on project outcomes, stakeholder feedback, and evaluation findings.
· Implement recommendations from the project report to enhance future event planning processes, ethical practices, and case study methodologies.
By following this action plan, the project team can effectively plan, execute, and evaluate the ITT Future You event while incorporating ethical considerations, conducting a robust case study, and developing comprehensive event planning documentation.

[bookmark: _Toc157845374]Event Planning Documents
[bookmark: _Toc1922722196]Introduction
The ITT Future You event is a platform for learning, networking, and career development surrounding the travel and tourism industry. This event is hosted in collaboration with universities and colleges across the UK, with the University of Wales Trinity Saint David hosting the February 2024 event at Swansea Arena (ITT Future You, 2023). Embodying innovation and excellence within the industry the event is designed to shape the future of the travel and tourism sector, it offers a dynamic blend of educational programs, immersive experiences, and networking opportunities. Through its strategic partnerships with the University of Wales Trinity Saint David they were able to become a ground-breaking award-winning event, nurturing growth and success of aspiring professionals within Wales.
The ITT Future You event is a forward-looking initiative that is being hosted at Swansea Arena on the 27th of February 2024 by UWTSD events students in partnership with the Institute of Travel and Tourism (ITT) aiming to inspire and guide individuals towards successful careers in the travel and tourism industry.
The main objective of the ITT Future You event is to provide aspiring professionals with insights, knowledge, and networking opportunities to help them navigate the dynamic landscape of the travel and tourism sector (ITT Future You, 2023).
The event will feature a combination of keynote speeches, panel discussions, workshops, and networking opportunities led by industry experts and seasoned professionals. Participants will have the opportunity to engage with speakers, ask questions, and gain valuable advice and perspectives on various aspects of the travel and tourism industry.
This event is tailored for students, recent graduates, and young professionals aspiring to build successful careers in travel, tourism, hospitality, and related sectors. It provides a platform for individuals at different stages of their career journey to connect, learn, and explore opportunities within the industry.
Participants benefit from exposure to industry insights, career advice, and networking opportunities that can help them make informed decisions about their career paths and gain a competitive edge in the job market (ITT Future You, 2023). The event also allows attendees to expand their professional networks, connect with potential mentors and employers, and explore internship or job opportunities within leading travel and tourism organisations.
In summary, the ITT Future You event serves as a valuable platform for fostering talent development, industry innovation, and career progression within the dynamic and ever-evolving realm of travel and tourism.
[bookmark: _Toc1747567584]Aims
The principal researcher undertook the roles of media and front of house manager with the aim to ensure effective communication, engagement, and coordination both online and on-site to enhance the overall attendee experience and event success (Mohammed, 2024).
Social Media Management:
· Develop and execute a comprehensive social media strategy to promote the event, increase awareness, and drive attendance (Shweta, 2024).
· Create engaging content for various social media platforms, including Facebook, Instagram, and TikTok, to generate excitement and encourage participation.
· Monitor social media channels for audience feedback, inquiries, and engagement, and respond promptly to queries and comments (Mohamed, 2024).
Audience Engagement:
· Encourage attendees to share their experiences, photos, and insights using event-specific hashtags, creating a sense of community, and amplifying the event's reach.
Front of House Management:
· Oversee front-of-house operations, including registration, check-in, and attendee assistance, to ensure smooth and efficient event entry and navigation.
· Supervise front-of-house staff and volunteers to provide excellent customer service and address attendee needs and inquiries professionally and courteously.
· Coordinate with venue staff and security personnel to maintain a safe and welcoming environment for all attendees throughout the event.
Communication and Coordination:
· Collaborate closely with the marketing team, event organisers, and external stakeholders as with appropriate input from all relevant stakeholders and aligned social media activities with overall event objectives and messaging the campaign can achieve its marketing goals (Hooley et al, 2020).

By effectively managing social media presence and front-of-house operations, the social media and front of house manager holds a crucial role in enhancing attendee engagement, satisfaction, and overall success of the ITT Future You event.

[bookmark: _Toc813033327]Roles and Responsibilities
The roles and responsibilities of the social media and front of house manager at the ITT Future You event encompass a wide range of tasks related to communication, engagement, coordination, and customer service (Hamilton, 2023).

Social Media Management:
· Develop and implement a comprehensive social media strategy to promote the event and increase attendance.
· Create engaging content for various social media platforms, including Facebook, Instagram, and TikTok.
· Schedule posts, monitor engagement, and respond to comments and messages in a timely manner.
· Use analytics tools to track the performance of social media campaigns and adjust strategies as needed to optimise reach and engagement.
· Coordinate with the marketing team to ensure consistent messaging across all social media channels.
Audience Engagement:
· Monitor event-related hashtags and mentions, engage with users, and amplify user-generated content.
· Encourage attendees to share their experiences, photos, and insights on social media platforms using event-specific hashtags.
· Foster a sense of community among attendees by facilitating online discussions and networking opportunities.
Front of House Management:
· Oversee front-of-house operations, including registration, check-in, and attendee assistance.
· Train and supervise front-of-house staff and volunteers to ensure smooth event entry and navigation.
· Address attendee inquiries, concerns, and complaints professionally and courteously.
· Coordinate with venue staff and security personnel to maintain a safe and welcoming environment for all attendees.
· Provide logistical support for exhibitors, speakers, sponsors, and other stakeholders as needed.
Communication and Coordination:
· Communicate event information, updates, and logistics to all relevant parties in a clear and timely manner.
· Collaborate closely with the marketing team, event organisers, and external vendors to ensure seamless coordination of social media activities and front-of-house operations.
· Provide regular updates and reports on social media performance, attendee feedback, and front-of-house activities to event management and stakeholders.

[bookmark: _Toc1917812341]Event Demographic
The ITT Future You event has a diverse target demographic to reflect the vibrant community and cultural landscape of the Swansea region. Attendees span a wide age range, from college students looking for future career inspiration to educational professionals looking to bring their students to the event. The events appeal is broad incorporating career opportunities and speeches from leading individuals within the events and tourism industry.
Many events require differentiated target markets which can be determined through the application of the segmentation process (Masterman, 2022). Marketing managers have the highest interest in the target audience engagement (Schultz, 2017).
 The strategic market segmentation of the ITT Future You event encompasses several key segments within the travel and tourism industry. These segments are strategically targeted to ensure that the event effectively meets the diverse needs and interests of its participants (Weinstein, 2004). These strategic market segmentations include students and graduates with the aim to gain insight, guidance, and networking opportunities to kickstart their careers in the industry (Tarver, 2024). For young Professionals the event offers career development resources, industry insights, and networking opportunities tailored to the needs of early-career professionals. Established Industry Professionals are offered the opportunity to stay updated on emerging trends, exchange knowledge, and expand their professional networks. Educational Institutions with the aim to engage students, showcase career opportunities, and foster partnerships between academia and industry. For Industry Suppliers and Service Providers the event features exhibitors, sponsors, and workshops tailored to the needs of these stakeholders, providing opportunities for networking and business development.
[bookmark: _Toc1828626797]Marketing Plan
The marketing domain consists of event marketing planning, marketing materials, promotion, public relations and sponsorship (Aicher, Newland and Paule-Koba, 2020).
[bookmark: _Toc286336816]Social Media Marketing Plan
Social media can increase brand exposure at a low cost (Habibi et al, 2014) which fits perfectly for the ITT Future You event where the marketing budget is limited. Social media can transform consumers from observers to active participants (Khobzi et al, 2019). Multimedia forms of expression strengthen the presentation of information to attract consumers attention (Watkins, 2016). By strategically segmenting the event’s market, a social media marketing plan can be tailored to effectively engage each segment, maximising the event's impact and relevance within the travel and tourism industry (Ether, 2023).
The marketing manager created a social media marketing team to support the content creation while offering marketing experience for university students.  
When creating the social media marketing plan for the ITT Future You event consideration was made into the target demographic which was to reach students and tutors. Based on the event’s target demographic the chosen social media platforms used within the marketing campaign were TikTok, Facebook and Instagram. Facebook would be used to reach the tutors as Facebook’s largest user age demographic is those aged between 25 and 34 (Dixon, 2024). Research found TikTok to be highly popular with the younger generation and found it to be the most popular platform for promoting to and engaging with students (Zote, 2024).
When producing a marketing plan the principal researcher ensured that SMART goals were created as they have measurable constraints relevant to the industry acting as a strong foundation for marketing success (Herrity, 2018). SMART goals must then be reinforced by strategic planning with mitigating adaptions to prevent failure (Martins, 2023).
Set Clear Goals and Objectives:
· Generate 10% engagement on social media platforms.
· Start by defining clear objectives for the event, such as increasing enrolment, enhancing brand awareness, or attracting high-quality students and tutors.
Identify Target Audience:
· Students interested in pursuing a career in the events and tourism industry.
· Tutors seeking development opportunities for their students.
· Understand the demographics and interests of your target audience—students interested in travel and tourism programs, as well as tutors and educators in the field.
Choose Social Media Platforms:
· Instagram: Engaging students through visually appealing content.
· TikTok: Engaging students through visually appealing content.
· Facebook: Utilise event pages and groups to reach a broader audience and focus on the tutor demographic.
Content Strategy:
· Create visually engaging posts with key event information, such as date, time, location, and registration link.
· Share testimonials from previous attendees or guest speakers to build credibility.
· Post informative content about the benefits of attending the event, such as networking opportunities, workshops, and guest speakers.
· Use relevant hashtags to increase visibility and reach.
Engagement Tactics:
· Encourage followers to share their teaching aspirations or success stories using a specific hashtag, creating a sense of community.
· Run contests or giveaways where participants can win free tickets or exclusive merchandise related to the event.
Create Compelling Content:
· Develop engaging content that highlights the benefits of attending the event, such as keynote speakers, workshops, networking opportunities, and career insights.
· Use visuals like photos, videos, and infographics to showcase the excitement and value of the event.
· Share testimonials from past attendees or industry professionals to build credibility.
Build Hype with Teasers:
· Start teasing the event early with countdown posts, sneak peeks, and behind-the-scenes content to generate anticipation (Ericsson, 2023).
Utilise Influencers and Ambassadors:
· Recruit student ambassadors or alumni who can share their experiences and encourage others to attend.
Leverage Hashtags and Keywords:
· Create a unique event hashtag that participants can use when sharing their excitement or experiences leading up to and during the event.
· Incorporate relevant keywords and phrases related to travel, tourism, education, and career opportunities to increase discoverability.
Engage with the Audience:
· Respond promptly to comments, messages, and inquiries to aid and foster a sense of community.
· Encourage user-generated content by asking attendees to share their experiences using the event hashtag – consider producing a competition to promote this further.
Measure and Analyse Results:
· Track metrics such as engagement, reach, and registration numbers to evaluate the effectiveness of the social media efforts. The orientations of the marketing manager are to design strategies with the purpose of engaging target audiences and building profitable relationships (Kotler et al, 2020).

[bookmark: _Toc1116299866]Marketing Objectives
During strategic planning a key element is the generation of objectives (Smith, 1986). The marketing objectives for the ITT Future You event are designed to drive attendance, engagement, and overall success of the event. The marketing objectives are outlined below - 
Increase Awareness:
· Raise awareness of the ITT Future You event among target audiences, including students, young professionals, industry stakeholders, and educational institutions.
· Utilise digital marketing channels to reach a wide audience.

Drive Registrations:
· Encourage individuals to register for the event by highlighting its value proposition, including networking opportunities, educational sessions, and career development resources.

Engage Attendees:
· Develop interactive content, such as behind-the-scenes sneak peeks, to foster engagement on social media and event platforms.

Showcase Value:
· Showcase the value of attending the event through success stories.
· Highlight keynote speakers and panellists that address current trends, challenges, and opportunities in the travel and tourism industry.

Generate Buzz:
· Generate buzz and anticipation for the event through strategic media coverage.
· Encourage attendees to share their excitement and anticipation on social media using event-specific hashtags and branded content.

Measure Impact:
· Measure the impact of marketing efforts by tracking key metrics such as social media engagement, registration numbers, and attendee feedback.
· Use data analytics and feedback surveys to evaluate the effectiveness of marketing strategies and identify areas for improvement in future events.
By setting clear marketing objectives aligned with the overall goals of the ITT Future You event, organisers can develop targeted strategies and campaigns to maximise attendance, engagement, and overall success (Donato, 2023).

[bookmark: _Toc309125127]Content Calendar
A content calendar serves as a roadmap for digital marketing efforts, providing structure and strategic direction (Naseer, 2023). By outlining dates, platforms, content types and engagement tactics a content calendar streamlines the planning and execution process, ensuring consistency and effectiveness in the social media campaign (Aswani, 2024).

	Date
	Platform
	Content
	Engagement Tactics / Hashtags

	17/02/2024
	Instagram
	Teaser post: Countdown to the event with visually appealing graphic
	#FutureYou #CareersTakeoff #EventsTakeCentreStage #UWTSD

	17/02/2024
	Facebook
	Teaser post: Countdown to the event with visually appealing graphic
	#FutureYou #CareersTakeoff #EventsTakeCentreStage #UWTSD

	17/02/2024
	TikTok
	Teaser post: Countdown to the event with visually appealing graphic
	#Student #UTWSD #Events2024 #Swansea #ForYouPage

	18/02/2024
	Facebook
	Excitement Building: 9 days to go
	#9DaysToGo

	18/02/2024
	Instagram
	Excitement Building: 9 days to go
	#9DaysToGo


	18/02/2024
	TikTok
	Excitement Building Post
	#Viral #Events #9DaysToGo #SwanseaArena

	20/02/2024
	Instagram
	Visual Post (Pictures from previous years)
	#FutureYou #CareersTakeoff #EventsTakeCentreStage #UWTSD

	20/02/2024
	Facebook
	Visual Post (Pictures from previous years)
	#FutureYou #CareersTakeoff #EventsTakeCentreStage #UWTSD

	22/02/2024
	TikTok 
	Behind the Scenes: Event Preparations
	#ForYouPage #FYP #Events #Swansea #BehindTheScenes

	23/02/2024
	Facebook
	POV Post: How UWTSD Students feel about the upcoming ITT Future You Event 
	#POV

	23/02/2024
	Instagram
	POV Post: How UWTSD Students feel about the upcoming ITT Future You Event
	#POV

	23/02/2024
	TikTok
	POV Post: How UWTSD Students feel about the upcoming ITT Future You Event
	#ForYouPage #FYP #Events #Swansea #BehindTheScenes

	24/02/2024
	TikTok
	Introducing the guest speakers
	#ITTFutureYou #IndustryLeaders 

	26/02/2024
	TikTok
	Meet the Team Video
	#MeetTheTeam

	28/02/2024
	TikTok
	Thank you to UWTSD Students for their support
	#ThankYou #ITTFutureYou #UWTSD




Applying Dolan et al, 2019 study focusing on the role of content in consumer engagement the ITT Future You event’s advertisement content is categorised as informational, entertaining, remunerative and relational.  
Digital engagement tactics in a collaborative context necessitate active interaction with social media campaigns (Drummond, O’Toole and McGrath, 2020). Marketing tactics when implemented alongside strategies aid the achievement of market goals and objectives (Day and Bonoma, 1986). These engagement tactics allow the content to captivate the audience while offering a platform for users to share their personal experiences (Warnock, 2024).

[bookmark: _Toc380847559]Marketing Gantt Chart
A Gantt chart offers a clear visual representation of the project plan to boost productivity and makes information and tasks more manageable (Ramos, 2021).
	
	Task Name
	Start Date
	End Date
	Duration

	1
	Set Clear Goals and Objectives.

	07/02/24
	09/02/24
	3 Days

	2
	Identifying Target Demographic

	08/02/24
	08/02/24
	1 Day

	3
	Create Social Media Team
	08/02/24
	08/02/24
	1 Day

	4
	Choose Social Media Platforms
	09/02/24
	09/02/24
	1 Day

	5
	Produce a Content Strategy
	09/02/24
	12/09/24
	2 Days

	6
	Implement Engagement Tactics
	09/02/24
	12/02/24
	2 Days

	7
	Produce Social Media Content
	12/02/24
	19/02/24
	6 Days

	8
	Build Hype with Social Media Posts
	09/02/24
	27/02/24
	13 Days

	9
	Utilise Alumni and Ambassadors in Marketing
	23/02/24
	27/02/24
	3 Days

	10
	Contact Potential Sponsors
	12/02/24
	27/02/24
	12 Days

	11
	Encourage Post-Event Engagement (Competition)
	26/02/24
	01/03/24
	5 Days

	12
	Measure and Analyse Results
	12/02/24
	28/02/24
	13 Days



[image: ]
Due to the principal researcher’s late onboarding to the event, it is important to apply methods of triage to assess the workflow and prioritise work under time constraints (Kagan, 2021) allowing the principal researcher to meet the projects needs despite limited resources and tight deadlines (McClay, 2022).


[bookmark: _Toc1934707653]Social Media Competition
A media competition can significantly enhance a marketing campaign as it provides an interactive element (Rogers, 2024).
Media competitions generate a wealth of user-generated content that can be repurposed and leveraged across various marketing channels. It enriches the campaign’s content and provides authentic material to engage with the audience (Byatt, 2024).
They can serve as a valuable source of data and insights about the target audience. A well-executed media competition can leave a lasting impression on participants, increasing brand awareness and recall (Lee, 2024).
Overall, a media competition can be a powerful tool to augment a marketing campaign, driving engagement, extending reach, generating content, collecting data and enhancing brand awareness. When strategically planned and executed, a competition can add significant value to the overall marketing efforts, contributing to the campaign’s success and effectiveness (Macready, 2022).

[bookmark: _Toc330911341]Promotional Techniques
As marketing manager slides were created for the screens around the arena with the purpose of attracting attention and producing brand awareness (Eilfield, 2024). Eye-catching displays demonstrates company culture allowing professional networking opportunities (Camerota, 2023). Branding effectively in a student friendly manner ensured the stall holders felt appreciated.
Incorporating statements from alumni and leading industry professionals and showcasing previous success stories will increase trust and engagement with the event by building credibility with social proof that the events and tourism industry is a dynamic and rewarding industry to work in (Mirsalari, 2022).
Engaging with the event offers an opportunity for brands to communicate with active consumers (Moran et al, 2019). To showcase the organisations involved picture collages were created as a method of visual storytelling (Kovalchenko, 2019). Visually representing all organisations involved within the event encourages sponsorship and maintains the connection with consumers. While facilitating networking and displaying industry support overall this would increase interest and engagement from both attendees and exhibitors (Li et al, 2022). 
There is a great importance in branding being unified and well-presented throughout the marketing plan as it builds the brands identity (Patel, 2024) while building credibility as it has been found consumers are more likely to trust a well-presented campaign as it showcases expertise (Saiya, 2024). For this reason, the principal researcher ensured all marketing was uniform and professionally presented from the advertisement slides within the arena to the social media marketing posts.

[bookmark: _Toc660484864]Risk Management 
Risk management is the systematical identification of threats to the organisation and the active development of solutions to minimise the effects (Taylor and Booty, 2006). Conducting a thorough risk assessment allows the principal researcher to implement control measures (Minett, 2020).
The primary reason for event failures is a lack of strategic planning (Getz, 2002) and therefore risk management must hold an essential role in the events operations (Bowdin et al, 2008). The best strategies offer a simple solution while preventing risk and supplying feedback continuously on progress (Young, 2013).
The Event Management Body of Knowledge (EMBOK) can be applied to the ITT Future You event by providing a structured framework for planning, organising, and executing various aspects of the event. EMBOK encompasses key domains such as event strategy, logistics, marketing, risk management, and evaluation, which can guide event organisers in ensuring a comprehensive and well-coordinated event experience. By aligning with EMBOK principles, organisers can enhance efficiency, mitigate risks, and optimise resources to deliver a successful and impactful event (Silver, 2008).
[bookmark: _Toc1218412485]Risk Assessment
	RISK ASSESSMENT TITLE

	FIELDWORK RISK ASSESSMENT TEMPLATE

	RISK ASSESSOR NAME
	UNIVERSITY INSTITUTE / DEPARTMENT
	BRIEF DESCRIPTION OF ACTIVITY

	Rhiannon Gratrix
	UWTSD
	ITT Future You Conference at Swansea Arena. 

	AUTHORISING LINE MANAGER
	PERSONS AT RISK / POTENTIAL HARM
	DATE(S) / LOCATION(S) OF ACTIVITY

	Jacqui Jones
	Students, Lecturers, Volunteers, Arena Staff, Delegates 
	26th February 2024 – Event Set Up day 
27th February 2024 – Event Day and Pack down 



RISK RATINGS
	
	Slightly Harmful
	Harmful
	Extremely Harmful
	Descriptors

	 Likely
	MODERATE RISK
	HIGH RISK
	HIGH RISK
	Likely = Will occur at some time

	
	
	
	
	Unlikely = Not expected to occur

	Unlikely
	LOW RISK
	MODERATE RISK
	HIGH RISK
	Highly Unlikely = Exceptional Occurrence

	
	
	
	
	Slightly Harmful = Minor injury / illness. Basic First Aid only required. 

	Highly Unlikely
	LOW RISK
	LOW RISK
	MODERATE RISK
	Harmful = Significant injury / illness where medical treatment required.

	
	
	
	
	Extremely Harmful = Significant ongoing, progressive, or irreversible injury / illness



	HIGH RISK
	Activity must not take place until control measures have been implemented. 

	 MODERATE RISK
	Further consideration to be given to reduce risk. 

	LOW RISK
	No additional risk reduction measures required. Monitor existing controls.




	HAZARD
	PRE-CONTROL 
RISK
	CONTROLS
	RESIDUAL RISK

	Safeguarding – Regular contact with young children in a ‘controlled’ and ‘regulated’ environment
	Moderate 
	· Liase with staff from attending schools and colleges.
· Ensure organisations sending students also send a member of staff.
	Low

	Location – Students must travel from carpark down a main road
	Moderate
	· Research alternative routes to take students – avoiding busy roads.
· Implement strict traffic management procedures – designated crossing points.
· Ensure volunteers wear high-visibility clothing and receive training surrounding bus safety.
	Low

	Buses movements – Volunteers working around buses at risk of being struck by moving vehicles or caught in blind spots. 
	Moderate
	· Provide high-visibility clothing for volunteers.
· Establish clear protocols for volunteer positioning and movement around buses, ensuring they maintain a safe distance from moving vehicles.
· Provide basic training on bus safety procedures, including how to approach and depart buses safely.
· Ensure all volunteers are aware of bus schedules. 
· Keep car park clear of students when possible.
	Low

	Weather Conditions 
	Moderate
	· Monitor weather forecasts up to the event and make appropriate preparations, e.g. adjusting schedules if necessary.
· Ensure volunteers are equipped with appropriate clothing and protective gear to withstand weather conditions.
· Communicate any changes or safety precautions to attendees and volunteers.
	Low

	Volunteer Training and Skills - 
	Moderate
	· Offer comprehensive training sessions before the event to ensure volunteers understand their roles and responsibilities.
· Provide ongoing support and guidance during the event and assign experienced volunteers as mentors or team leaders.
	Low

	Volunteer Safety
	Moderate
	· Provide volunteers with appropriate training on safety protocols and equipment usage.
· Conduct a hazard assessment of volunteer tasks.
· Ensure volunteers know who to contact in case of emergencies.
	Low

	Communication and Coordination
	Moderate
	· Establish clear communication channels and protocols for volunteers to report issues or ask for assistance. 
· Assign designated team leaders or coordinators to facilitate communication and ensure tasks are carried out smoothly.
· Conduct briefings before and during the event to update volunteers on any changes or important information.
	Low

	Volunteer Well-being
	Moderate
	· Arrange a break schedule.
· Provide access to water and a rest area.
	Low

	Conflict Resolution
	Moderate
	· Provide volunteers with guidelines for resolving conflicts professionally and peacefully.
· Designate a point of contact or mediator to address any disputes that arise during the event.
· Foster a positive and inclusive environment where volunteers feel valued and respected.
	Low

	Accountability and Supervision
	Moderate
	· Assign experienced volunteers to supervise volunteer teams and provide guidance as needed.
· Implement a system for tracking volunteer hours and tasks completed to ensure accountability. 
· Recognise and reward volunteers for their contributions to motivate participation and commitment.
	Low


An event risk is any future incident that would negatively impact the event (McDonnell et al, 2008). It is vital that risk management is tracked across all areas of the event (Bowdin et al, 2008) When analysing the risks associated with managing the ITT Future You event it is important to consider not only the physical risks but also the operational, reputational and business risks (Ghaderi, 2024). Companies should strive for a good reputation (Kotler, 2003).
Reputational damage is the loss of an organisations reputation and can be caused by many factors including management challenges (Kenton, 2022). It can result in a loss of registration and reduced confidence from stakeholders negatively impacting the organisations operations (Coleman, 2024).
Challenges were faced during the set-up process where issues associated with the conference became apparent when the conference manager had not completed their assigned tasks, resulting in stress and time delays which could have negatively affected the organisation’s reputation with the venue and their management staff (Benarroche, 2019).
Poor grammar and literature can damage the organisations image (Baker, 2017), therefore, to mitigate the reputational risk to the event the principal researcher ensured all their work was proof checked prior to publication and proof-read all members of the teams work where necessary such as the presentation for the conference where grammar, titles and punctuation were incorrect and without adjustment would have caused significant reputational damage.  
Having access to the ticket sales would have been beneficial as it would have offered an insight into how effective each marketing strategy was and what platforms were reaching our target demographics the best (Chaffey and Ellis-Chadwick, 2019). However, as this was not accessible due to logistical complications with the University, the marketing manager used alternative digital analytics to assess the interaction with the posts, reviewing how many individuals actively engaged with the brand although this method had weaknesses as without sales, we were unable to monitor which interactions were click-throughs and the conversion rates on the campaign (Blythe and Martin, 2019).

[bookmark: _Toc1324678112]Staff Training
The principal researcher undertook the role of staff training and role allocation with the aim of enhancing the teams dynamic while balancing the workload and maximising all team members strengths through professional development (Dagher, 2024) allowing the event to operate smoothly and all goals to be achieved (Kamaradou, 2023). Staff training improves performance and addresses weaknesses in performance to optimise organisational standards (O’Neill, 2023).
Operating policies and procedures are essential components of any organisation’s framework for ensuring efficiency and consistency (Bhayani, 2023). In relation to the ITT Future You event the policies and procedures outline guidelines, protocols and best practices and are vital for an effective execution of the event.
There were clear guidelines for training staff members and standardised practices for the ITT Future You event which promoted the organisations consistency and aided efficiency allowing volunteers to showcase professionalism in the execution of tasks and interacting with attendees (Wang, Norris and Bero, 2018).
Policies define roles and responsibilities to create accountability structures for staff members involved within the event (Mazza, 2020). During the training process the principal researcher will be able to clarify each volunteer's role, outline their specific responsibilities, and emphasise the importance of accountability in executing their duties effectively (Campbell, 2023). As a staff trainer, the principal researcher can incorporate communication strategies and teamwork exercises into training sessions to enhance staff members' ability to communicate effectively and work together cohesively during the event (Saluja, 2023).
In summary, operating procedures are essential tools for guiding the training and coordination of volunteers involved in the ITT Future You event. By aligning the training briefing shown in figure 2 of the appendices with these policies and procedures, the principal researcher can ensure that staff members are well-prepared to fulfil their roles.
If given more time the principal researcher would have applied Belbin’s technique for team role allocation to ensure all members of the team are allocated a position best suited to their skillset to enable the group to perform to the highest standard (Belbin, 2000). Although, despite an overstaffing issue the role allocations shown in figure 1, worked well by ensuring all members had an input on their role and fully understood their responsibilities through meetings prior to the event and on the day training.
In operation management, training is a process of continuous improvement where the principal researcher will encourage volunteers to seek opportunities for growth (Do, 2017).
Kolb's experiential learning cycle aids the development through the application of four steps (Kolb, 1984). This theory suggests that learning is a continuous process and is beneficial when applied to the event’s training program as it provides volunteers with the opportunity to reflect on their experiences and apply their insights to future situations.

[bookmark: _Toc1368576041]Case Study
[bookmark: _Toc1180124459]Executive Summary
The ITT Future You event presented the principal researcher with a multifaceted role encompassing social media management and front-of-house operations. Balancing creativity with meticulous planning, the principal researcher crafted a comprehensive social media strategy, leveraging platforms like Instagram and TikTok to generate excitement and drive attendance. Despite encountering technical glitches and unforeseen challenges, innovative solutions and effective communication ensured the event’s success.
Reflecting on the event through Gibbs’ reflective cycle and incorporating Kolb’s experiential learning theory, communication emerges as pivotal for success, fostering collaboration and problem-solving. Teamwork and motivation were identified as driving forces, while accountability and responsibility upheld standards of professionalism. Self-evaluation formed the cornerstone for personal growth, empowering the principal researcher to identify strengths and areas for improvement.
Academic literature supported key insights, emphasising the importance of standardised practices, compliance, role clarity, communication, and continuous improvement. These theoretical frameworks enriched the understanding of operating policies and procedures, enhancing staff training and event management processes.
Analysis of the event’s marketing campaign revealed strengths in building anticipation, but suggestions for earlier advertisement surfaced. Insights from attendee surveys highlighted the effectiveness of social media engagement, although recommendations for extended campaigns were noted.
Overall, the event received positive feedback, with attendees praising its organisation and smooth execution. Volunteer feedback underscored the importance of strong leadership and outlined opportunities for improvement in staffing levels.
While the marketing efforts successfully met objectives, there is room for enhancement through early advertisement and extended campaigns. The collation of primary data through attendee surveys provided valuable insights, particularly from UWTSD students, contributing to a deeper understanding of industry dynamics and operations.
In conclusion, the ITT Future You event served as a platform for professional development, networking, and career advancement within the travel and tourism industry. Through effective leadership, collaboration, and continuous improvement, the event showcased the potential for growth and success in the industry and set a benchmark for future endeavours.

[bookmark: _Toc623225000]Introduction
ITT Future You event serves as a valuable platform for learning, networking, and career development within the travel and tourism industry, helping to shape the future of the sector and support the growth and success of industry professionals (ITT Future You, 2023). Held in 11 cities across the UK in partnership with universities and colleges, last year the University of Wales Trinity Saint David hosted the first Welsh ITT event winning awards for their outstanding demonstration of the Welsh tourism and events industry, coming away with ‘best student event’ at the National Outdoor Events Association Awards and Best Educational Programme at the Institute of Hospitality Awards (Jones, 2024).

[bookmark: _Toc599929817]Methodology
In accordance with Baxter and Jones, 2008 case studies allow the use of multiple research methodologies. This study used both qualitative and quantitative research methodology with a case study research design (Yin, 2003). When studying the success of business networking, case study research is the most common methodology implemented (Easton, 2010) and suits the assessment of the relationship between marketing engagement and interaction with the campaign (Beverland and Lindgreen, 2010).
The primary data collection methodology applied during this case study include non-participant observations and surveys to be completed by both volunteers and attendees. 
When collating primary data, surveys were sent out to attendees and volunteers however due to the age demographic of the event the decision was made for safe guarding reasons to only contact UWTSD students who attended the event as procedures needed to contact minors were extensive, although this worked effectively as these students provided beneficial insight due to their greater awareness of the industry and its operations (Lodwick, 2023).
Non-participant observation allows the principal researcher to capture real-time behaviour, observing and documenting behaviour to provide insight into individuals behaviour in natural environments (Eldh, 2020). Studying the interactive nature of consumer engagement allows the performance and success to be reviewed (Kannan et al, 2016).
Surveys provide a structured method for collecting self-reported data from attendees and volunteers (Ponto, 2015). Non-participant observations can validate this self-reported information enhancing the reliability of the findings (Eldh, 2020).
During the ethical approval stage, methods including focus groups and written structured interviews were proposed however a change in the principal researcher's roles and responsibilities meant these were not used due to time constraints and limited participant availability. 
Conducting written structured interviews and focus groups requires significant time for planning, scheduling, conducting sessions, and analysing data (Ienuso, 2022). Due to the time constraints joining the project late caused it was not feasible within the project timeline.
While coordinating schedules for structured interviews and focus groups can be challenging, especially with students being the target demographic as hectic schedules make individuals less willing to partake. If participant availability is a barrier, alternative data collection methods may be more practical (Taherdoost, 2021).

[bookmark: _Toc1375720563]Report Findings
[bookmark: _Toc1171888827]Social Media Campaign Effectiveness
When assessing the success of social media campaign, the digital analytics must be reviewed to identify which strategy is effectively producing attention and meeting the marketing objectives. In this marketing plan the analytics reviewed will include sharing, commenting and liking as these are brand positive interactions (Barger et al, 2016) therefore these were the primary digital analytics the principal researcher used to assess the effectiveness of the social media campaign. Liking expresses emotion to the brand (Kim and Yang, 2017) while commenting takes more time displaying a stronger connection to the content (Gavilanes et al, 2018).
When reviewing the effectiveness of the social media campaign, it was clear that the most interacted with platforms were Instagram and TikTok which meets the target demographic.
During the marketing campaign it became apparent that the videos being advertised were too long and viewers were only watching some of the post, however shortening the video length produced a higher audience engagement rate with between 54% and 76% of individuals watching the full video in comparison to 25% to 35% on the longer videos.
Views and return rate are an important key performance indicator to consider in digital marketing to assess the success of the campaign (Hrnčiar, 2023). The initial social media post on TikTok had 280 views and resulted in a 17% return rate although through reviewing these analytics and shortening the video content the content increased the views to 321 and improved the return rate to 23% which shows strong brand engagement and effectively meets the KPI outlined for the campaign.
When reviewing the Facebook content, the highest reaching advertisement was a reel which achieved 1,000 views, with viewers engaging through likes and comments showcasing the effectiveness of this marketing tool for the ITT Future You event.
Due to effective marketing and strategic selection on which organisations to contact, the collection of prizes for the media competition was highly successful. Focusing on the target demographic ensured the donations were student appropriate and offering to promote the organisations throughout the event encouraged additional support from local businesses including organisations such as social dice and pinatas who despite being unable to attend the event still sponsored the gift bags through the donation of gift vouchers for all guests.

[bookmark: _Toc634516677]Analysis and Findings

Analysis of the collected data reveals both strengths and areas for improvement. The social media marketing campaign effectively built anticipation, but suggestions for earlier advertisement surfaced. Despite challenges, event management demonstrated adaptability, creatively addressing issues and maintaining engagement. Volunteers praised leadership and organisation but suggested optimising staffing levels for improved efficiency.
Being brought on late to the event left the principal researcher with numerous challenges to overcome including significant time constraints which limited the effectiveness of the strategy however running aspects of the campaign strategy in parallel and fast-tracking sections such as content creation allowed the social media campaign to be executed effectively despite the limitations (Hoban, 2023).
The event garnered positive feedback overall, with attendees enjoying the career fayre and recognising its value in showcasing local job opportunities. The involvement of first-year students contributed to smoother operations, indicating the importance of practical experience in event management. While marketing efforts generated excitement, early advertising and extended campaigns could enhance future events’ success.

[bookmark: _Toc465655099]Survey Design and Technological Challenges

When producing the survey for the attendees and volunteers the principal researcher ensured that only ethically approved questions were included and researched the ideal length of time respondents are willing to spend completing the survey to ensure maximised results (Chudoba, 2024). For the target completion rate of 5 to 30 respondents from a mixture of volunteers and attendees the survey took 5 minutes to complete (Brown, 2022) allowing the principal researcher to achieve 32 respondents which provided a sample size that would produce reliable and more efficient results (Faber and Fonseca, 2014).
Technological issues within the conference arose during the Royal Caribbean’s presentation which with appropriate planning could have been avoided if all presenters were told they were unable to use outside devices to avoid complications. As this was not discussed the conference manager caused reputational damage to the event as system failures look poor on the planning of the event. Amongst the group there was a miscommunication surrounding the music licensing which resulted in time wastage during a vital time in the event’s preparation however by coming together as management we were able to overcome the issue and make up for the delay.

[bookmark: _Toc279129098]Success and Comparison

The event was described to be highly successful with many saying they would attend an ITT Future You event again which showcases the events success and the events ability to build a relationship with the attendees (Nguyen, 2024). Based on feedback provided by volunteers and attendees from the completion of the survey the principal researcher was able to review the success of the marketing campaign along with the overall event.
Attendees and volunteers felt that the social media marketing campaign was generally effective in building anticipation and reminding attendees to register for the event. Some attendees mentioned participating in the social media competitions, indicating active engagement with the event’s online presence although there was not much participation apparent through reviewing the digital analytics with only 2 competition entries. Advertisement of the competition on the day was described by Deborah Jenkins, shown in figure 3, as effectively done through showcasing the competition on arena screens and marketing materials stating the principal researcher’s efforts ensured the competition garnered attention and engagement.  Advertising this prior to the event and building excitement would have been beneficial in driving registration for the event and increasing engagement with the brand (Roach, 2019).
Comparing this event to last year's ITT Future You event it was apparent during observational research that the 1st years were much more knowledgeable on the operations of the arena which created a much more effective set-up with higher initiative taken and allowed a more hands-off management style due to their extensive experience working events within the arena providing an abundance of operational events knowledge (Verana, 2024).
Cross referencing the success of the marketing campaign against the previous year provided a benchmark performance and a better understanding of the audience dynamics (Ridge, 2023). Showing insight into audience preferences allowing the marketing manager to tailor strategies accordingly (Linker, 2024).
When comparing with last year's marketing campaign their Facebook engagement was limited with likes ranging from 4 to 40, however if they had integrated Facebook reel their engagement levels could have been higher. The principal researcher was unable to find relevant data through their TikTok as posts were deleted and analytics therefore removed. Overall, however, the promotional efforts for 2024 were found to have a larger digital scope.
The use of platforms like TikTok was seen by attendees to be creative and engaging, showcasing the event’s atmosphere and generating interest which meets research conducted on the target audience. Despite an overall positive reaction to the social media campaign several attendees suggested starting advertising earlier which would have allowed the event to reach a wider audience and generate more anticipation for the event (Sherman, 2022). If the event were to be completed again the campaign would have been executed over an extended period however due to a late onboarding to the event the media manager was unable to create a marketing strategy sooner.
The event management was praised for its organisation and smooth execution. Attendees noted that management effectively handled challenges such as technological issues during the conference where the team found creative solutions such as crowd photos and a group wave to maintain engagement. Volunteers found that strong leadership within the career's fayre and front of house departments aided the smooth running of the event with management clearly outlining roles and responsibilities throughout staff training and during the day being mentioned positively by many student volunteers. Minor suggestions were made regarding over-staffing the event leaving some volunteers without specific tasks to undertake however this did open the opportunity for student volunteers to engage with the career's fayre, some stated that this produced incredible networking and career opportunities for them which puts volunteers at an industry career advantage (Raacke, Elliot and Bonds-Raacke, 2017).
Overall, while the marketing efforts generated excitement and engagement, successfully meeting the marketing objectives outlined in the business documents, there is room for improvement through the extension of the campaign and starting advertisement earlier which under different logistical circumstances would have been done.

[bookmark: _Toc687742495]Critical Review
The ITT Future You event stands as a commendable endeavour in the realm of professional development and networking within the travel and tourism industry. While the event garnered positive feedback and showcased several strengths, critical examination reveals areas for improvement that could elevate future iterations of the event.
Strengths:
Organisation and Execution: The event was commended for its overall organisation and seamless execution. Attendees praised the leadership and management for effectively handling various challenges and maintaining a welcoming environment throughout.
Innovative Marketing Strategies: The utilisation of social media platforms such as Instagram and TikTok demonstrated innovation and an understanding of the target demographic. The engaging content generated excitement and drove attendance, indicating the effectiveness of the marketing efforts.
Valuable Insights from Data Collection: The collation of primary data through attendee surveys provided valuable insights into industry dynamics and attendee preferences. This data-driven approach enables organisers to make informed decisions and tailor future events to better meet participants needs.
Areas for Improvement:
Staffing Optimisation: While the event received praise for its organisation, there were suggestions regarding over-staffing, leading to some volunteers lacking specific tasks. Optimising staffing levels could enhance efficiency and provide a more fulfilling experience for all involved.
Early Advertisement and Extended Campaigns: Feedback highlighted the potential benefits of starting marketing campaigns earlier and extending their duration. Early advertisement could increase anticipation and reach a wider audience, while extended campaigns may further engage attendees and drive participation.
Communication and Coordination: Instances of communication breakdowns and technical glitches underscored the importance of effective communication and coordination in event management. Strengthening communication channels and contingency plans could mitigate such challenges in the future.
Recommendations:
Strategic Planning: Develop a comprehensive event planning timeline that includes early advertisement, staffing arrangements, and contingency plans for potential challenges.
Enhanced Marketing Strategies: Invest in extended marketing campaigns that leverage various platforms to reach a wider audience and build anticipation for the event.
Continuous Improvement: Implement systematic feedback mechanisms to capture insights from attendees, volunteers, and stakeholders. Use this feedback to identify areas for improvement and drive continuous enhancement in event management practices.
Conclusion:
The ITT Future You event exemplifies effective event management practices and serves as a valuable platform for professsional development and networking. By addressing areas for improvement and implementing strategic recommendations, future iterations of the event can build upon its strengths and further elevate attendee experience within the travel and tourism industry.

[bookmark: _Toc1911115328]Personal Reflection
Reflecting on the ITT Future You event, the principal researcher was immersed in new experiences and challenges. The principal researcher was entrusted with managing the event’s social media presence and front-of-house operations. 
From the outset, the role demanded a delicate balance between creativity and meticulous planning. Crafting a comprehensive social media strategy to promote the event while ensuring seamless front-of-house operations required careful coordination and attention to detail. The principal researcher delved deep into the realm of digital marketing, devising engaging content, monitoring audience feedback, and harnessing the power of platforms like Instagram and TikTok to generate excitement and drive attendance.
Attendees actively engaged with the brands online presence, sharing their experiences and insights amplifying the events reach (Franzoni, 2024). Meanwhile at the front of house operations ran smoothly with efficient registration, check-in, and attendee assistance while maintaining a welcoming environment for participants.
Amidst the successes of the event, challenges emerged, serving as an invaluable learning opportunity. Technical glitches arose due to the conference managers insufficient preparation which threatened to disrupt proceedings, however quick thinking and innovative solutions allowed operations to remain on track. This showcased the principal researcher's abilities to overcome the dynamic nature of event management where it is necessary to demonstrate adaptability and resilience in the face of unforeseen circumstances.
These challenges allowed the principal researcher to develop their industry knowledge and abilities. Collaborating closely with the management team showcased the importance of effective communication, teamwork and accountability in overcoming obstacles and delivering a memorable experience for attendees. 
The ITT Future You event not only served as a platform for professional development and networking but also as a catalyst for personal growth and self-discovery. The importance of effective communication, meticulous planning, and adaptability will shape the principal researcher’s approach to future projects.
Reflecting on the ITT Future You event through the lens of Gibbs’ reflective cycle, several key insights emerge. Communication emerged as a vital component for success, enabling effective collaboration and problem-solving (Gibbs, 1988). While the importance of clear communication channels was evident, instances of breakdowns underscored the need for continuous improvement in communication strategies (Main, 2023).
Communication played a pivotal role in the success of the event, serving as the bedrock upon which effective collaboration was built (Sindell and Sindell, 2024). Clear and open communication channels facilitated seamless coordination among some team members, ensuring everyone was aligned with the event objectives and responsibilities.
Regular briefings, updates, and feedback sessions fostered a sense of cohesion and unity, enabling us to navigate and resolve challenges (Topley, 2023). However, there were instances where communication breakdowns lead to misunderstandings and inefficiencies (Gratis, 2023). For strategic development the principal researcher recognises the need for continuous improvement in communication strategies to mitigate such issues and enhance team unity (Dewar, Doucette and Epstein, 2019).
Teamwork emerged as a driving force behind the event’s success, with each team member contributing their unique skills and expertise to the collective effort. Ensuring to work together to mitigate risks and assuming additional responsibilities to ensure tasks were accomplished within the designated timelines, compensating for the shortfall of other team members. Collaborative problem-solving, mutual support, and shared ownership of tasks, enables the overcoming of obstacles and the achievement of event objectives (Xu et al, 2023).
However, there were instances where individual personalities clashed, when significant workloads were delegated which produced frustration although this was mitigated through professionalism and communication and only slightly impended progress. Reflecting on this, the principal researcher acknowledged the importance of fostering a collaborative mindset and valuing diverse perspectives to cultivate a more cohesive and effective team dynamic (Leroy et al, 2021).
Motivation served as a catalyst for action, inspiring the principal researcher to strive for excellence and go above and beyond within their roles (Vu et al, 2021). Passion for the industry coupled with a shared commitment to the event’s success fuelled the teams' efforts and kept them resilient in the face of challenges.
Celebrating small victories, acknowledging contributions, and fostering a positive work environment were instrumental in sustaining motivation throughout the event (Whitener, 2019). However, there were moments of burnout, where motivation waned, necessitating renewed efforts to rekindle enthusiasm and drive (Smith, 2024). Moving forward the team recognises the importance of self-care and maintaining a healthy work-life balance to sustain motivation and prevent burnout.
Accountability and responsibility were paramount in ensuring the smooth execution of the event and upholding standards of professionalism and integrity (Wooll, 2022). Clear delineation of roles and expectations, coupled with a sense of ownership instilled a culture of accountability within the team (Han, 2023). However, there were instances where lapses in accountability occurred, leading to missed deadlines or oversights in task execution. Reflecting on this, the principal researcher acknowledged the need for greater vigilance and adherence to deadlines to uphold accountability and ensure the timely completion of tasks.

Self-evaluation forms the cornerstone for personal growth and development, enabling the identification of strengths, weaknesses, and areas for improvement (Candor, 2024).
Throughout the event, the principal researcher engaged in ongoing self-reflection, seeking feedback from peers and mentors to gain insights into their performance and identify areas for growth.
Acknowledging the principal researcher's strengths and accomplishments bolstered their confidence and motivation, while acknowledging areas for improvement empowered them to take proactive steps to enhance their skills and capabilities.
Moving forward the principal researcher will remain committed to continuous learning and self-improvement, recognising that self-evaluation is an ongoing process that fuels personal and professional growth (Wartoft, 2024). 
When conducting a peer-review it is important to reflect on responsibility, accountability, teamwork and communication. Complications arose with the conference manager when their responsibilities were not completed to a professional standard and tasks were overlooked, without effective teamwork from the principal researcher the conference managers lack of accountability could have severely damaged the events reputation (Schatz, Eccles and Newquist, 2007). 
The conference manager being unprepared during set-up day resulted in the delegation of tasks and increase of other team members workloads the night before the event, which is poor in comparison to the industry standard.

[bookmark: _Toc803795557]Conclusion
The ITT Future You event proved successful in facilitating learning and networking opportunities within the travel and tourism industry. Through effective event management, creative problem-solving, and insightful feedback, the event showcased the potential for future improvements, particularly in marketing strategy and staffing optimisation. This case study underscores the importance of robust methodologies and adaptive strategies in evaluating and enhancing event success.

[bookmark: _Toc1256513850]Strategic Recommendations
Based on the social media marketing plan and the provided attendee feedback, here are some strategic recommendations for the ITT Future You event:
Enhance Social Media Presence: Invest in a comprehensive social media strategy that includes consistent posting across platforms like Instagram, TikTok, and Facebook. Increase engagement by sharing visually appealing content, behind-the-scenes glimpses, and interactive posts that encourage audience participation.
Early Promotion and Teasers: Start promoting the event further in advance to generate anticipation and excitement. Use teaser campaigns, countdowns, and sneak peeks to keep the audience engaged and interested in attending.
Post-Event Follow-Up: Maintain engagement even after the event by sharing post-event coverage, highlights, and testimonials. Thank attendees for their participation and encourage them to stay connected for future events and opportunities.
Diversify Marketing Channels: Explore additional marketing channels such as email newsletters, digital advertisements, and partnerships with relevant industry organisations or educational institutions to reach a broader audience and drive registrations.
Highlight Value Proposition: Emphasise the unique value proposition of the event, including keynote speakers, workshops, networking opportunities, and career insights. Showcase success stories and testimonials to demonstrate the tangible benefits of attending.
Data-Driven Decision Making: Continuously monitor and analyse social media metrics, registration numbers, and attendee feedback to evaluate the effectiveness of marketing efforts. Use this data to refine strategies, optimise engagement tactics, and maximise event success.

Based on the feedback received from attendees and volunteers, as well as considering the ITT Mission Statement, these are some strategic recommendations for the ITT Future You event:
Partnerships and Collaborations: Produce stronger partnerships with industry associations, educational institutions, and relevant organisations to broaden the reach and impact of the event. Collaborate on joint initiatives, share resources, and leverage collective expertise to create a more comprehensive and impactful event experience.
Regular Check-Ins and Monitoring: Implement a system for regular check-ins and monitoring of task progress leading up to and during the event. This could involve weekly meetings, progress reports, or task management software to track the status of each members tasks and address any issues or delays promptly.
Technology Testing and Backup Plans: Conduct thorough testing of all event technology, including laptops, audiovisual equipment, and networking infrastructure, prior to the event. Have backup plans in place, such as spare equipment and technical support staff, to quickly address any unforeseen technological issues that may arise during the event.
Streamlined Staffing: Evaluate the staffing needs for the event and streamline the number of staff members accordingly. Avoid overstaffing by assessing the specific roles and tasks required for each area of the event and assigning staff accordingly. This will help ensure that resources are allocated efficiently and effectively.

By implementing these strategic recommendations, the ITT Future You event can further its mission of providing valuable opportunities for education, networking, and professional development in the travel and tourism industry, ultimately contributing to the success and growth of the sector.
[bookmark: _Toc685333944]Appendices
Good afternoon all,

I would like to start by saying a massive thank you for your support so far in the preparations for the ITT Future You Event. 
Your support would be very much appreciated during the set-up of the event on Monday, could you please join us for set-up from 2pm until 5pm at the arena. On Tuesday morning could everyone arrive at 7:45am, those assigned to buses should meet at the Dylan Thomas Centre car park and all other volunteers should meet at the arena's stage doors at this time for a briefing starting promptly after.

The running order for the event is below and will be discussed extensively during the briefly -
9:30 - Doors open
9:30-10:45 - Interactive Careers and Industry Fayre
11:00 - Conference Starts
1:15-3:30 - Interactive Careers and Industry Fayre
3:30 - Event Ends

Below I have attached a list of each student position on the day, please be aware these are flexible positions and once your task is complete, we will reassign your location. Please let me know if anyone is missing from this rota.

	Name
	Year
	Role

	Riley
	1
	Buses

	Elijah
	1
	Buses

	Jac
	1
	Buses

	Jack
	1
	Buses

	Kirsty
	2
	Buses

	Scott
	2
	UWTSD Stand

	Tao
	1
	Buses

	Angelika
	1
	Meet and Greet

	Wik
	1
	Meet and Greet

	Carys
	1
	Meet and Greet

	Ben
	2
	Conference

	Jayden
	1
	Careers Fayre / Steward

	Dems/Dixie
	1
	Careers Fayre/Meet and Greet

	Nia
	1
	Careers Fayre/Meet and Greet

	Tamara
	1
	Careers Fayre / Steward

	Judi
	1
	Careers Fayre / Steward

	Charlie
	1
	Buses

	Simon
	1
	Meet and Greet

	Ayda
	1
	Meet and Greet

	Sinead
	2
	UWTSD Stand

	Cai
	2
	Meet and Greet

	Jake
	2
	Meet and Greet

	Clyde
	2
	Buses

	Ethan
	2
	Conference

	Mia
	2
	Meet and Greet

	Meg
	2
	Meet and Greet Set-up/Head Steward

	Grace
	2
	Conference

	Sav
	2
	Buses

	Beth
	3
	Careers Fayre

	Jas
	3
	Buses

	Courtney
	2
	Meet and Greet

	Emily
	3
	Buses

	Oli
	2
	Buses

	Kerene
	2
	Meet and Greet/ Steward

	Ceri
	2
	Meet and Greet/ Steward

	Penelope
	2
	Meet and Greet/ Steward



Unfortunately, despite our best efforts we were unable to get food donated for volunteers so could you all please bring a packed lunch for the event on Tuesday.
Students volunteering at the event will be required to wear UWTSD hoodies to represent the university, those without one currently will be provided on the day.
Can all students helping or attending the event please register through the Eventbrite link attached prior to the event on Tuesday - ITT Future You Event Tickets, Tue 27 Feb 2024 at 09:30 | Eventbrite
If you have any questions, please feel free to contact me.
We look forward to seeing you on Monday!
Kind regards,
Rhiannon Gratrix
Figure 1 - Student Confirmation Email and Staff Role Allocation


Briefing for the event - Good morning, everyone and thank you for volunteering at the event today. I would like to start with a quick briefing outlining the running order, your roles and safety requirements. There are no fire alarms expected during the event at the arena so if the alarm does sound, please move swiftly and calmly to your nearest fire exit. 
Bus specific – Starting from 8 o’clock it will be your responsibility to ensure that everyone entering the car park is associated with the event at the arena.  
Those working on the buses will be provided with a schedule of expected bus arrivals and safety high-visibility clothing. Student volunteers are required to wear these high-visibility clothing at all times when around the buses, carpark and while walking students to and from the venue.  
Once your bus has arrived and you have brought them to the venue you will be required to direct them towards check-in and then report to Rhiannon for your next task. 
Students cannot return to the arena until their assigned bus has arrived unless they have been told otherwise by an event organiser.  
Any vehicles without a UWTSD parking permit are required to register their vehicle registration in the Dylan Thomas Centre within 30 minutes of their arrival if they are exceeding a 30-minute stay at the car park. 
Thank you for your support and you can contact Rhiannon at 07449 176157 if there are any issues.
Figure 2 - Training Briefing

“Rhiannon undertook two key roles and made significant contribution as part of the team organising the ITT Future You Conference 2024.
As Marketing Manager, Rhiannon’s responsibility was to organise various competition prizes for the event. This meant approaching potential business sponsors in and around Swansea with a focus on targeting college students.
The marketing of these competitions was effectively done through the television screens around the arena as well as in marketing materials that were displayed and distributed during the trade show. Rhiannon’s efforts ensured the competition garnered attention and engagement from the attendees very well.
In her role as Front of House Manager, Rhiannon played a crucial part in the smooth-running order of the event. She confidently spoke on stage, introducing the event and guest speakers, setting the tone for the conference to 500 people.  Rhiannon assisted in managing the student volunteers coordinating efforts in areas such as parking, security, ushering and event set up.
Rhiannon’s clear understanding of event management and excellent communication skills were evident in her transactions with business sponsors, arena staff and volunteers, both in person and via email. Overall, Rhiannon demonstrated professionalism, competence, and leadership in her roles, contributing significantly to the success of the ITT Future You Conference 2024.”

Figure 3 – Reference By Deborah Jenkins
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