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Event Focus
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(Lintuméki et al., 2020).

Engagement
Interactive demos boost visitor engagement
(Kaiser et al., 2013).
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Cardiff International Arena supports large, interactive events

Facility Munagement
Well-managed facilities improve visitor engagement and safety
(Alkhadim, Gidado & Painting, 2017)

Safety
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safety

Layout
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events (Dionisio et al., 2021)
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