Swansea Triathlon World Cup
Big sporting events increasingly play a main role in place marketing, economic development and community wellbeing. Wales has a strong track record of hosting major international events, some of which are the UEFA Champions League final (Cardiff, 2017), the Volvo Ocean Race stopover (Cardiff, 2018), the Commonwealth Games in Cardiff (1958), and recurring world-class triathlon and cycling events. Building on this trajectory, this essay proposes that Swansea should host a world triathlon cup. 
The argument talks on academic event management frameworks, particularly Masterman's (2014) processes of feasibility analysis, strategic alignment and stakeholder planning and demonstrates that Swansea is a viable, desirable and strategically aligned host city
Event Concept and Objectives.
The World Triathlon Cup will be an elite international Olympic distance. triathlon attracting top athletes from around the world, national federations and global media. The purposed Swansea event will be made into a two-day festival, with one day including age group races, junior participation and community programmes, and day two will feature the elite cup races, which will be broadcast internationally. #
The event's main objectives are to:
1. Promote Swansea as Wales's coastal performance and adventure hub, helping its tourism brand to grow
2. Grow participation in swimming, cycling and running. Which is in line with the national wellbeing agendas;
3. deliver a safe, sustainable, broadcast-quality international sports event
4. generate measurable economic benefits for local hospitality and tourism.
5. Create a long-term legacy for active travel, cycling and water sports access.
These five objectives copy Masterman’s (2014) emphasis on developing events with clear and defined aims that help both the organiser and the host community. By adding legacy and participation goals into the event concept. The proposal shows what Masterman called “strategic event design” (Masterman, 2014), in which events are created not as isolated events but as an encouragement for ongoing development 
Strategic Fit with Welsh and UK Policy
Masterman (2009) stresses that events must align with political agendas, funding priorities and stakeholder objectives to be feasible. The Swansea project strongly reflects this pinciple. The national events strategy for Wales 2022-2030 outlines three pillars – People, Place and Plant – (Welsh Government, 2022) which prioritise events that enhance wellbeing, support sustainability and strengthen Welsh identity. A world triathlon cup addresses all three pillars. It encourages active lifestyles (people), enhances Swansea's international brand (Place) and uses existing urban infrastructure rather than making new facilities (plant)
Also, the Welsh Government uses the Major Sporting Events 2022-2030 Subsidy Scheme, which financially supports events capable of gaining tourism, community benefits and media coverage. (Welsh Government, 2022) Triathlons align nicely with these criteria, as shown by the ongoing public support for the World Triathlon Para Series Swansea and the Ironman 70.3 Swansea. These examples make a future World Triathlon Cup strategically consistent with national aims 
UK-wide policy also supports major events. In 2025 the UK government pledged large-scale investment into world-class sporting events and venues. Showing political appetite for international sports tourism. Hosting a World Triathlon Cup in Swansea would contribute to the UK's wider portfolio of global sporting events while taking away hosting duties from London and other major English cities.
Therefore, the proposal aligns with Masterman’s (2014) argument that strategic fit is crucial for gaining political, financial and community support.
Feasibility: Venue, Operational Capacity and Calendar 
Feasibility is one of the central pillars in Masterman’s event management model, which involves financial, operational and organisational viability. Swansea is extremely well prepared from an operational view. The World Triathlon Para Series has been held yearly in Swansea since 2022, using the waterfront, SA1 docks and closed road loops that a world cup would require. Swansea Council, British Triathlon, the Harbour master, emergency services and volunteer networks already collaborate annually on large triathlon events. This gives a great platform for operational precedent and reduces risk 
Also, Ironman 70.3 Swansea has demonstrated Swansea’s capacity for mass participation endurance events, generating an estimated £2-4 million in local economic impact between 2024 and 2025. This evidence strengthens the feasibility analysis because, as Masterman (2009) says, “previous delivery success enhances credibility with bidding organisations, funders and rights holders.”
Calendar feasibility is strong. The UK triathlon schedule features major events such as the Blenheim Place Triathlon (early June) and London T100 (late July/early August). A Swansea World Triathlon Cup placed in late June or early July would avoid competition while helping develop a “triathlon season arc” across the UK. The spacing aligns with Masterman’s concept of event positioning: choosing dates that optimise media attention, athlete availability and spectator turnout.
Market and Competition
Masterman (2014) notes that understanding market conditions – audiences, competitors and products and event saturation – is essential to event sustainability. Triathlon in the UK has remained popular with tens of thousands of participants yearly and strong club structures.  Swansea’s Para Series and Ironman weekend already have significant demand, suggesting a receptive regional market.
A World Triathlon Cup will offer a unique product in Wales: an elite Olympic distance race with global exposure, different from long-course commercial brands like Ironman. Furthermore, the event would not compete directly with local Welsh triathlons but instead help grow the regional ecosystem by providing inspiration, pathways and visibility. This aligns with Masterman’s model of “event synergy”, where major events enhance rather than destabilise grassroots activities.
Economic, Social and Legacy Impacts
Economic impact research (Gratton et al., 2000; Gratton et al., 2006) demonstrates that major sporting events generate substantial spending on accommodation, food and local services. Swansea’s proven tourism sector – worth more than £600m annually – provides a strong foundation for capturing triathlon-related visitor spending. If aligned with a community festival, expo and extended stay tourism packages, the event would be well positioned to meet or exceed economic impact benchmarks established by other Welsh events.
However, Masterman (2009) warns that economic impact alone is not sufficient; events must also be socially and culturally valuable to secure long-term support. A Swansea Triathlon Cup would support Welsh wellbeing policies by promoting physical activity, volunteering and community engagement. Also, a ring-fenced legacy fund could support cycling infrastructure, disability sport and water sports access. This reflects Preuss’s (2007) concept of “event structures” where legacies become embedded within communities.
Costing and Funding
Masterman’s feasibility model stresses the need for a realistic, multi-source budget. A World Triathlon Cup typically costs between £1.4 and £2.0 million. Funding would derive from:
· Welsh Government/Event Wales grants, justified by alignment with the national events strategy
· Local authorities' in-kind support, following the Para Series and Ironman precedents
· Commercial sponsorship, including title, presenting and official partner packages
· Age-Group entry revenue, which helps pay for elite operations
· Expo and vendor fees, adding more streams of revenue.

Conclusion
Using Masterman’s event management frameworks, this essay has demonstrated that a World Triathlon Cup – Swansea Bay is not only viable but strategically advantageous for Wales.


PT 2
Attracting and retaining customers for the world triathlon cup – Swansea Bay 
Attracting and retaining customers is huge for the success of any major sporting event and achieving this takes a lot of strategic understanding of audience needs, motivations, and behaviors.  According to Kotler and Keller (2016), the foundation of an effective marketing strategy is clear segmentation, targeting and positioning (STP). In sports event management specifically, Masterman (2014) stresses that organisers must tailor marketing to multiple audience groups while ensuring that the event offering aligns with policy priorities, stakeholder expectations and community needs. This section applies these ideas to the proposed Swansea Bay World Triathlon Cup, showing how segmentation, targeting, positioning and the marketing mix can be used to maximise participation, spectator engagement and long-term loyalty.
Marketing segmentation is the first step in identifying event audiences. Kolter and Keller (2016) define segmentation as splitting the wider market into smaller, meaningful groups based on demographics, psychographics, behaviour and motivations. In sports tourism, segmentation also considers movement patterns and event travel relationships (Getz, 2012). For Swansea, four segments are particularly relevant: elite and age-group triathletes, recreational participants, spectators and residents and sports tourists. Competitive triathletes are motivated by performance and achievement, reflecting the internalised commitment described in Funk and James's (2001) psychological continuum model. Recreational participants, by contrast, tend to be motivated by health, personal challenge and social identity (Gratton and Preuss, 2008).  Spectators and local communities are drawn by entertainment, atmosphere and civic pride, factors highlighted in Getz’s (2012) event experience framework. Finally, sports tourists travelling specifically for the event typically contribute strongly to economic impact (Weed and Bull, 2009). Recognising these diverse segments supports Masterman’s (2014) argument that a successful event must provide tailored value to different audience groups.
Targeting identifies the most important segments for this event. Masterman (2014) stresses that event organisers should prioritise audiences that will maximise commercial viability, social value and policy relevance. For Swansea, age -group  triathletes form a main target due to their high participation levels. Economic contribution and established demand in previous Swansea events like the ironman 70.3 Swansea. With them, local and regional spectators show another main target, as spectator turnout creates atmosphere, increases political and community support and strengthens the events perceived value (Getz, 2012). Secondary targets are sports tourists. Continuing with the Welsh government’s (2022) emphasis on getting high value visitors and youth groups and schools, supporting the Wellbeing being of future generations Wales act’s goals of having more physical activity. These choices show a balanced approach that supports both economic and social objectives.
After target markets are found, the event must establish its position within the competitive area. Positioning is defined by Kotler and Keller (2016) as the main place a product occupies in consumers' minds. The World Triathlon Cup Swansea Bay can be positioned as “Wales's premier coastal triathlon festival with the best global competition” the positioning differentiates Swansea's from commercial long course triathlons. Such as the Ironman by highlighting its Olympic level sport. Welsh identity and accessibility. Getz (2012) says that successful events create emotional and experiential value and Swansea's scenic waterfront, established triathlon reputation and strong community atmosphere prove clear differentiation. Masterman’s (2014) insistence on creating a unique and appealing brand proposition reinforces the importance of such a positioning strategy. 
To put STP in action, the organiser must manipulate the marketing mix (7Ps). Masterman (2014) suggests that the marketing mix is central to creating a reasonable and customer focused event experience, which includes junior events, spectator zones, live entertainment, athlete meet and greets and an event expo. Getz (2012) highlights the experiential dimension of events shaping customer satisfaction and continued attendance, making these elements crucial. 
Pricing must show accessibility and value. Tiered fees, early bird discounts and club packages follow Kolter and Kellers (2016) ideas for flexible and responsive pricing. Free or low-cost spectator access also goes with the Welsh government (2022) objectives for community involvement in major events 
Place concerns both the actual venue and the other areas. Swansea’s SA1 waterfront is a proven triathlon venue with strong tourism appeal; its combination of coastal scenery, city infrastructure and operational experience goes along with Weed and Bulls’ (2009) model of sport tourism destination attractiveness. Online registration platforms and strong transport links enhance accessibility for participants and visitors.
Promotion needs an integrated communication strategy. Masterman (2009) says that events should use a mix of digital advertising, PR, influencer engagement and community outreach to allow consistent messaging. For Swansea this includes targeted social media campaigns, Welsh language media engagement, athlete led video content, local school activations and partnerships with British Triathlon. These strategies reflect industry best practice and are effective in creating anticipation and emotional connection (chalip, 2004)
Processes, including registration, communication, safety and event day flow, shape perceptions of professionalism (Masterman 2014) having smooth processes will help increase the enjoyment and lessen the anxiety and stress of first-time participants.
To guide and evaluate the marketing strategy, the event must have SMART objectives (Doran 1981). These are attracting 2000 participants in the age group  achieving 10,000 to 15,000 spectators, reaching 500,000 digital audiences and 15,000 online interactions, and having 5,000 visitor bed nights and £2 million in local economic impact. All these outcomes support the Welsh government (2022) criteria for supporting major events.
Attracting and retaining customers for this event depends on a great marketing approach. By applying segmentation, targeting and positioning effectively and showing a coherent marketing mix the event can create the max amount of participation, drive economic impact and build a legacy within the community. 
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