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1. PART 1 – Event Scoping and Feasibility:
1.1 Introduction
Masterman (2003a, b,2004,2011, p, 70,71), highlights that there are several key factors that are required to planning a successful event (Hall, 1997). He clarifies that you need clear objectives and concept along with feasibility, short- and long-term goals, sustainability, evaluation, and feedback. 
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The Event Planning Process (Masterman, 2014, p.71)
The Sport Event shall be planning is one of the British Volleyball Championship stops on the tour hosted by Swansea. The decision was chosen for British Volleyball Championship due to Cardiff have previously hosted Wales section of the tour and have proven they can successfully host the event. In addition, Jiri Popelka (2017), stated that volleyball is a very popular sport at grassroots in the UK, with tens of thousands playing the sport each week and has been increasing resulting in it being called “one of the World’s most popular and growing sports. For example, Volleyball is the 6th most popular sport in the World in 2021, with 900 million followers (Devano, 2021). In 2020, Welsh Volleyball announced they were looking for both male and female athletes to represent Wales in their first Commonwealth team in Birmingham 2022 (Welsh Volleyball,2020). 
This links to the Future Generation Act 2015, under a Healthier Wales along with the Welsh Governments 2020 Vision to have Wales be recognised as an outstanding destination for major events. Welsh Government (2020) added that this would enhance Wales well-being of the population and its communities.  
1.2 Objectives and Concepts: 
One of the objectives of this event is to be a Type D Event (Jago and Shaw, 1998), “a major competitive event generating limited economic activity with being a part of the annual cycle of sport events.” 
Additionally, the aim of the event is to hopefully increase the level of physical activity within Wales. General physical activities were compromised by the Covid-19 pandemic, resulting in an increase in inactivity and increased levels of obesity (Puccinelli et al, 2021).  A secondary aim would be to increase the usage of Welsh natural resources by setting all aspects of the event outdoors. 
Before considering my short and long-term goals they had to be specific, measurable, attainable, relevant and time – bound (Fresch, 2021). The short-term goals are for the event to be deemed a success along with the effects of the fan zone being shown as fun, easy to play and get involved as well as families realising it does not cost a lot to buy a volleyball and it’s easy to play anywhere (Williams, 2019). The long-term goals are to increase the further popularity of the sport and therefore increasing the levels of physical activity across Wales as a family (Getz, 2005). 
The event would take place in June and replace Cardiff as the Welsh location on the tour. Furthermore, unlike Cardiff’s layout of having all courts located in one park, Swansea will have courts spread across the city to increase attendance and economic benefit whilst also showcasing the best of Swansea. Due to there being multiple courts across the area they will only be temporarily built, consequently leaving no physical legacy (Bernstein, 2002). 
1.3 Feasibility and Strategic Fit:
Getz (2005), Watt (1998), Smith and Stewart (1999), all state that feasibility is a key stage of the planning process due to it clarifying whether the event will work or not. The main concept of the event is to showcase Swansea by having multiple courts spread across the city. After deliberating, the five locations that have been chosen are: Singleton Park, Mumbles Beach, Vetch Fields, Museum Park and outside the Dylan Thomas Centre (See Appendix 1, Figure 2,3,4,5,6). 
McGee and Channon (2014), describe strategic fit as controlled balance of an organisation therefore matching their resources and capabilities with opportunities that arise in the external environment. This means for our event that to ensure the event is a success we need to establish potential opportunities for Wales, Swansea, and society. For example, using Swansea’s natural resources and infrastructure already in place. 
The partners of the event will include Swansea Council, Welsh Government, Sport Wales, Volleyball Wales, UK Volleyball, University of Trinity St David’s (UWTSD) and Mikassa. Welsh Government and Sport Wales are partners because the event aligns with their 2020 mission vision (Welsh Government, 2020) along with the Sport Wales “Be Active” campaign (Sport Wales, 2021). Thus, the decision to have UWTSD involved in the event was to allow university sport students the opportunity to gain vital experience locally, as well as helping to reduce additional costs due to them being volunteers throughout the event. Likewise, to have the support and backing of Swansea Council as the host of the event is critical to the success of the bid and successful delivery of the event (Getz, 2005). Mikassa is one of the main volleyball ball brands and them supplying equipment would be a huge benefit along with reassurances that the event has professional support as well as sponsorship. 
1.4 Potential Impacts:
 When determining the impacts of a sport event Hover et al (2016), p.13, highlights there are 4 impacts i.e., social, economic, environmental, and physical (refer to appendix 1, figure 7). 
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 Impacts of a Sport Event (Hover et al, 2016, p.13)
Governments are willing to spend a high amount to attract and host a sporting event, because they believe that it generates significant additional economic impact (Saayman and Saayman, 2014). Moreover, Wilson (2007), highlights that sport events “generates unequivocal” economic benefit to the hosts communities as well as creating opportunities i.e., local businesses and tourism.  
Hosting sporting events is known to have potential positive effects on local communities (Haubois et al, 2019, p.335). Crompton (2004) and Kim and Walker (2012), state that there has been a growing interest in non-strictly economic impact including well-being, quality of life, civic pride, and sense of belonging. Along with destination image (Berkowitz, 2007 and Armenakyanetal, 2012).  This will be prevalent for Swansea hosting the UK Volleyball Championships bringing the community together after being apart and needing to work on their well-being due to the ongoing Covid-19 pandemic. 
Furthermore, another social impact of the event could possibly be “soft legacy”. The idea of soft legacy involves the event linking to people’s experiences, attitudes, and behaviours (Holt and Ruta, 2011). Additionally, Dickson et al (2007), argues that we should consider the concept of space and time when linking to legacy i.e., legacy can change over time and could be different region by region. For example, Beijing Olympics 2008, there was an overview that showed there was substantial differences of the legacy between citizens in different Chinese provinces (Manzeneriter, 2014).                                                            
1.5 Target Audience & Competition:
The target audience for the event are families of the local and surrounding areas, University students and current supporters of volleyball. Families of the local and surrounding areas were chosen as part of the target audience because one of the main objectives of the event is to encourage participation in volleyball after the event. Exercising with the whole family has been proven to make families stronger and closer (Graham, 2016). 
The competition for hosting the event is Cardiff because they have proven since 2016, they can successfully host the major event along with having their first volleyball tournament in Barry Island in September this year (Powell, 2021). Other competition for the event is ensuring if tourists come to stay of the event Swansea isn’t losing them to hotels in Pembrokeshire and Llanneli.
1.6 -SWOT Analysis: 
	Strength
	Weakness
	Opportunity
	Threat

	Don’t’ need to build facilities.
	Not as developed as Cardiff e.g., structurally or volleyball isn’t as known in Swansea as Cardiff. 
	For local people to use Swansea’s natural resources more e.g., mumbles beach and singleton park.
	Losing the bid to Cardiff because they have successfully run the event since 2016. 

	Using natural resources of Swansea.
	Carparking maybe an issue in some event locations. 
	To increase tourism e.g., profit for small local businesses. 
	Pembrokeshire has similar natural resources. 

	Increasing popularity sport in Wales. 
	Lack of high-end hotels. 
	Using an additional streaming service will increase followers to the sport and showcase Swansea.
	Covid-19 Pandemic makes it certain the event will go ahead. 

	Low Budget Sport event. (showcasing/profit without spending loads). 
	
	For university students at UWTSD to gain vital experience to help advertise the university on TV. 
	Due to some locations being on the coast could have difficulties with wind. 

	Meets Welsh Government and Sport Wales aims (Welsh Government, 2020).
	
	Summer holidays = more families attending/ publicity
	Cardiff as a location has a bigger reputation for hosting sport events.  

	Well, run public transport e.g., frequent buses to event locations. 
	
	
	


2. PART 2 – Strategic Marketing Overview:
2.1 Attract and Retain Spectators/Customers:
Funk et al. (2008) states that only a heighten understanding of the consumers behaviour can you market and develop communication strategies to enhance their experience whilst highlighting the elements of the consumers decision making process. They continue by noting that sport consumers behaviour is the same whether it be watching or participating in a sport event due to it all being about the experience. Additionally, ensuring that the needs and wants of the consumer are met with sport products and services (Shillbury et al, 2009). 
For the event we shall be offering a range of commemorative products such as reusable cups and t-shirts. This will be offered within packages for consumers pre-event whilst purchasing their tickets. To attract families, we will be offering for every adult ticket a child can enter for free, therefore making the event more accessible and affordable for local families. This was influenced by Swansea’s local population having 11.5% of deprivation linking to the 10% most deprived in Wales (Welsh Index of Multiple Deprivation, 2019). As a result, attracting this group was important for succeeding in our objectives to increase participation in the local community. 
2.2 Market Segmentation:
Shank (2005) recognises 6 elements of segmentation i.e., demographic, socioeconomic, psychological, geographic, behavioural and benefits. However, Bourgeon and Bouchet (2001) identify 4 sport event segment behaviours i.e., opportunist, aesthete, supporter and interactive. 
Segmentation is putting customers and potential customers into distinct groups to see common themes of characteristics in their buying patterns (Harris and Elliot, 2005). Demographic, geographic and socioeconomic will be the 3 main areas the event will be focusing on. After researching we know that Swansea and its surrounding areas have an average annual income of £31,500 which is significantly lower than the UK average of £38,100 (Plumplot, 2021) - refer to appendix 2, figure 8,9. This will need to be considered when deciding on prices of tickets, products, and packages to ensure local families can attend the event. 
In 2017, Swansea City Council released a report stating a local vision. The report highlighted that the people of Swansea will have better access to modern health and social care, along with increasing the city population’s well-being, exercise and linking to a resilient Wales (City & County of Swansea Mental Health Commissioning Strategy, p.9, 2017) – refer to appendix 2b. The event hopes to work towards Swansea’s local vision with the objectives of the event. 
2.3: Marketing Mix:
The marketing mix was created by E.J McCarthy in 1960 as a clear interactor on what basic marketing involves i.e., 4 P’s of marketing – product, place, price, and promotion. 
Mullins et al (2016), highlights that the product section of the marketing mix focuses on the wants and needs of the customer. Kolter and Keller (2012, p326) states there are different products levels and for this event I will be focusing on core benefit (refer to appendix 2, figure 11). Core benefit involves sports fans who buy products or attend events for the entertainment, excitement, relaxation, or a reason to spend time with family and friends (Kolter and Keller 2012, p326). For the event, it is critical that all spectators enjoy the experience along with having time to relax with friends and family. Moreover, we will be offering a streaming service for the event due to 73% of British sports fan stating they prefer streaming since the current pandemic (Steve McCaskill, 2021). 
For the promotion of the event there will be advertising online and throughout the local community such as, social media posts, posters, and leaflets for children to take home to show their family along with going into local schools to do presentations to tell children personally about the event and a brief understanding of volleyball (refer to appendix 2, figure 12,13,14,15 for examples). Therefore, targeting and informing a range of audiences for the event. Additionally, as well as the main event of the volleyball championships there will be a fan zone in Singleton Park for children and their family to have the opportunity to try different games and activities of volleyball (refer to appendix 2, figure 16,17,18 for examples). This will hopefully aid us in achieving our objective to increase participation in physical activity. 
	Tickets/Packages
	Prices

	Standard Adult Ticket 
	£20 (includes one free child entry)

	Pre -sale Tickets
	£15 (includes one free child entry)

	Online Pre-sale
Package 1 
	£40 (includes 2 adults’ tickets, 2 free children entry + reusable cup)

	Online Pre-sale
                        Package 2
	£60 (includes 2 adults, 2 free children entry, reusable cup, 2 children’s t-shirts specifically for the event +volleyball)



	Products
	Prices

	Reusable Cup
	£10

	T-shirts 
	Children (£7) Adult (£15)

	Volleyball 
	£15 

	Pens/pencils/bands
	£3-5




2.4 Marketing Objectives & Specific Tactics:
Linking to the event’s main objectives, the marketing objectives will include ensuring the event is more improve awareness and demand around the events and its products i.e., streaming service and merchandise e.g., tops and volleyballs. In addition, increase positive product and event reviews, launch product and event in a new market (target audience) (Pritchard, 2021). 
To best achieve this, we will use specific tactics such as, having a range of packages for the event. Including, for every adult a child enters free together with if you pre-purchase your tickets online you will receive an event limited edition top and an hour early entry to the fan zone before standard tickets are allowed in. Furthermore, when we go into primary schools, we will hand out along with posters a voucher to have a free useable cup specific to the event. 
After the event, we will ask spectators and customers of the event to complete a questionnaire of the event so we can retain feedback to see their favourite and most enjoyable bites of the day as well as what we could do next time to improve the overall experience. Furthermore, we will have a push button feedback system at exits of event locations and fan zone to gather quick data during the event therefore resulting in more accurate data (Hall, 1997).
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4. Appendix:
4.1 Appendix 1 – Event Scoping and Feasibility Figures:
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Figure 1: Singleton Park 
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Figure 2: Mumbles Beach
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Figure 3: Vetch Field
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Figure 4: Museum Park
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Figure 5: Dylan Thomas Centre
















4.2 Appendix 2
4.2.1 Appendix 2a: Strategic Marketing Overview Figures
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Figure 6 – Swansea Average Salary Comparison 
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Figure 7 - Average Salary Comparison of Swansea and Surrounding Areas from 1999-2021. 
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Figure 8 – Net House Income Map of Swansea and Surrounding Areas
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Figure 9 – Kolter and Keller (2012, p.326) Different product levels 
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Figure 10 – Example of Promotion Poster 
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Figure 11 – Example of Promotion Leaflets 
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Figure 12 – Example of Promotion Poster for Students
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Figure 13 – Example Promotion Poster for Children
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Figure 14 – Example of Toddler Volleyball Activity  
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	Figure 15 Example of Children’s Volleyball Activity 
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Figure 16– Example of Children’s Volleyball Game 


4.2.2 Appendix 2b: Swansea Local Vision Definition
“People in Swansea will have access to modern health and social care services which enable them to lead fulfilled lives with a sense of wellbeing within supportive families and resilient communities. We will help people to keep safe and protected from harm and give opportunities for them to feel empowered to exercise voice, choice, and control in all aspects of their lives. Our services will focus on prevention, early intervention and enablement and we will deliver better support for people making best use of the resources available supported by our highly skilled and valued workforce”. – Local Vision, City & County of Swansea Mental Health Commissioning Strategy, p.9, 2017. 
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