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Task C

Before we start, it is to be noted that the sample size of this survey is only 50 responses, which is rather small and potentially biased and misleading. Due to this reason, each question and response will be approached with caution and open-mindedness.

Graph 1.1
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This bar graph represents the number of participants in the survey who were season ticket holders. Of 50 participants, all answered this question, with 29 being a season ticket holder, and 21 not being a holder. This is interesting as it does suggest that fan engagement is high for Swansea City AFC, with over half of the fans taking this survey being seasonal ticket holders, however, there is questioned to be made about why fans who supported the club enough to complete a survey did not hold a season ticket.

The second set of data in this this bar graph represents the number of participants in the survey who either knew about the ability to exchange tickets for fixtures they could not attend or not. The idea behind this concept, is that the spectator can return their seat for sale again if they can no longer attend the match. By the responses to this question, it is clear that a significant number of participants from the survey were unaware of the opportunity to exchange a ticket in this way and raises concerns over Swansea City and Swansea.com’s promotion and guidelines on ticket purchases and refunds.



Graph 1.2
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This graph shows the number of Jack Members who took the survey, and with the numbers coming out at 18 who were and 32 who were not, it is clear there is not enough incentive to become a member. From my research, becoming a member costs roughly £30, and provides members with the opportunity to take part in events, acquire merch for discounts, among other opportunities.

Graph 1.3
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This graph shows the awareness of fans taking the survey about the introduction of ticket master at the start of the 2014/15 season. There were more fans who were unaware of the introduction of Ticketmaster than were, and this is potentially a failure on Swansea.com’s behalf.

Graph 1. 4
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This graph shows that the majority of fans, being 24/50 or 48%, ranked their experience with tickets this season as a 3/5. This suggests that the experience was not terrible, but it could be improved on. No fans voted for a 1 and only 5 voted for a 2/5, which suggests that the general experience was positive. 17 voted for 4/5 and then an insignificant 4 voted for 5/5, so there were clearly still some minor improvements to be maxe. Likely, on of the major issues was the lack of knowledge about the online ticketing serice being offered.

Graph 1.5
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This graph illustrates how fans of the Swans acquire their tickets, whether it be in person, by website or over the phone. While only a small percentage purchase tickets over the phone, website and in person both had 22 votes each, which is because there was one double vote for both website and in person. This shows that some fans do not limit themselves to just one opportunity of getting tickets.

Graph 1.6
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6a of this graph displays the number of survey participants who accessed tickets through an E-ticket service like ticket master vs received them by post. From the data we can see that 21 participants received their tickets by post, and 20 received them digitally. This shows that both methods are still popular. 6b, was aiming to highlight the lack of knowledge about tickets if participants had answered no to 6a, however, many participants answered both questions after answering yes to the first. This suggests that the information may be incorrect as 22 had answered yes, but many of those figures had evidently already known as they had voted E-ticket in the previous part. 



Graph 1.7
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This graph displays the opinions about online booking and the usability of the website in which bookings can be made. As with the last ranking question, the majority of votes are placed on 3/5 with this option pulling exactly 50% of the votes. The other 50% are split between 2, 4 and 5, with the majority of which being on the upper percentile of the opinion. This is positive, showing that those who have used online booking have had a good experience. 

Graph 1.8
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This question garnered an almost perfect 50/50 split, however it was rather 26:24 instead and this is due to a few reasons. Within the text field below this question, many answers about either not having a driving license, not needing to drive as the journey was walkable, or ride sharing to the venue, thus not needing to pay for parking.

Graph 1.9
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This question is asking about turnstile and gateway entry to the stadium and how user friendly they are  and the experiences that visitors and fans have had while attending events at the stadium with the machines. It is clear from the graph that the majority of people have had positive experiences with it, with no surveys suggesting they were inherently bad. As with most of the survey results with questions rating 1-5, the majority of votes went central to 3, which is a common happening on these types of questions.

Graph 2.0
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This graph clearly shows that there is demand for prebooking food, drink and other beverages at a discounted price before the event online.

Graph 2.1
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This final graph from the survey shows that people would most like to pre purchase alcohol and meal deals from the stadium on match day, if it meant they were entitled to a discount. 

Task D

The ‘Be Active Wales” fund is a funding opportunity for not-for-profit sports clubs and organisations across Wales (Sport Wales, n.d.). It is supported and funded by the National Lottery and can offer up to £50,000 in grants to help clubs open, run and operate effectively, sustainably and without worry. The fund can cover clubs for anything from equipment, coaching courses, venue hire and improvement to facilities. The applications for such a course are run in application windows, due to the high application rates. This is a high incentive and reason for sports development in Wales and allows for community sports to grow and develop naturally with the support of the National Lottery.

Sport Wales is in charge of the development of sports in Wales, and as of January 2024, they had pledged to spend £3 million on improving community sports facilities and leisure centres. By this point, over £1.8 million had already been awarded to local authorities and leisure trusts to improve centres, making them more energy efficient, which allow activities to remain cost affordable for communities to enjoy. However, a further £1.3 million was awarded to some 13 projects such as athletics and basketball opportunities and clubs. Of the £3 million proposed spending, £123,000 was awarded to Blaenau Gwent to improve the air handling unit, Bridgend was receiving £100,000 for Ogmore Valley Centre, among many other centres and improvements. Other locations to invest in include Cardiff, Conwy, Gwynedd, Neath Port-Talbot, Pembrokeshire, Powys and Swansea under Freedom Leisure, Vale of Glamorgan, and many more.

In September of 2024, over £500,000 was invested to sustain sports facilities in Carmarthenshire. The largest developments of this investment were the introduction of a new 3G pitch and the Llandovery Rugby Football Club. The community led initiative, is to be accessible by local sports clubs and schools. Other improvements included LED floodlights, spectator viewing areas, and new pathing surrounding the pitch. Other key investments include the installation of a new PA and Solar Panels for the New sports club Carmarthen Town Football Club as well as improvements to multiple other pitches and sites. Felinfoel RFC is also receiving new floodlights, and Tumble RFC is receiving funding for a professional team of experts who will oversee the development of a new facility to work alongside the existing facilities in place, while keeping the community at the centre of the focus.

South Wales sees sport development in a range of ways and for a range of reasons. From mass investment in sporting facilities in various counties, by various organisations and government schemes, to the development of facilities and clubs alike, there are many reasons for the development of sports in South Wales and the following are some of the leading factors. Sports is developed and driven by many factors including the desire to promote physical activity and overall health and wellbeing. This is seen in NHS Wales’ guidance on physical activity expectancy as well as Swansea Sport and Health Teams schemes and projects. Antoehr reason for the develpkment is community engagement and development, in addition to healthier communities. If there are healthier communities, it means that there is potentially less strain on the NHS, leaving room to lighten the budget for the NHS and in turn sports to continue the cycle. As for community engagement, by promoting sports and facilities, it allows to potentially prevent children and young people from getting involved with crime, by keeping them in sports clubs, giving them guidance, mentors, figures to look up to, among other benefits. 
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Questions for Venue (Attach to Assignment Appendix)

DATE - 17 May 2025
FACILITY ADDRESS — Allianz Stadium Juventus
FACILITY CONTACT — N/A

What type of events take place within the venue and how are they funded?
At the Juventus Allianz Stadium in Turin, Italy, a wide range of events take place, including
its sole purpose football, as well as musical events and corporate events too. They are
funded either by the club or event organiser.

How do they market activities & manage consumer/ participant demand?
Juventus Allianz Stadium markets and manages events through a mix of digital engagement,
strategic partnerships, and fan-focused experiences. It uses the club’s global brand to
promote matches, tours, and corporate events, while offering premium hospitality
packages. Advanced ticketing systems and targeted social media campaigns help maximize
attendance and engagement.

Observe the environment and list 3 key features?

A) A heavy focus hospitality through cafes, restaurants and clubs

B) Emphasis on previous club players, showing deep rooted connection to the clubs’ origins
despite it being a new building.

C) Modern architecture, showing the clubs ability to move into modern days, being classy
but not flashy.

Is the faci fit for purpose?

The facility is fit for purpose for its initial use, which is football, having state of the art
football facilities in addition to the phenomenal seating arrangements they have. For other
events like concerts and music, the stadium can be modified and adjusted to suit whatever
purpose needed.

What key challenges do they currently face?
Despite the stadium being newly built, it is a very difficult stadium to fill, often only meeting
2/3 of its total capacity. Rowdy crowds have also become a problem recently.

List three Health and Safety practices e.g. crowd control, alcohol, risk

management, evacuation procedures, maintenance etc.
Crowd Control, Maintenance and Evacuation Procedures.
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Questions for Venue (Attach to Assignment Appendix)

DATE - 17/5/2025
FACILITY ADDRESS — Santiago Bernabeu Stadium
FACILITY CONTACT — N/A

What type of events take place within the venue and how are they funded?
The Santiago Bernabéu Stadium hosts major football matches, including Real Madrid games
and international events like the 2025 NFL fixture. It also stages concerts by global artists,
though these were recently paused due to local noise complaints. The stadium is equipped
for large-scale cultural and corporate events, making it a versatile venue in central Madrid.

How do they market activities & manage consumer/ participant demand?
The Santiago Bernabéu markets its activities through global media partnerships, Real
Madrid’s digital platforms, and strategic sponsorships. Events are promoted using social
media, targeted advertising, and collaborations with artists or sports leagues. Costs are
covered through ticket sales, VIP experiences, brand sponsorships, venue rentals, and
broadcasting rights, ensuring strong commercial returns for each event.

Observe the environment and list 3 key features?
A) The stadium has a retractable roof

B) Retractable Pitches

C) VIP Suits, hospitality everywhere

Is the facility fit for purpose?
The facility is extreme adaptable and is thus fit for purpose allowing for a wide variety of
events.

What key challenges do they currently face?
The stadium has a history of receiving noise complaints in 2024. They suspended all
concerts at the stadium there after until they can find a suitable solution.

List three Health and Safety practices e.g. crowd control, alcohol, risk

management, evacuation procedures, maintenance etc.
Emergency exits, Normal Operational Plans and Emergency Action Plans
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Element Specification Estimated Cost (€) Description

Substructure Concrete foundations and floor slab £150,000 - £200,000 Supports pools and structural loads
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Roofing System Curved insulated metal roofing panels £100,000 - £140,000 Weatherproof, modern roof with insulation
External Walls/Cladding Composite aluminium panels and steel framing, £120,000 - £160,000 Durable, aesthetic exterior

Glazing Triple glazed windows and curtain wallng  £60,000 - £90,000 Maximises light and energy efficiency

Internal Walls & Finishes Moisture-resistant partitions,tiling £80,000 - £110,000 Includes changing rooms, tolets, etc

Floor Finishes Anti-slip ttes/resin flooring in wet areas £50,000 - £70,000 Safe and hygienic surfaces
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