[bookmark: _Toc156512163][bookmark: _Toc156512280][bookmark: _Toc156512320][bookmark: _Toc156512390][bookmark: _Toc156512459][bookmark: _Toc156512695]Operations Management for Tourism, Leisure, and Events (BMTP5019)

[bookmark: _Toc156512164][bookmark: _Toc156512281][bookmark: _Toc156512321][bookmark: _Toc156512391][bookmark: _Toc156512460][bookmark: _Toc156512696]Scott De Lloyd (2203611)

[bookmark: _Toc156512165][bookmark: _Toc156512282][bookmark: _Toc156512322][bookmark: _Toc156512392][bookmark: _Toc156512461][bookmark: _Toc156512697]Deborah Jenkins




















Table of Contents
Operational Events Plan - Introduction about operations management:	3
Operational Planning and Procedures - Event Plan, Logistics and Event Set Up:	6
Operational Policies and Procedures including Legal Aspects:	10
Emergency Plan including Emergency Procedures & Risk Assessment relating to Purple Book:	11
HR & staffing Operations - Talent Selection:	12
Workforce Planning	13
Skills Audit and Training Plan	14
Financial and Budgeting - Event budgeting and Financial Evaluation:	14
Financial forecasting	15
KPI’s and Yield management	15
Appendix	17
Reference list	18

















[bookmark: _Toc156512698][bookmark: _Toc156512986]







[bookmark: _Toc156513129][bookmark: _Toc156579050]
[bookmark: _Toc156512699][bookmark: _Toc156512987]Operational Events Plan - Introduction about operations management:

In today's changing business world, organisations are always striving to optimise their operational processes to improve efficiency, productivity, and overall performance. This goal is especially important in the context of entertainment and event management, where accuracy and smooth execution are critical to success. The Swansea Arena, a major facility in the centre of Swansea, Wales, is a monument to the event industry's junction of operations management and marketing. “Business efficiency is not just a buzzword; it is a fundamental element that paves the way for operational excellence, customer satisfaction, and a competitive edge.” Training (2023). This perspective underscores the significance of not merely treating business efficiency as a buzzword but as a tangible and strategic driver for success in the multifaceted landscape of event management.

Swansea Arena serves as a multifaceted event space, hosting a diverse array of concerts and conferences. The arena has swiftly become a focal point for both local and international events, attracting a broad spectrum of audiences. The success of such a multifaceted venue, not only on the quality of the events it hosts but also on the seamless integration of operations management principles within its various departments, with a particular emphasis on the pivotal role played by the marketing department. “Marketing within events relies heavily on communication whether this be in directly informing potential customers of a product offering, in creating a brand image in the marketplace, or through customer feedback and market research.” Masterman (2005, p. 27). This underscores the crucial role that effective communication strategies play in the overall success of the arena's events and the establishment of a strong brand presence.

Operations management is a method of designing, planning, and executing processes that translate thoughts into actions, guaranteeing effective resource utilisation. Operations management is critical to ensuring the seamless flow of activities at Swansea Arena, ranging from ticketing and security to logistics and facility maintenance. The complicated interplay between the operations management team and the marketing department is especially visible when staging large-scale events that need meticulous preparation and execution. As expressed by exeed college, (2019), “Operations management ensures appropriate staffing of employees to resources to get maximum results.” This captures the core of how operations management serves as a crucial driver in optimising the allocation of human resources to diverse activities, assuring the overall performance and effectiveness of the arena's operations during events.

Swansea Arena's marketing team is tasked with building captivating narratives around events to drive ticket sales. Beyond traditional promotional techniques, the marketing team has a big impact on the total customer experience by creating campaigns that resonate with a wide range of target demographics. From social media participation to effective partnerships with sponsors, the marketing department has a significant impact on public opinion of Swansea Arena and its events. According to a study (Rani, 2023), “Storytelling is not merely a marketing buzzword; it is deeply rooted in human psychology. Studies have shown that emotionally engaging content is more likely to be shared.” This insight emphasises the necessity of incorporating emotive and engaging narratives into advertising strategies, reaffirming the idea that storytelling is more than simply a fad; it is a critical factor that drives audience engagement and the effectiveness of promotional efforts.

The connection between operations management and marketing is most visible in the event industry, where event success is determined by meticulous planning, organisation, and execution. To deliver a smooth and delightful experience for customers, the marketing department relies on the operational efficiency of ticketing systems, seating arrangements, and other logistics. In certain circumstances, such as music concerts, preventative tactics have been utilised in event planning to analyse the hazards involved and implement steps to prevent damage. As highlighted by event practitioners (Hutton et al., 2015), “event practitioners to formulate anticipatory planning for celebratory-type events, The physical environment could be controlled, to a certain extent, through event design, safety guidelines, and legislation.” This emphasises the necessity of proactive preparation in reducing potential hazards and guaranteeing the safety and success of various events.

While the integration of operations management and marketing is critical, it is not without obstacles. Coordinating the various demands of both departments, particularly during peak demand periods, necessitates careful planning and communication. Furthermore, technological improvements and altering customer preferences create ongoing challenges and possibilities for these departments to adapt and innovate. Embracing digital platforms, leveraging data analytics, and implementing sustainable practices are some of the ways operations management and marketing may interact for mutual gain. As explained Biljana Teohareva (2012), “Certain information can be extracted from the customer profiles, as for example, which products a particular customer or a group of customers prefers, what are the characteristics of the loyal customers, whether age, income, marital status or other factors have an impact on buying preferences.” This highlights the importance of using consumer data to adjust marketing tactics and operational choices for improved efficiency and satisfaction with consumers.

The joint efforts of Swansea Arena's operations management and marketing departments have strategic effects that go beyond particular events. A well-executed event not only generates immediate cash returns, but it also promotes brand loyalty and excellent word-of-mouth marketing. Swansea Arena's integration of operational and marketing strategies allows it to stand out in a competitive market and position itself as a preferred venue for a wide range of events. As stated by Gayeski (2000, p. 378), “event's success is underpinned by the key competitive factors, which is communication, managerial leadership, and teamwork. This underlines close inter-linkages between the event's team performance and team management” (Belbin, 2010), “with event managers being concerned not only with seamless information and knowledge exchange” (Gayeski & Rowland, 2005), “but also with building human interactions within the team” (Yankelovich, 1999). This highlights the need of excellent communication, leadership, and cooperation in ensuring the overall success of Swansea Arena events.

During the initial planning phase, the event's objectives are thoroughly defined, including audience participation, artist satisfaction, and financial goals. A detailed budget is developed to ensure the flawless execution of various areas, including equipment rental, manpower, marketing campaigns, and contingency plans. As highlighted by Beebe and Masterson (2003), “Communication plays a crucial role during the delivery of an event being a fundamental element of effective project management”. Forsyth (2009), “argues that event managers should adopt a communicative approach in their leadership as a means of understanding the complexity of interactions within (i.e., a team member to a team member)” This emphasises the significance of excellent communication tactics in guaranteeing the smooth planning and execution of the music event at Swansea Arena.

[bookmark: _Toc156512988][bookmark: _Toc156513130][bookmark: _Toc156579051][bookmark: _Toc156512989]Operational Planning and Procedures - Event Plan, Logistics and Event Set Up:

The logistical issues revolve around the comprehensive selection and confirmation of Swansea Arena as the event venue. This includes getting the required approvals and adhering to local regulations. The complexities of event planning include factors such as musical sound rustication technological limitations, where the use of soundproofing techniques provides suitable sound quality. 

Pre-show preparations include the use of flashing lights and customised headphones for children to cater to the different demands of the audience. Additionally, the arrangement of noises around the arena is a purposeful marketing move that creates an immersive experience that customers enjoy. This rigorous preparation not only adheres to safety protocols, but it also helps to the overall success of the event by increasing audience involvement and satisfaction.

Ensuring seamless parking and accessible transportation options is a critical facet of event planning and marketing. The convenience of these logistical elements significantly influences the overall visitor experience and, consequently, the success of the event. Beyond practicality, prioritising accessibility is a powerful statement about inclusivity and commitment to attendee satisfaction. This is particularly true for individuals with disabilities, as well-executed arrangements contribute to a positive customer experience. Clear and timely communication about parking details, transportation schedules, and special provisions for disabled attendees should be integrated into marketing materials. Such upfront information not only manages expectations but also showcases a commitment to attendee well-being. Proximity of parking facilities to the venue and the potential for front-of-the-door services, especially for disabled individuals, further add to the positive image of the event and the hosting company. By attending to these details, event organisers not only enhance attendee happiness but also fortify a robust company perception, fostering loyalty and positive word-of-mouth marketing within the community.

This beneficial connection with well-organised logistical arrangements may be utilised in marketing campaigns to reach a bigger audience and enhance engagement. A seamless and accessible event experience not only enhances satisfaction but also creates a positive ripple effect through word-of-mouth marketing, fostering community engagement and long-term success. “Developing a clear and consistent personal brand that reflects one’s values, strengths, and unique selling proposition (USP). This includes creating a memorable name, logo, tagline, and visual elements that convey a cohesive message across different platforms” (Philbrick & Cleveland, 2015). Furthermore, “Businesses leverage digital channels such as search engines, social media, email and their websites to connect with current and prospective customers” (Desai, 2019).

These logistical considerations align with “the most commonly referenced objectives in Supply Chain Management (SCM), as highlighted in the literature. Objectives such as improved demand planning” (Frochlich & Westbrook, 2002), “reduction of lead time” (Buxmann, von Ahsen, Diaz, & Wolf, 2004), “speed of delivery, control, and reliability” (Ross, 2004; Schnetzler, Nobs, & Sennheiser, 2004), “quality of service” (Hoffman & Mehra, 2000), “and reduction of costs, encompassing production, transportation, and purchase costs” (Buxmann et al., 2004), “as well as inventory-driven costs and product returns costs” (Callioni, de Montgros, Slagmulder, Van Wassenhove, & Wright, 2005). All contribute to the efficiency, safety, and overall success of events held at Swansea Arena. Integrating these SCM objectives into the logistical planning ensures a well-organised and effective execution of events.

In event planning, teamwork between stage and production companies is critical for creating a suitable stage layout that improves both venue aesthetics and audience visibility. These teams' thorough examination of sound and lighting components results in a professional and immersive visual experience. The marketing department's engagement is critical since it guarantees alignment with the overall company aims. The visual elements developed by the stage and production teams are critical in preserving brand continuity, improving audience perception, and becoming essential components of future promotional efforts. 

Additionally, the marketing team must align promotional strategies with budget constraints and financial considerations associated with the event. Collaborating with legal teams ensures adherence to regulatory requirements, while cooperation with HR guarantees that backstage areas cater to performers' needs, fostering a positive working environment. This comprehensive approach by the marketing department enhances the overall success of the event by integrating technical execution with brand representation, audience satisfaction, financial viability, legal compliance, and HR considerations.

The logistics of collecting necessary equipment and supplies include coordinating with reputable suppliers for visual equipment, stage materials, and other event necessities. Staffing is also crucial, which includes recruiting and training volunteers, collaborating with professional crews for technical and logistic assistance, and forming a specialised event management team to handle various aspects of the event. “Events are becoming an element in improving the image of tourist destinations, attracting visitors, and stimulating the local economy.    Spreading information about events in advance is very important.    The    use    of    social    media    marketing   tools   helps   destinations manage” customer relationships (Todua & Urotadze, 2022). The marketing and promotion plan includes the creation and distribution of captivating promotional materials to raise awareness and enthusiasm about the music event. Event marketing can become one    of    the    effective    strategies    for    increasing    brand awareness. The   success   of   a   brand   in   the   market    is    impossible    without    increasing    its    awareness  (Seturi  &  Urotadze,  2017). Not only can the event attract a large number of visitors, but  it  also  has  the  potential  to  expand  the    customer    base    (Five    benefits    of    event    marketing, 2023).

 A strong ticketing system is put in place to efficiently handle access and attendance. Rehearsals and run-throughs are methodically executed, guaranteeing the ideal incorporation of technical aspects, and addressing any possible concerns prior to the event day.

Beyond marketing’s primary focus on pre-event promotion, the marketing team oversees brand representation, ensuring consistency with promotional materials. They actively engage in on-site promotional activities, manage social media interactions for real-time updates, and facilitate feedback collection from attendees. Adaptability to unforeseen circumstances is a key function, involving collaboration with other departments to implement contingency plans effectively. This holistic involvement ensures that the event aligns with the brand image, marketing objectives, and overall promotional strategy, contributing to a successful and memorable experience for attendees.

While the primary focus of the marketing team is on pre-event activities, such as promoting the event and driving ticket sales, their involvement extends seamlessly into on-site management on the day of the event. Beyond the initial promotional phase, the marketing department takes on a multifaceted role in overseeing critical aspects related to the event's presentation, branding, and overall customer experience. 
During the event, the marketing team shoulders various responsibilities. The marketing team works diligently to maintain the effective representation of the brand during the event, ensuring consistency with pre-event promotional materials. Active strategies, including social media interactions, contests, or promotional activities, are implemented to engage attendees and enhance their overall experience. The marketing department actively seeks feedback from event attendees, aiming to gather valuable insights for future improvements and to assess the overall success of the event. Planned on-site promotional activities, partnerships, or sponsorships are executed as part of the comprehensive marketing strategy developed for the event.

The marketing team showcases adaptability in dealing with unforeseen circumstances, collaborating with other departments to implement contingency plans effectively, this can link from events being cancelled or postponed, “further observed that a person losing $100 will lose more satisfaction than a person will gain satisfaction from a $100 windfall” (Kahneman and Tversky 1979). “This means that buyers are more sensitive and more responsive to loss” (Martins & Monroe, 1994; Monroe & Lee, 1999; Scitovszky, 1944).

[bookmark: _Toc156512990][bookmark: _Toc156513131][bookmark: _Toc156579052]In summary, although the marketing department's primary role revolves around pre-event promotion, their involvement seamlessly extends to on-site management. This ensures that the event not only aligns with the brand image but also continues to meet and exceed the marketing objectives, contributing to a successful and well-executed experience for both the audience and stakeholders.
Operational Policies and Procedures including Legal Aspects:

Successfully executing a music concert in Swansea Arena requires a well-defined set of operational policies and procedures, delicately braided with legal issues. (Vipin Nadda, Arnott and Sealy, 2020), “Every corporate or special event requires a governing entity to provide proper handling for any kind of situation. A proper understanding of various laws and legislation may not only help with identifying possible challenges, but it may also assist in mitigating situations when they do occur.” Legal compliance is critical, which includes obtaining the right permissions and licences, adhering to local rules, and having a thorough awareness of noise ordinances and crowd control procedures. This not only aids in predicting potential issues, but also in minimising them when they arise. A thorough awareness of numerous regulations and legislation helps considerably to the event's overall success and safety, which is consistent with Swansea Arena's dedication to legal compliance and good event management.

Team adaptability is a core aspect of team efficiency in general (Burke et al., 2006) and especially in emergency teams. (Fernandez et al., 2008), Extrapolating data from group research (Kozlowski and Bell, 2008,) leads to two alternative hypotheses: (1) team competences are mainly generic (Bedwell, Ramsay and Salas, 2012) so that teams that are more efficient in a routine situation will also be more efficient in an emergency situation (Smith-Jentsch, Salas and Brannick, 2001), or (2) team performance is mainly situation-specific, (Bowler and Woehr, 2006,) so that little, if any, correlation should be found between routine and emergency situations. Likewise, quality of leadership might predominantly result from a generic individual competency or, alternatively, is largely situation dependent (Tschan et al., 2006). Health and safety measures demonstrate a seamless integration of adaptation concepts. These protocols are rigorously constructed, including an emergency response plan, medical services collaboration, and strong security measures such as baggage inspections when entering Swansea Arena. Venue operations are meticulously planned, including access points, exit strategies, and facility maintenance requirements. This use of adapting concepts within emergency teams emphasises the significance of predicting various circumstances and maintaining team efficacy in both normal and emergency situations. 

Coordination, defined as “the process of interaction that integrates a collective set of interdependent tasks” (Okhuysen & Bechky, 2009, p. 463), is central whenever individuals have to collaborate to fulfill a shared goal (Gittell, 2002). At its core, coordination or the management of task dependencies (Malone & Crowston, 1994) is a relational process that occurs through networks of relationships (Gittell, 2011; Gittell et al., 2008). Operational processes, such as creating a precise event plan and coordinating with vendors, help to ensure that events go smoothly. Effective communication and guest services are prioritised, with clear communication channels developed and extensive guest service arrangements. The integration of risk management techniques includes obtaining extensive event insurance coverage, finalising contractual agreements, and getting legal counsel to assure compliance.

Embracing environmental sustainability, waste management plans, and sustainable practices are implemented. Post-event procedures include thorough evaluations and proper documentation, while contingency planning addresses unforeseen circumstances. This comprehensive approach aims to guarantee legal adherence, safety, and the overall success of music events at Swansea Arena, with due diligence given to legal consultations and continuous improvement.

[bookmark: _Toc156512991][bookmark: _Toc156513132][bookmark: _Toc156579053]Emergency Plan including Emergency Procedures & Risk Assessment relating to Purple Book:

The meticulous planning and execution of a music event at Swansea Arena necessitates a robust Emergency Plan, meticulously tailored to align with the guidelines stipulated in the Purple Book. Through a comprehensive Risk Assessment, potential hazards related to crowd size, venue layout, and equipment are identified and prioritized based on severity and likelihood. According to Moore and Lakha (2006), "Emergency management is the practice of providing immediate response strategies and plans that are targeted, bespoke and specific to a major incident." Emergency planning and management for particular incidents can be divided into four distinct phases, as outlined by Alexander (2002): preparation, response, recovery, and mitigation.” Mitigation strategies and contingency plans are strategically devised to ensure swift and effective responses to potential risks.Top of Form
Bottom of Form
The Emergency Procedures are intricately detailed, delineating roles and responsibilities for the Emergency Response Team, communication protocols, evacuation procedures, and protocols for handling medical emergencies. Emphasis is placed on purple book compliance, ensuring that all legal and regulatory aspects are rigorously adhered to. Crowd management measures, weather contingencies, and ongoing training and drills contribute to the overall preparedness and safety of the event. 

Implementing strong safety procedures not only protects individuals within Swansea Arena but also acts as a compelling marketing element, ensuring that potential visitors have a safe and well-organised experience. This proactive strategy not only helps the arena's overall preparation but also acts as a unique selling point, encouraging positive word-of-mouth and improving the venue's market standing.

A robust communication plan guarantees clear and timely dissemination of information to both staff and attendees. Post-emergency procedures, including debriefing sessions and thorough documentation, form integral components to facilitate continuous improvement and learning from each event. This comprehensive Emergency Plan underscores the commitment to safety, compliance, and efficient response, safeguarding the success of music events at Swansea Arena. Regular updates and reviews further enhance the plan's adaptability to evolving circumstances and emerging insights.
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Workforce selection is a critical component of HR and staffing operations at Swansea Arena, and it is closely linked with the venue's overall marketing goals. This method entails a purposeful combination of HR knowledge with marketing intelligence to construct a workforce with both the necessary abilities and a dedication to the brand's values and customer-centric focus “The availability of employees who can interact effectively with customers on innovations cannot be taken for granted” (Swink, 2006), “nor can employees who can protect intellectual property in collaborative efforts” (Mehlman et al., 2010).

HR works collaboratively with the marketing department to create job descriptions that highlight not only technical capabilities but also attributes that represent the venue's distinct personality. The recruiting process uses targeted marketing methods and spans several channels, including social media and event industry networks, to attract individuals who succeed in their jobs and contribute to Swansea Arena's broader marketing narrative.

The chosen team works as more than just event workers; they are brand ambassadors, impacting the guest experience and contributing to favourable word-of-mouth marketing. This collaborative talent choice is critical to delivering Swansea Arena's commitment to excellent events, improving brand perception, and encouraging positive community participation.
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In the context of Swansea Arena's HR and staffing operations, workforce planning appears as a vital component with direct impacts on the venue's marketing efforts. This strategic strategy entails aligning staffing demands with the dynamic requirements of various events held at the arena, resulting in a specialised and competent workforce “Two out of five workers in the hospitality industry are part-time; this is more than twice the proportion of all other industries” (Employment and Training Administration and U.S. Department of Labor, 2010).
HR employees work with the marketing department to predict staffing needs depending on the kind and size of planned events. Understanding the specific needs of each event, from concerts to conferences, allows Swansea Arena to construct teams with skills and cultural fit.

Effective employment planning not only improves operational efficiency but also enhances the entire guest experience, effortlessly matching with the venue's marketing goals. This strategic alignment means that Swansea Arena has a dynamic and talented team ready to offer excellent events, enhancing brand reputation while promoting positive engagement in the community, “Most part-time employees receive lower wages than their full-time colleagues and do not receive benefits” (Inman and Enz, 1995) 
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In Swansea Arena's marketing-driven landscape, HR and staffing operations strategically use skills assessments and training programs to match the workforce with the venue's promotional objectives. “High R&D intensity is often taken as an indica-tion of the importance of knowledge and technology in a firm or industry” (Caves, 2007). “Training another human capital investments are often significant complements to knowledge gained through R&D, as employees at all levels may need to skill-fully interact with advanced technology and con-duct advanced operating procedures” (Kor, 2006). A skills audit is a detailed review of the present workforce's abilities, highlighting strengths and places for development. This data supports the creation of tailored training plans, ensuring that employees have the skills needed to improve the overall event experience and contribute to the venue's marketing story.

HR collaborates with the marketing department to coordinate training activities, whether it's improving customer service abilities or adding social media expertise, the training strategy is designed to strengthen the employees in areas critical to supporting marketing efforts. This proactive strategy not only improves operational efficiency but also has a direct influence on Swansea Arena's marketing performance, cultivating a vibrant and competent workforce capable of producing excellent events and strengthening the venue's brand recognition.
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Event planning and financial evaluation are critical in guaranteeing the success of various events at Swansea Arena, where financial management and marketing interact strategically. The financial side goes beyond simple cost analysis and becomes a dynamic tool that matches with the venue's marketing goals.

Event budgeting entails detailed planning, forecasting, and resource allocation to satisfy operational and marketing objectives. Financial choices are made in close collaboration with the marketing department to maximise promotional impact, allocating money efficiently to improve the overall guest experience.

Financial evaluation becomes an essential component of post-event analysis, determining the return on investment for marketing methods used. This continuous approach enables Swansea Arena to fine-tune future marketing approaches, ensuring that budgetary decisions not only improve operational efficiency but also strategically boost the venue's marketing efforts, supporting long-term success and community involvement.
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Financial forecasting is of the most importance for financial management and marketing strategy in Swansea Arena's ever-changing events. This critical part is anticipating future financial patterns and allocating resources in a way that assures operational efficiency while also aligning with the venue's marketing goals. “There is evidence that financial stress may cause severe financial crises and recessions” (Bloom, 2009; Borio and Drehmann, 2009). “It is therefore of crucial importance to detect and to predict potential financial stress for the conduct of economic policy. Given the definition that financial stress is an interruption to the normalfunctioning of the financial system” (ECB, 2009),

Financial forecasting is a joint effort between the various departments in Swansea Arena's. They examine past information, industry trends, and marketing strategies to generate accurate projections about future revenues and expenditures. This foresight helps the venue to deliberately deploy money, focusing on areas that will have the most impact on marketing objectives.

Swansea Arena not only assures economic caution, but also positions itself to make proactive decisions that improve the entire attendance experience and contribute to the success of the venue's numerous events.
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Swansea Arena's finance and budgeting methods are highly tailored to combine marketing features, which include key performance indicators and yield management strategies. KPIs are critical measurements for aligning financial and marketing objectives. These indicators, developed jointly by the finance and marketing teams, give insights into the success of promotional initiatives, allowing for real-time modifications to improve ROI.

Yield management is a dynamic pricing approach used to maximise income and attendance. Swansea Arena modifies ticket prices in sync with marketing activities, considering demand, market trends, and promotional campaigns. “The fair price is the price that a customer would be ready to pay” (Chandrashekaran & Jagpal, 1994). “For a price variation to be fair, the result (the posted price) or the process to make the price must be reasonable and acceptable” (Bolton, Warlop, & Alba, 2003). This not only increases income but also strategically places the venue in the market.

Swansea Arena guarantees a comprehensive approach by incorporating KPIs and yield management into financial and budgetary frameworks, which not only satisfies financial targets but also strengthens marketing efforts, supporting long-term success and community participation.
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Swansea Arena is a 10-minute walk or 6-minute drive from Swansea Train Station.

Swansea is well served by high-speed Great Western Railway trains from London and frequent Transport for Wales
trains run from West Wales, the Marches, the Midlandsand the South-West.

Once you have arrived to the vicinity of the coastal park, please find further information regarding the most accessible
means of entering the venue here.
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PUBLIC TRANSPORT
Swansea Arena is served by local bus routes coming from in and out of the City Centre. The nearest stop to the Arena is
Swansea Bus Station, located in The Quadrant.

Left Luggage Storage is available until 17:00, Monday-Saturday in Swansea Mobility Hire, located within the Bus Station.

Once you have arrived to the vicinity of the coastal park, please find further information regarding the most accessible
means of entering the venue here.

PRIVATE COACH
Swansea Arena'’s closest coach drop-off point is situated adjacent to the East of the building.

From the main Oystermouth Road, take the left turning in to the service road between the LC2 Leisure Centre and the
Arena. There is a maximum stay of 10 minutes - coaches / private hire taxis must then vacate the area.

The nearby spiral staircase leads from road level up to the main entrance, whilst two access lifts are situated very close
by.
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Swansea Arena is easily accessible by car, with a number of car parks located close to the Arena.

Exit the M4 at Junction 47 if you are heading from the West (Carmarthen). Use Junction 42 if you are coming from the

East (London/Cardiff)

Copr Bay South Multi Story

Operated by: Swansea Council

Average walk time: 1 minute

Cost: 4hrs £10, (£8 residents)
https://swansea.gov.uk/coprbaycarpark

St David’s Multi Story

Operated by: Swansea Council

Average walk time: 5 minutes

Cost: 4hrs £4, (£2 Blue Badge)
https://swansea.gov.uk/stdavidsmultistorey

Quadrant Multi Story

Operated by: Swansea Council

Average walk time: 5 minutes

Cost: 4hrs £4
https://swansea.gov.uk/quadrantmultistorey

Paxton Street Pay and Display

Operated by: Swansea Council

Average walk time: 5 minutes

Cost: 4hrs £4, (£2 Blue Badge)
https://swansea.gov.uk/paxtonstreetcarpark

NCP City Gates Multi Story

Operated by: NCP

Average walk time: 5 minutes

Cost: 4hrs: £8.75 (pre-booked)
https://www.ncp.co.uk/find-a-car-park

Park & Ride - Landore & Fabian Way (not suitable
for evening shows)

Operated by: Swansea Council

Average walk time: 5 minutes from drop-off point
(Quadrant)

Cost: £1 car + 4 passengersOpen: 6.45am - 7.30pm,
Monday - Saturday
https://swansea.gov.uk/landore

https://swansea.gov.uk/fabianway,





