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[bookmark: _Toc485859108]Introduction 
[bookmark: _Int_4Xur1rc7]This project aimed to design a practical and value-driven VIP Lounge programme for the Swansea Building Society FSG Lounge at Swansea Building Society Arena. The focus of the project was to enhance customer engagement, encourage repeat engagement and support long-term revenue growth through a structured strategy specifically to VIP guests. 

Swansea Building Society Arena operates within an increasingly competitive live events and entertainment sector, where delivering consistent premium experiences is essential to maintaining customer loyalty. Despite the high value of VIP customers- demonstrated through higher spending, repeat visitation and influence on brand reputation- there is currently no formal loyalty or retention programme specifically designed for this segment. This identified gap provided the rationale for this project.

The core objective was to develop a realistic and research-informed loyalty programme that aligns with customer expectations while remaining operationally feasible within the Arena’s existing structure, including integration into the ATG+ platform. The project draws on customer insight, staff feedback, industry benchmarking and academic literature to support informed decision-making.

This report will evaluate the outcomes of the project against original objectives and success criteria. With the use of critically assessing what worked well, what challenges emerged and the extent to which the proposed loyalty scheme meets organizational and customer needs. The final sections will consider key limitations and proposed recommendations for future development and implementation. 
[bookmark: _Toc878725573]Methodology 
This project adopts a mixed-methods research approach, combining both qualitative and quantitative techniques through primary and secondary techniques to support the development of a VIP loyalty programme for Swansea Building Society Arena. Harvard Catalyst (2026) highlights that a mixed-method approach combines both forms of research, allowing researchers to use different ways of thinking, reduce the limitations of using only one method and gaining a more complete understanding of issues and possible solutions. A mixed-methods approach was therefore selected to ensure that the recommendations developed are both evidence-based and operationally practical. 

Quantitative data is collected through secondary research, including academic literature, industry reports, venue websites and case studies of loyalty programmes across comparable arenas, theatres, concert halls and sports stadiums. This benchmarking process enables the identification of common reward structures, tiered systems and emerging trends within the live events and hospitality sector. 

Qualitative data is gathered through conducting questionnaire surveys with VIP Lounge staff and, where appropriate, discussions with the Swansea Building Society Arena management. Surveys were used to capture customer opinions, behaviors and attitudes (Nicholas, 2012), helping the research understand VIP Lounge attendees needs and wants, while staff participants provided insights into customer expectations, service pressures and operational feasibility.
Ethical considerations have been addressed by ensuring all research is anonymous and no personal customer data is collected.  As the project focuses on programme design rather than implementation, no sensitive data is required. 
Data from both methods have been analyzed comparatively and thematically, allowing industry best practice to be cross-referenced with operational insight. This integrated approach ensures that the final recommendations are balanced, practical and aligned with both sector standards and the Swansea Building Society Arena’s service environment. 
[bookmark: _Toc134182161]Key Findings
[bookmark: _Toc1432883629]Theme 1: VIP Customers Value Experience, Recognition and Convenience Over Pure Financial Reward
A key finding from both benchmarking and qualitative insight is that VIP customers prioritize experiential and relational benefits over pure financial incentives. Insights provided by Swansea Building Society Arena management indicate that VIP Lounge customers are typically more affluent, slightly older couples who value comfort, convenience and exclusivity, particularly private entrances, reduced queuing and enhanced social experiences (J.Bayliss, Head of Marketing & Communications, 27 January 2026) (Appendix 1).The Lounge’s 80% occupancy benchmark highlights strong demand for premium experiences. This supports research suggesting that customer loyalty is driven not just by rewards, but by relationship benefits such as recognition, trust and social connection (Ning et al., 2010). Similarly, Rowley.,J (2004) emphasizes that effective loyalty programmes focus on building long-term relationships rather than relying solely on transactional discounts.

Benchmarking analysis reinforces this theme. Competitor venues such as Utilita Arena Cardiff and Utilita Arena Sheffield provide premium hospitality packages that emphasize exclusivity (private suites, premium seating and priority access), yet none demonstrate a structured VIP loyalty schemes targeting repeat premium attendance. Resorts World Birmingham’s VIP Card, while simple, enhances perceived value through immediate discounts and member-only recognition (Appendix 2). 

The implication for Swansea Building Society Arena is that a successful VIP loyalty programme must go beyond points or discounts and instead enhance recognition, status and exclusivity — directly supporting the importance of identifying customer preferences and designing a tier-based programme.

The finding suggests the VIP loyalty programme should introduce a structured points-based system rather than relying only on fixed discounts. A points scheme would reward frequency and spend, allowing customers to unlock enhanced perks such as an extra complimentary drink or upgraded benefits, creating progression and strengthening long-term loyalty.
[bookmark: _Toc1193286098]Theme 2: Customer Engagement and Value Perception
This theme explores how customer engagement and perceived value influence loyalty within the VIP Lounge experience. While the existing ATG+ app provides core VIP benefits such as pre-sale access and a 10% discount, these features are standardized and not directly linked to repeat behavior. Research suggests that loyalty is strengthened when customers feel actively rewarded for continued engagement rather than simply receiving fixed benefits.

Feedback from industry insights and internal discussions suggests that VIP customers value exclusivity, recognition, and enhanced experiences more than discounts. Therefore, a structured points-based system could reward frequent visits and spending, offering benefits such as complimentary drinks or exclusive rewards, while creating a sense of progression and strengthening customer loyalty.

Providing VIP members with additional incentives, such as a 30% discount with selected partners (Appendix 3), would extend the loyalty experience beyond the lounge itself. This broader value proposition encourages repeat visits, strengthens commercial partnerships and positions the VIP Lounge as a membership-style experience rather than a one-time premium upgrade.

Overall, Theme 2 highlights that successful loyalty development depends not only on incentives but on creating a sense of recognition, progression and extended value that encourages long-term customer retention.

[bookmark: _Toc238063948]Theme 3: Perceived Value Must Justify Exclusivity 
A further key theme is that the perceived value of the loyalty programme must clearly justify its exclusivity. As the VIP Lounge is a premium offering within the Swansea Building Society Arena, any initiative must reflect its high standards and elevated experience. Rewards should feel meaningful and tailored to a discerning audience, rather than generic or overly transactional. As highlighted by Kulikova (2025), successful VIP programmes go beyond meeting customer needs by reinforcing a sense of recognition, value and exceptional treatment.
The programme should therefore prioritize experiential and recognition-based benefits, such as priority booking, exclusive access, personalized communication, or tiered progression. These forms of reward strengthen status and aspiration, reinforcing the exclusive positioning of the VIP Lounge. This is supported by LoyaltyLion (2025), which argues that effective loyalty rewards foster a sense of belonging and create motivation for continued engagement. Furthermore, such programmes can encourage organic word-of-mouth marketing, amplifying brand reach, as well as attracting new customers.
In contrast, rewards that are too frequent or easy to obtain can reduce the sense of prestige, as exclusivity depends on rarity and distinction. If rewards are too accessible, they may lose their sense of achievement and fail to reinforce the Lounge’s premium positioning. When benefits become commonplace rather than aspirational, the experience can shift from feeling exclusive to feeling routine.
This theme is closely linked to financial and operational feasibility. High perceived value doesn’t always require high costs; well-designed benefits, such as priority access or members-only perks, can enhance exclusivity while remaining cost-effective. Finding the right balance between appeal and practicality is key to maintaining profitability and strengthening the VIP brand.
Overall, the success of the proposed loyalty programme will depend on its ability to increase perceived value while protecting the premium identity of the VIP Lounge.
[bookmark: _Toc375617603]4. Research conducted
[bookmark: _Toc1676368626]Research Conducted from Staff
(Appendix 4)
Research conducted with staff at the VIP Lounge in the Swansea Building Society Arena identified a relatively consistent customer demographic. Guests are typically aged between 40–70, often from an upper-middle class background, and usually attend events as couples or small groups of friends. This suggests that the VIP Lounge functions not only as a hospitality offering but as a social space. 

Many guests attend events regularly and use the VIP Lounge to enhance the experience or celebrate special occasions. This highlights that customers seek memorable experiences rather than simply purchasing a product or service.

VIP customers demonstrate higher spending behavior than general Arena visitors, particularly on drinks and additional products. This aligns with customer lifetime value theory (Kotler and Keller, 2016), which highlights the importance of retaining high-value customers who contribute greater long-term revenue (Ejibenam, 2021).

In terms of service expectations, customers value high-quality hospitality that reflects the premium price of the experience. Table service, friendly staff, and the ability to pre-order interval drinks contribute to a relaxed and convenient environment. These expectations emphasize responsiveness, reliability, and personalized services as key drivers of customer satisfaction. Recognition and personalized interactions are important for building long-term customer relationships central to loyalty.

The research identified a few gaps in the current VIP experience that a loyalty programme could address. These include limited tracking of seating preferences, a lack of early or exclusive access to event information, and the absence of a formal rewards system. A structured loyalty programme offering benefits such as complimentary drinks, birthday treats, visit-based rewards, partnerships with other organizations and priority ticket access could encourage repeat attendance while strengthening the sense of exclusivity associated with the VIP experience.

Overall, implementing a loyalty programme could strengthen customer relationships, increase repeat visitation, and enhance the long-term value generated by VIP Lounge guests.

[bookmark: _Toc1964909163]Research Conducted from the Customers 
(Appendix 5)
The research findings show that many customers have been attending Swansea Building Society Arena since it opened in 2022, with typical VIP Lounge usage ranging from three to six visits per year. Several respondents stated that they book the VIP Lounge every time they attend an event, while a smaller number were first-time visitors, indicating a mix of loyal returning customers and occasional guests. 
Feedback on the VIP experience was largely positive, particularly regarding the staff and overall service. However, the most common area for improvement was the food offering, with customers suggesting greater variety, including vegetarian or vegan options and the potential for hot meals. There were requests for a wider drink's selection, improved wine options, drink pre-ordering and extending the bar service after shows, alongside minor comfort considerations such as temperature and seating.
The survey results indicated exceptionally high levels of overall customer satisfaction with the VIP Lounge. Many respondents (55.6%) rated their experience as “Great,” while a further 27.8% described it as “Good.” In addition to these ratings, several respondents provided even stronger positive feedback, with comments such as “Absolutely love coming and always have a great experience” and “Amazing, staff always go the extra mile.” Only a very small proportion of responses fell into the “Satisfactory” category, and there were no responses indicating an unsatisfactory experience. The results indicate that the organization is delivering a high-quality VIP experience, with strong staff performance driving customer satisfaction, creating a solid foundation to build customer loyalty and enhance long-term value. 
The findings reveal that customers use the VIP Lounge across a wide range of events, including comedy shows, live music, musicals and concerts. Many customers choose the VIP experience because of the comfortable and quieter environment, private bar and toilet facilities, early access to the Arena and the convenience of leaving coats or belongings in the lounge during the show.
Some guests use the space for corporate networking or social occasions, having the opportunity to grow on their network. This means the organization benefits from broad appeal and diverse usage of the VIP Lounge, while highlighting strong potential for corporate and social use, attracting customers across a range of event types and purposes.
In relation to a potential VIP loyalty programme, respondents highlighted that features such as discounted VIP experiences, early or exclusive access to tickets, complimentary drinks and exclusive experiences like meet-and-greets would enhance their experience. While some customers felt financial discounts were not essential, they strongly valued exclusivity and added benefits, suggesting that a loyalty programme could strengthen repeat attendance and further enhance the premium experience offered at the Swansea Building Society Arena.
[bookmark: _Toc364785293]5. Evaluation of Project success 
Overall, this project can be considered successful in meeting its original objectives. It achieved its aim of designing a feasible VIP loyalty programme for Swansea Building Society Arena through benchmarking comparable venues, conducting primary research with customers and staff, and developing a structured, evidence-based proposal aligned with the Arena’s premium positioning.
A key strength was the integration of industry research with primary data, ensuring the proposal was both competitive and grounded in operational reality (Fallon, 2023). The use of analytical themes—such as exclusivity, perceived value, and feasibility—further strengthened the research, resulting in a realistic and strategically aligned tiered model, consistent with consultancy-based approaches (Erbsch and Fughe, 2024).
Customer data collection was influenced by the event context, limiting its representation of regular VIP users. To address this, the VIP Manager distributed the questionnaire to regular guests, improving the relevance and alignment of the research with the target audience.
Communication delays with Swansea Building Society Arena stakeholders reduced efficiency, reinforcing the importance of timely engagement in consultancy projects (Bridges, 2026). In addition, limited staff participation constrained the depth of operational insight due to not taking part in the survey. Despite these challenges, the project remained adaptable, with findings shaping the final proposal—reflecting the importance of stakeholder involvement in modern project management (Freeman, Menghwar and Grushka-Cockayne, 2025).
At the outset, a Gantt chart was developed to support effective time management and ensure all research activities were completed within the planned schedule (Appendix 6). This provided a clear framework for structuring tasks and monitoring progress. However, communication delays with Swansea Building Society Arena stakeholders, alongside necessary adjustments to the research approach—particularly due to limited staff participation—led to deviations from the original timeline. Consequently, tasks were rescheduled, and the Gantt chart was adapted. This highlights the importance of flexibility in project management, where plans must evolve in response to real-world constraints while still maintaining overall project objectives (Westland, 2025).
[bookmark: _Toc569131248]6. Conclusion 
This project achieved its primary objective of designing a practical, research-informed VIP Loyalty Programme for the Swansea Building Society FSG Lounge at the Swansea Building Society Arena. By combining primary research with VIP Lounge customers and staff, benchmarking comparable venues, and reviewing academic literature, the project produced a structured and operationally feasible proposal aligned with both customer expectations and the Arena’s strategic objectives.
Key findings showed that VIP customers value experiential and relational benefits more than pure financial rewards. Recognition, exclusivity, convenience, and enhanced social experiences emerged as consistent priorities, supporting the development of a tiered loyalty programme that rewards frequency and spend while offering aspirational, status-based benefits. The research indicated that a points-based system, combined with perks such as priority booking, exclusive access, complimentary drinks, and partner collaborations, could strengthen engagement, increase perceived value, and encourage repeat attendance.
[bookmark: _Int_lRRxPf98]The project highlighted the importance of preserving the VIP Lounge’s premium identity. Rewards must reinforce exclusivity and feel aspirational while remaining operationally feasible and financially sustainable. Challenges like limited staff participation and tight data collection times were managed by adjusting the research approach to keep the proposal realistic and evidence based.
Overall, the project met its success criteria by delivering a coherent and strategically aligned VIP Loyalty Programme. Beyond the immediate outputs, it provided insights into balancing academic rigor with practical implementation, managing stakeholder communication, and adapting to constraints within a live organizational environment. The recommendations offer a clear pathway to enhance VIP engagement, improve customer retention, and support long-term revenue growth while reinforcing the Lounge’s position as a premium experience.
[bookmark: _Toc31705246]7. Limitations and Recommendations 
While the project successfully developed a practical VIP loyalty programme, several limitations were identified. Time constraints limited data collection to a single event, meaning feedback included both regular and first-time VIP Lounge visitors, which may not fully represent repeat engagement behaviors. To address the low response numbers from the initial research, the VIP Lounge manager distributed the questionnaire to a few regular customers, which improved the quality and reliability of the findings.
Access and participation challenges affected the project; limited staff responses reduced operational insight, and delayed engagement from Swansea Building Society Arena management slowed decision-making and clarification.
Methodologically, reliance on surveys and secondary benchmarking limited the depth of behavioral insights. Comparisons with other venues risked generalization, as market conditions differ and the absence of longitudinal data restricted understanding of evolving VIP preferences and engagement patterns.
To address these limitations, the Swansea Building Society Arena and researcher of the project should implement clearer communication protocols and scheduled checkpoints with staff and management to improve participation and efficiency. 
A phased pilot of the VIP loyalty programme, starting with frequent visitors, would allow assessment of operational feasibility, customer response, and financial impact before full rollout. Ongoing data collection through ATG+ or follow-up surveys can then refine rewards, tiers, and engagement strategies.
For future research, a longitudinal study across multiple events would offer more representative insights into VIP behavior and loyalty trends. Including more staff perspectives and observational research can improve understanding of operational challenges, while ongoing competitor benchmarking and partnership exploration will keep the programme innovative and aligned with industry best practice.
By addressing these limitations and adopting the recommended strategies, Swansea Building Society Arena can strengthen future research efforts and support the sustainable development of the VIP loyalty programme. This will enable the organization to enhance its premium offering, foster greater customer engagement and loyalty, and drive long-term revenue growth.
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[bookmark: _Toc475880059]Appendix 1 
Full email Response from Joe Bayliss Head of Marketing and Communications
It's a real area of focus for us, being a major contributor to our venue EBITDA/budget.
I’m delighted to share some context that should help you shape your Lounge dev and/or loyalty programme work in a way that feels both grounded in how we operate today and open to future innovation.

About Swansea Building Society Arena & ATG
You'll already be aware, but as an overview, Swansea Building Society Arena is a multi-purpose indoor venue in Swansea, Wales, operated by ATG Entertainment, one of the UK’s leading live entertainment companies. The venue opened in March 2022 and has quickly established itself on the live events map with music, comedy, theatre, esports, conferences and more. At full capacity, we can host around 3,500 audience members for standing shows, and a little over 2500 for seated, and we welcome a broad range of audiences to our diverse programme of performances and events each year.

Current VIP/Exclusive Experiences
At present, our VIP experience is focused around the FSG Lounge (often referred to more generally as our ‘VIP Lounge’), with an 'overflow' lounge in our Gower Gold Lounge. Both of these spaces offer customers a dedicated lounge space with a private entrance, a combination/variation on welcome drink and light bites and a generally more relaxed environment before and after a show. Due to the nature of our current dispensation of venue presale for shows via newsletter signups, we do not strictly provide priority booking as other venues do under an ATG+ membership, but we do offer alternative benefits where possible. Access to VIP seating and corporate hospitality is pushed primarily via venue CRM to corporate data, via our social channels, and in a tertiary way via the ATG+ membership benefits - which also means members benefit from zero transaction fees - at point of purchase or post-purchase all customers can upgrade to a Lounge experience for an additional cost.

General VIP Attendance Patterns
We have hosted a wide range of shows with significant demand, and the ability to attract large visitor numbers each year speaks to both strong repeat and new attendance across shows. Overall visits since opening are nearing close to a million visits, with ~245,000+ visits during FY2026 alone, showing strong audience engagement.

I don’t have exact internal figures I can share here, but what we see anecdotally and in market feedback is that VIP experiences are most often purchased for mid-to-higher-priced concerts (most notably Comedy, Seated Concert/Music and Variety product) and performances with strong emotional or social appeal (e.g., headline music acts, big comedy nights, theatre runs). We run our Lounge, across the year, to the benchmark of 80% occupancy for success. 

Our marketing activities for VIP and premium customers are currently integrated into broader venue communications, event-specific campaigns, and through ATG+ promotional activities. This does include, lightly, priority booking notifications sent via email and through the ATG+ platform, social media content highlighting premium packages, and, where possible, regular newsletters with advance notice of upcoming shows where VIP or hospitality options are available. We also communicate exclusive offers periodically to members of our broader database.

Customer Behaviour Insights
While we don’t share identifiable customer data externally, we do review patterns such as repeat attendance, types of events purchased with premium upgrades, and engagement with pre-show lounge spaces. In general, customers valuing VIP experiences often cite comfort, convenience (e.g., private entrance, reduced queuing), and social experiences as key motivators. Lounge customers are typically more affluent, or financially stable, and experience seeking suburbanite, slightly older, couples. I'm very happy to show you through customer profiles some time, but would be unable to share via email at this point.

Partnership Opportunities
Partnerships are a key part of how we bring value to audiences and sponsors alike. The arena has a major naming partnership with Swansea Building Society, and locally we work with a range of organisations including The Swigg, Founders & Co., Delta Hotels By Marriott Swansea, Plexus, and Days, (as well as our premium Lounge partners in FSG and Gower Brewery) to enhance brand reach and cross-promotion. In thinking about loyalty partnerships, brands aligned with lifestyle, dining, travel, and local experiences could be logical fits for co-branded offers or rewards within a VIP programme.

Current or Past Efforts to Encourage Return Visits
Current efforts include a focused and integrated Box Seat and Lounge Marketing strategies that are integrated into all channels and deliverables. ATG+, as noted, is an area for development, and the new ATG Tickets app is a perfect example of an as yet untapped resource. Beyond that, the unique positioning of the VIP lounge/s and hospitality offers build customer satisfaction for premium guests, increasing the likelihood they’ll return to similar experiences with us. 

Operational Considerations for a Loyalty Programme
In thinking about implementation, here are a few practical points worth considering in your project:
· Any digital loyalty feature within the existing ATG+ app would need to integrate with their existing customer account and ticketing data structures.
· Rewarding attendance across multiple event types (music, comedy, theatre, conferences) means the programme should be flexible and not locked to a single genre.
· Standing shows as an area for development
· Real-time seat availability and event staffing at peak times need to align with any priority booking benefits to avoid customer frustration.
· Internal resource implications - for example, additional staff to assist with VIP check-in, personalised messaging, or managing exclusive offers - should be factored into your operational cost/benefit analysis.

If you need help clarifying anything further or if there are specific types of data you want to check before finalising your model or proposal, just let me know - I’m happy to try to point you in the right direction.
[bookmark: _Toc2095823289]Appendix 2 
Utilita Arena in Cardiff 
Utilita Energy is the loyalty program for the Utilita Arena branches in the United Kingdom as they have venues in Cardiff, Birmingham and Newcastle. Utilita Rewards offers customers a wide range of incentives, including weekly prize draws for popular gift cards, opportunities to win football match tickets through club partnerships, high-tech appliances and gadgets, and exclusive access to live events at Utilita Arenas with ticket upgrades and VIP experiences. Customers can also enter Utilita Jackpot for the chance to win cash prizes or free energy credit each month, track winnings through the My Utilita app and access additional prize draws by using savings features, creating a varied and engaging rewards programmes.
Utilita Arenas in Cardiff, Newcastle and Birmingham all offer VIP experiences, which, while varying slightly between locations, share core features such as welcome drinks and food. Additional benefits across venues may include open bars, private restroom facilities and priority access. Utilita Arena Newcastle provides the most extensive range of premium hospitality options, including the Standard Hospitality Experience, the Utilita Experience, Suite Experience and Shared Suite Experience, each offering different levels of exclusivity and service. In contrast, other Utilita Arenas across the UK typically offer a single, standard VIP experience rather than multiple tiered options.
Utilita Arena Cardiff is the closest major competitor to Swansea Building Society Arena, creating a natural rivalry between the two venues. Both arenas compete for touring artists, concerts and comedy events across South Wales. While Cardiff benefits from being a larger, well-established city-center venue, Swansea Arena is a newer, purpose-built space designed to attract similarly high-profile entertainment. This creates an opportunity for Swansea Arena to develop a competitive advantage by differentiating its offer, particularly through enhanced VIP experiences. By providing greater value and exclusivity for VIP customers, Swansea Arena can increase customer loyalty, improve perceptions of premium services and position itself more strongly against Cardiff, giving the venue a strategic edge within the regional market.
Sheffield Utilita Arena 
Sheffield’s main arena, the Utilita Arena Sheffield, is operated by ASM Global. ASM Global became the operator of Utilita Arena Sheffield in 2025. ASM Global and Ambassador Theatre Group (ATG) are considered key competitors within the live entertainment and venue management industry. Both organizations are internationally recognized; ASM Global operates over 350 arenas, stadiums, convention centers and theatres worldwide, while ATG is the world’s largest theatre owner and operator. Competition between these organizations largely centers on securing high-profile content, including concerts, events and touring productions, as well as maintaining a strong position within the premium venue management market.
Utilita Arena Sheffield and Swansea Building Society Arena are both multi-purpose entertainment venues; however, they differ significantly in scale and function. Utilita Arena Sheffield is a large-capacity venue accommodated up to 13,600 attendees and hosting major concerts and professional ice hockey. In contrast, Swansea Building Society Arena is a smaller, modern venue with a capacity of approximately 3,500, designed to host a broader range of smaller and more flexible events.
Utilita Arena Sheffield offers VIP lounge experiences with a range of premium packages that include luxury dining, premium seating, dedicated entrances and exclusive bar access. Additional features include private suites, private restroom facilities, cloakroom services, premium parking and priority entry, allowing guests to skip queues. These offerings closely mirror those available at Swansea Building Society Arena. However, Swansea Building Society Arena can further differentiate itself, particularly in areas such as private parking provision, which has been identified as a recurring customer concern. Given the similarity of VIP services across comparable arenas, the introduction of a VIP Lounge loyalty programme presents a valuable opportunity for Swansea Building Society Arena to distinguish itself from competitors by offering a more personalized, engaging and innovative customer experience. 
Parc Y Scarlets 
Looking into another venue in Wales that competes with Swansea Building Society Arena is Parc Y Scarlets, which is a 14,870 capacity rugby stadium in Llanelli, Wales, serving as a home ground for the Scarlets regionals rugby team and Llanelli RFC. The venue hosts matches, concerts and events featuring hospitality suites and training facilities. The venue provides a main stand with hospitality boxes, a club shop, a museum and a sport bar alongside the separate training bar.  
Parc y Scarlets offers private Executive Boxes designed for corporate entertaining or celebrations, accommodating between 10 and 12 guests. These packages typically include early access to the stadium, a three-course dining experience, post-match refreshments, a private balcony with uninterrupted views of the pitch, a private bar, matchday programmes, designated parking and dedicated hospitality staff. In addition, Parc y Scarlets provides premium areas such as the Scarlets Business Club and VIP lounges, which offer high-quality dining, private bar facilities and appearances from players and coaches. These features are comparable to the VIP Lounge experience offered at Swansea Building Society Arena.
While Parc y Scarlets primarily caters to a sports-focused audience due to its rugby-based events, both venues operate within the Swansea area and therefore compete for premium customers and high-value events. To gain a stronger competitive advantage, Swansea Building Society Arena could seek to attract a wider range of sporting and large-scale events, broadening its audience base. Furthermore, the introduction of a structured VIP loyalty programme would reinforce customer value and recognition, demonstrating the Arena’s commitment to rewarding repeat VIP customers and enhancing long-term engagement.
LEGOLAND 
The LEGOLAND VIP program, offers premium, paid annual benefits including complimentary parking, early hotel access, 10-20% discount on dining and Lego purchases and a birthday gift bundle for £800/year. It doesn’t just end the membership also includes monthly gifts from the VIP team, complimentary hot beverages from on park food and beverage units, 20% discount on selected VIP packages and the adventure gold discount. A VIP Loyalty programme can work for a large variety of companies and that is proven in the LEGOLAND club VIP membership. Customers express the pros of this programme is the guest passes, discounts, early access and exclusive expereinces. However, on the other hand cons include redemption issues, value vs cost and limited applicability. 
These limitations highlight important considerations for Swansea Building Society Arena. When implementing a VIP loyalty programme, the management team must ensure that reward redemption processes are clear and accessible, benefits are consistently delivered and the pricing structure clearly reflects the value offered. Failure to address these factors could reduce customer trust and long-term engagement with the programme. Additionally, the LEGOLAND VIP scheme is only valid across selected LEGO organizations, which has caused frustration among some customers. This is a critical insight for this project, as the proposed VIP loyalty programme would initially apply only to Swansea Building Society Arena. To maximize its success and avoid customer dissatisfaction, it is recommended that the wider ATG organization considers the potential for future expansion of this project across multiple venues, as restricting the programme to a single location may limit its perceived value and threaten its long-term effectiveness.
Resorts World Birmingham 
Resorts World Brimingham is a large leisure and entertainment destination, it combines outlet shopping, dining, entertainment and leisure all under one roof. The complext also includes one of the UK’s largest casinos, conference facilities and sits on the National Exhibition Center (NEC) campus, making it a popular spot for shopping, eating, relacing and entertainment for visitors and locals alike. 
[bookmark: _Int_Ih4ITWGa]To enhance the customer experience and reward frequent visitors, the resort offers a VIP Card loyalty scheme that gives members access to exclusive benefits and savings across the site. VIP Card holders can enjoy special discounts on food, drinks and selected services at participating venues, along with access to limited-time promotions and members-only offers not available to standard visitors. The card is designed to be simple and accessible, encouraging customers to engage more frequently with the destination by providing immediate financial incentives rather than a points-based system. By offering consisten savings and exclusive perks, the VIP card strengthens customer loyalty, increases dwell time and spend within the resort, and helps create a sense of value and appreciation among returning guests. 
The VIP Card scheme at Resorts World Birmingham highlights how a simple loyalty programme can positively influence customer behavior by offering immediate discounts and exclusive member benefits that enhance perceived value. By rewarding repeat visits and encouraging greater on-site spending the scheme strengthens customer retention while creating a sense of exclusivity and appreciation among members. For Swansea Building Society Arena, introducing a similar VIP loyalty programme could increase repeat attendance, boost VIP Lounge revenue and build stronger long-term relationships with high-value customers. Ultimately, the example demonstrates that a well-designed loyalty scheme not only drives financial performance but also enhances customer satisfaction and brand loyalty, making it a strategically beneficial initiative for the Arena to implement. 
[bookmark: _Toc829498494]Appendix 3
Current Partners with Swansea Building society Arena and what they offer 
Swansea Building Society Arena currently maintains partnerships with a range of organizations across Swansea, including bars, restaurants, hotels, music venues, charities and corporate businesses. These partnerships provide added value to ticket holders, with many partners offering pre-show discounts and promotional incentives to enhance the overall visitor experience. 
Current partners include: 
Bars: 
· The Swigg: 10% off for all ticketholders 
· Founders & Co. 
Restaurants: 
· La Braseria: 10% off for all ticketholders 
· El Fuego: 10% off for all ticketholders 
· Five Guys
· Pizza Express: 20% off for all ticketholders 
· Wagamama: 10% off for all ticketholders 
Hotels 
· Delta Hotel Swansea 
· The Diplomat Hotel: 10% off food for all ticketholders 
Music Venue: 
· Music Venue Trust 
Charity Partners: 
· Maggie’s 
· Swansea Mind 
· Swansea MAD 
Corporate: 
· Swansea Building society 
· ATG Tickets 
· Swansea Council 
· Copr Bay 
· University of Trinity Saint David 
· Gower Brewery 
· The LC2 
· FSG 
· Plexus Fire and Security 
· Morgans Hotel
Strengthening partnerships could significantly enhance a VIP loyalty programme by increasing the value, exclusivity and overall experience offered to VIP customers. 
Firstly, an example of deepening collaboration could be, priority restaurant reservations, complimentary drinks, room upgrades or private dining experiences which would help elevate the perceived status of VIP membership. This would make the loyalty programme more attractive and differentiated from standard ticket offerings. 
Secondly, improved partnerships could support a tiered loyalty structure. For instance, repeated VIP customers could accumulate points that unlock enhanced benefits across partner businesses, such a larger discount, backstage tours or meet-and-greet opportunities. This would encourage repeated attendance and long-term customer retention. 
Stronger digital collaboration between partners could allow for personalized offers based on what customers like and what they have previously purchased. Personalized offers can make customers feel valued, increase their engagement, and improve overall satisfaction, which are important factors in the success of a loyalty programme.
Overall, enhancing partnerships would not only increase the tangible benefits available to VIP member but also strengthen customer loyalty, increase secondary spending within the local economy and reinforce the Arena’s competitive advantage. 
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	How long have you been a customer of Swansea Building Society Arena, and how frequently do you use the VIP Lounge? 

	We have been attending the arena from the very beginning, it is our favourite venue in Wales, with fantastic facilities. We use the lounge every time we visit. 

	My husband and I have been attending since it’s opening, it is by far our favourite venue in Wales, with fantastic facilities. We use the lounge every time we visit. 

	1st time

	Since it opened. We come roughly every couple of months it depends on the programs of events 

	1 year twice

	2 years, twice a year

	Just once 

	First time

	4 years and we use the lounge every time we attend an event. Approx 6 times a year

	

	I believe 3 years

	3 years and four times per annum

	I have been a customer since the Arena opened in 2022. Every time we come to see a show we book the VIP lounge.

	Since the opening. Prob 3 times a year 

	4 years, we go at least 4 times a year 

	Since opening - 4-6 times per year

	

	Since the venue was opened and we use the VIP lounge about 6 times per year

	July 2023 first time, about 8 times a year since.
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	Are there any aspects you feel could be improved? 

	Nothing - the team are outstanding 

	Nothing - Kirk and the team work so hard in the VIP lounge, that’s what makes it so special. 

	A bit cold. 

	Choice of food options and wine 

	Buffet 

	More variety in the food platter, it's always the same 

	It’s a little bit chilly 

	

	Food options

	Bar open after show

	The seating, the taller seats are not ideal, although I have mentioned this to Kirk previously.

	The food offering is poor, surely an à la carte or limited option, two/three course hot food option could be introduced. Possibly with desert being offered during the interval and tea/coffee on your retained table.

	A larger selection of drinks would be beneficial. In particular I like AU, but at my last visit there wasn’t any available. Also a selection of wines.
From our very first visit the food selection has been exactly the same. A change from time to time would be nice.
The VIP area and in particular staff are excellent with no improvement needed.

	Sometimes the entry queue

	I would prefer a different food option, I'm not a charcuterie fan, maybe a sweet option or just a drinks package. . The drinks offering is limited, no Archers or Martini for example, the staff are exceptional though! 

	Maybe some variety re food offered 

	Choice of food. Vegetarian option basically means no meat extra cheese although we recently attended with a vegan and you were very accommodating and the food was amazing. 
Perhaps drinks pre-order

	Better selection of food

	Generally it’s always excellent, food, staff, drinks, environment all good. It was good in the past when the stage was shown on the screen/ wall too in the VIP area and the background music / sound system sometimes sounds like it’s just music playing directly from a phone rather than a speaker, very minor, but we have noticed how poor the background sound is. 



	If a VIP Lounge loyalty programme were introduced through the ATG+ app exclusively for Swansea Building Society Arena VIP customers, what features or rewards would most enhance you experience? 

	My wife and I always book the VIP lounge for every show we see at the arena. If a programme was introduced, it would be nice as a regular customer to have exclusive VIP lounge meet and greet with some artists, and possible a reasonably priced annual subscription for shows attended throughout the year with VIP lounge access and tickets included in the price. 

	If a programme was introduced, it would be nice as a regular customer to have exclusive VIP lounge meet and greet, book signings with some artists, or reduced price merchandise, and possible a reasonably priced annual subscription for shows attended throughout the year with VIP lounge access and tickets included in the price. 

	Reduced ticket prices & complimentary drinks. 

	Money off towards next VIP booking or some kind of benefit towards your next booking

	No

	Discounted lounge experience 

	Not sure 

	Free drinks

	Opportunity to meet the artist 

	Money off or exclusive events

	I dont really know to be honest

	Not sure about this, I don’t think a monetary discount is needed because the cost is not ridiculously high.

	Possibly a % off drinks or food.

	Do not know!

	Discounted tickets, drinks and maybe a members only event occasionally. 

	Early access to tickets and maybe a discretionary discount re prices eg 10%

	[bookmark: _Int_8F0d37tS]Meet and greet with performers. 
Early ticket access.
Drinks packages. 

	Better seating, ability to purchase tickets in advance,

	Early booking, choosing where to sit in VIP area. 

	

	What types of shows or events most encourage you to use the VIP Lounge, and what factors influence your decision to choose the VIP experience over standard options? 

	We always book it as Kirk and the team are wonderful and always so welcoming. The fact that we can also leave our belongings in the lounge during the show, have private bar and toilet access, and food make it advantageous. We see a variety of shows, from musicals, films, comedy and live orchestras.

	Every show we have tickets for we book the VIP lounge, as Kirk and the team are wonderful and always so welcoming. The fact that we can also leave our belongings in the lounge during the show, have private bar and toilet access, and food make it advantageous. We see a variety of shows, from musicals, films, comedy and live orchestras.

	Music events. 

	Depends on the day of the event. Am unlikely to choose VIP option in the week

	

	Comedy, music 

	As a pensioner it offers more comfort 

	Concerts

	Always when we can

	Live music

	We come for comedy shows, and the lounge is a must now for visiting. The private bar, the quiet atmosphere, and being able to leave our coats at our tables is what makes the experience enjoyable

	Music is our option, rather than a play or comedy (although Peter Kay would be nice to see). I always use VIP for best seats, ease of entrance, closeness of toilet facilities and ease of bar service.

	We always use the VIP lounge, we like the seating, early access to the Arena and somewhere to leave our coats. 

	Any shows. Peaceful environment 

	I love rock music, country music and comedy shows and any musical. 

	Nice quiet environment and ambience with no queues 

	I mostly use the vip for corporate networking so comedy works well with clients and gives us a good space to chat in an exclusive setting. 
Also bring family to other shows. 
The VIP lounge is always a hit. 

	We normally use the lounge as it is linked to the seats we like front balcony. We watch all shows such as comedians, plays, gigs, etc

	Music and comedy, reasons why we book VIP is accessibility, no queues to enter, no queues for the bar, toilets and having access to seats before, mid and after the performance. 
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Conducted Research
Research obtained from employees

Are there any current gaps in the VIP experience
that a loyalty programme could help address?
* Seating preference tracking
* Early or exclusive access to event information
e Loyalty rewards system
¢ One-off experiences
e Encourage repeat attendance
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Online Research: Loyalty Programme Effectiveness

Rowley (2004)
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Conducted Research
Research obtained from employees

In your experience, what types of events generate If a VIP Loyalty programme were introduced, what key
the greatest VIP Lounge attendance, and why do features or rewards do you think would be most
you think these events are particularly appealing? appealing to regular VIP customers?

» Comedy shows and musicals ¢ Loyalty rewards

e Seated Performances e Birthday rewards

e Full premium experience * Visit-based inventives

* Well-known or nostalgic performances * Prioirty access fo tickets

* Bonus offers and promotions
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How would you describe the typical VIP Lounge customer profile?
4 responses
Middle age couples/friends who want to relax

Typically 40+ years old, often couples. People that come to the lounge often go to live events and shows, and
tend to be more extroverted.

A typical VIP customer is someone who is looking to treat themelves or someone else for a special occasion.
They tend to spend more money on drinks/products than a general arena customer.

40-70s upper middle class typically either couples or groups
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Conducted Research
Research obtained from Customers

Are there any aspects you feel could be If a VIP Lounge Loyalty programme were introduced
improved? through the ATG+ app exclusively for Swansea
* Food variety/ more food options Building Society Arena VIP customers, what features
* Wider drink selection or rewards would most enhance your experience?
e drink pre-ordering ¢ Discounted VIP experiences or ticket prices
* Staff and service consistenly praised e Early or exclusive access fo event tickets

¢ Complimentary or discounted drinks
e Exclusive experiences
* Membership or annual subscription packages
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What preferences do regular Vip customers typically convey regarding service, hospitality and
overall experience in the lounge?

4 responses

They expect table service, quick turn arounds, friendly staff and over all that higher guest service experience

They enjoy table service, they do come to the bar to order but | think they enjoy their orders being taken. They
like friendly service with a smile, and like having a little conversation and laugh with staff as well. Sometimes
costumers would prefer to have drinks from tap rather than bottles but it's never an issue just a preference.
Regarding the cheese boards - customers rarely eat the blue cheese, so may be worth considering a change
but | don’t know if that's relevant to the question, but just shows that this customer preference hasn't been
taken into consideration.

A large part of the lounge's appeal is being able to sit and have food/drink before and after the show. VIP
customers generally prefer table service and the ability to pre-order drinks to their seats for the interval
period.

They expect a lot for the price including exceptional service, they almost want us to guess their needs before
they even know them they want to feel special and like a VIP
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How would you describe your overall experience of the VIP Lounge? [O Copy chart

19 responses

@ Unsatisfactory
@ Satisfactory
@© Good

@ Great

@ Absolutely love coming and always have
a great experience.
@ Amazing, you guys have always been

very helpful and have always gone the
extra mile
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Conducted Research
Research obtained from Customers

What types of shows or events most encourage you to use the VIP Lounge, and what factors
influence you decisions to choose the VIP experience over standard options?
* Avariety of events
* Book the lounge for every event they attend
e Key reasons:

. Comfortable seating and quieter atmosphere
. Private bar and toilet facilities

. Early access and easier entry

. space to leave coats/belongings

e Corporate networing or social experiences
* Welcoming staff and overall atmosphere
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In your experience, what types of events generate the greatest Vip Lounge attendance, and why do
you think these events are particularly appealing?

4 responses

| believe thag comedy shows or musicals bring in a large range of guests but for different reasons. Comedy
shows bring in guest that are looking for the full package and don't want to lift a finger while musicals is th
older side that want the luxury of a helping hand.

Events that are more upbeat music and ‘sing a long’ tend to generate more customers, such as Mamma Mia.
Well known events such as Australian Pink Floyd also generated a lot of Lounge customers as a lot of people
enjoy the music and the experience and have seen the performance before. | think people going to see shows
that are a bit more of an experience will tend to have more lounge customers as people are wiling to spend
more money to make the most of the evening and experience.

| generally see the lounge at its busiest for theatre/seated performances, for example musicals or
comedians. Seated shows are often slower-paced and relaxed compared to concerts, and they also provide
the interval period in which VIP customers can retreat back into the lounge for a drink.

Comedy shows often have a large lounge turn out
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Personal Reflection

¢ Achieving the project objectives

¢ Strong use of Research

¢ Redlistic understanding organisational constraints
* Strong analytical approach

 Importance of
transparency with the
organisation

 Importance of appropriate
sampling

 Challenges of conducting
research in a live events
environment

* Improve customer sampling- conduct research
across multiple events

¢ Broader range of perspectives

e Look into partnerships further

¢ Develop closer connection with Swansea
Building Society Arena- e.g conduct meetings
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If a VIP Lounge programme were introduced, what key features or rewards do you think would be
most appealing to regular VIP Customers?

4 responses

| think rewards such as an extra free drink or confectionery after a certain amount of visits.

A birthday reward, such as an extra drink/bottle of prosecco that can be claimed at their next attendance.
Possibly a sort of loyalty card where they can get a free bottle of prosecco after a certain amount of visits.
Maybe loyal customers could get first access to tickets.

1 think the customer would want a discounted lounge ticket, or a free cheese board/afternoon tea experience
after a certain number of lounge visits.

Bonus offers, discounts or free drinks etc
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Benchmarking

Utilita Arena Cardiff:

* Larger, established city-
centre venue

* Backed by Utilita
Rewards loyalty Scheme
(National programme)

e Strong regional
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VIP Package
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Global):
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* Multiple tiered hospitality
options & private suites
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greater scale
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(rugby stadium)
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Conducted Research
Research obtained from Customers

How long have you been a customer of Swansea
Building Society Arena, and how frequently do you
use the VIP Lounge?

e Since the Arena opened

* 3-6 times per year

* Use the event everytime they attend an event

* First time visitors

e Regular retumning guests and occasional
visitors
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Research obtained from Customers

How would you describe your overall experience of the VIP Lounge?
18 responses

Unsatisfactory
@ satisfactory
© Good

@ Great
) Absolutely love coming and always have
a great experience.
Amazing, you guys have always been

very helpful and have always gone the
extra mile
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Are there any current gaps in the VIP experience that a loyalty programme could help address?

4 responses

| think seating preferences would help address this issue as we can create more regulars and find out what
seats they prefer rather than having to change it last minute at the door.

Maybe first access or exclusive information to upcoming events. A loyalty card that grants you little rewards
like a free drink or ice cream after certain amounts of visits. So after 5, it could be a free drink and icecream,
and after 10 it could be a bottle of fizz.

The major gap is that most VIP customers are there for a one-off experience. With a loyalty programme
introduced, it will encourage more people to consider the lounge as an option when purchasing an event
ticket, especially if they are local and use the arena for multiple shows. An increase in regular lounge
customers would result in higher profits and reputation.

N/a
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