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Transforming Education . . . Transforming Lives
Questions for Venue (Attach to Assignment Appendix)

DATE -    13/05/26         FACILITY ADDRESS – SoFi Stadium	- 1001 S. Stadium Dr, Inglewood, California, 90301          FACILITY CONTACT - +1 424-541-9100

1. What type of events take place within the venue and how are they funded?

The SoFi stadium holds NFL matches, it is home to the Los Angeles Rams and Los Angeles Chargers, they also host football, concerts and entertainment events (WrestleMania). Future events are planned there such as World cup games in 2026 and the Olympic and Paralympic opening ceremonies. The Stadium is privately funded by the Rams owner, the NFL and through corporate naming rights.
_______________________________________________________________

2. How do they market activities & manage consumer/ participant demand?

They market activities through social media, sponsorship campaigns, club membership and digital promotions. They also use premium seating, club spaces and tours. Consumer demand is delt with through its large indoor and outdoor design, ticketing and VIP entrances.

_________________________________________________________________

3. Observe the environment and list 3 key features?

A. Dual sided infinity screen by Samsung- first of its kind
B. Indoor-Outdoor design- first one in California
C. Translucent canopy covering the whole stadium letting natural light in.
________________________________________________________________

4. Is the facility fit for purpose?

Yes, the facility is fit for purpose as it was designed for multiple event types with large crowds. It can also expand from 70,000 seats to 100,000 seats. It is also easily accessible. There are also seats near the playing area that can be removed so different sports can be played.
_________________________________________________________________

5. What key challenges do they currently face?
They have had to alter the size of the pitch as its too narrow for FIFA specifications. The stadium operators are facing strike threats due to ICE agents operating the venue and concerns of AI eliminating jobs. Due to FIFA regulations, they have also had to remove all sponsorship signage ahead of the world cup.
_________________________________________________________________

6. List three Health and Safety practices e.g. crowd control, alcohol, risk management, evacuation procedures, maintenance etc.

A. Clear plastic bags only allowed and a list of banned items to bring in
B. Stewards and Police presence at events
C. Sensory spaces for the well-being of fans who need a break
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Mission statement:
Trawsnewid Addysg . . . Trawsnewid Bywydau
Transforming Education . . . Transforming Lives
Questions for Venue (Attach to Assignment Appendix)

DATE – 13/05/2026         FACILITY ADDRESS - Allianz Arena - Franz-Beckenbauer-Platz 5, 80939 München, Germany                                FACILITY CONTACT - +49 89 2005 0

1. What type of events take place within the venue and how are they funded?
The Allianz Arena is home to FC Bayern Munich, it hosts their games, Germany national team games corporate events and concerts. It is funded through sponsorship agreements, club ownership, ticket and hospitality sales and the Allianz naming rights.
_________________________________________________________________

2. How do they market activities & manage consumer/ participant demand?

They market activities through the official website, social media, tours, branding and fan engagement. Consumer demand is managed through online ticketing systems, designated entry turnstiles, crowd flow management and public transport links to reduce congestion.
_________________________________________________________________

3. Observe the environment and list 3 key features?
A. Colour-changing illuminated exterior panels- making it a landmark in Munich
B. Retractable roller blinds to protect fans from sun or rain in the seats
C. 70,000 international capacity and spectators are close to the pitch
________________________________________________________________

4. Is the facility fit for purpose?
Yes, it is fit for purpose because it was designed for football and large-scale events. It has a high seating capacity, modern facilities and strong crowd management systems.
_________________________________________________________________

5. What key challenges do they currently face?
The stadium is sold out most events; there’s lots of strain on public transport. They have also had to pay UEFA disciplinary actions for crowd control and pyrotechnic offences.
_________________________________________________________________

6. List three Health and Safety practices e.g. crowd control, alcohol, risk management, evacuation procedures, maintenance etc.

A. Controlled turnstile entry systems for crowd management
B. Steward and police presence during events
C. Clearly marked emergency exits and evacuation procedures
_____________________________________________________



Task C
This report will audit the customer experience at a previous Ospreys Rugby matchday event at the Liberty Stadium. The purpose of this audit is to evaluate consumers views and experiences thought the matchday journey, particularly focusing on ticket purchasing, online usability and food and beverage services. Having positive relationships with fans is imperative for the Ospreys as it can directly impact match attendance, fan loyalty, revenue generation and the reputation of the club.
The audit is based on market research from 100 customers who attended a matchday. Areas included in this market research are season ticket ownership, ticket promotion awareness, online ticketing systems, access control, and interest in pre-purchased food and beverage services, these will be analysed to identify both current strengths and weaknesses. 
Finally, the audit will identify key operational challenges and provide recommendations that aim to improve the quality of ticketing and service delivery at the stadium. These recommendations aim to improve customer satisfaction, improve operational efficiency and encourage retention of fans.  
Ticketing demand and loyalty
The data collected on season ticket ownership shows that 59% of fans in attendance of the Ospreys Rugby match were season ticket holders. This shows that they have a loyal fanbase and games will regularly be attended. The other 41% were not season ticket holders, this shows there is possibility to convert more occasional supporters to full time supporters through better marketing, offers and better ticketing, this will also increase the predicted revenue for the Ospreys.  The ospreys could offer more benefits to becoming a season ticket holder such as 5% off food and drinks, this would also be good for publicity.







Figure 1
Question 2 indicated that 31% of fans with children had a membership to Ozzie’s army compared to 49% who were not members, for 20% of fans the question was not applicable as they didn’t have children, excluding these from the statistics the percentage of those who answered is, 41% yes and 59% no. It is imperative to promote this more as junior membership schemes can help to build emotional attachment identification to the club (Cuesta-Valiño et al., 2021), leading to long-term fans and sustainable supporters. In the past Arsenal FC (2026) increased membership numbers through: competitions and prizes, chances to meet players, matchday experiences, digital content and games, exclusive merchandise and rewards and birthday cards and welcome packs. Although this would increase outgoings membership levels for Ozzie’s army would increase.
Awareness and promotion of ticketing products
Slightly over half of fans, 53%, were aware that a new Ticketing system (Ticketmaster) had been installed whilst 47% were unaware of the new system. More notably, awareness of the flexi‑ticket offer was relatively low, with only 35% aware and 65% unaware of the promotion. This suggests that important information about ticketing is not reaching many fans, leading to a potential loss in revenue. It also brings the question of what else has been missed as fans aren’t aware, this could mean there are communication issues with fans. The club should therefore review its marketing channels for promotions and use email, social media and in‑stadium announcements to ensure all products are clearly visible and easy to understand, digital communication is a useful tool to reach younger fanbases.
Figure 2a                                                                                              Figure 2b

Ticketing experience and purchase channels
Ratings of the general ticketing experience show that no fans rated it as 1 (very poor), while 26% rated it 2, 47% rated it 3, 31% rated it 4 and 16% gave the top rating of 5. This suggests a good experience on average, but many fans feeling there’s room for improvement. According to Xie and Sun (2021), “Perceived quality that only meets expectations leads to satisfactory but not superior customer evaluations.”  This suggests that fans are not disappointed, but they are not impressed, and to reach top satisfaction scores ticketing needs to be altered. Asking fans directly in another market research how they would like the website to change would give a direct insight and boost the Ospreys relationship with their fans.
Figure 3
The survey also explored how tickets are purchased. The most common method was buying them in person at the stadium, followed by the website (24%), participation in half‑time activities (15%), through rugby clubs (17%), over the phone (13%), via school initiatives (6%) and through employers (4%). This shows that even in the rise of the digital era, a large portion of fans still choose face to face transactions, this may reflect habit or ease for certain demographic groups, usually older groups. Encouraging the use of online sales reduces venue staffing costs and queue wait times. This may not be applicable for the Ospreys as such a large percentage of fans get their ticket at the stadium. Only 6% got tickets through school initiatives; to get new and younger fans the Ospreys could do more outreach work to schools within the local community.






Figure 4



Food and beverage services and pre-purchase demand 
Interest in pre‑purchasing food and beverage online at a discount, with fast‑track queues, was relatively high: 66% of fans said yes and 34% said no. This indicates that two‑thirds of the sample see value in pre‑ordering to save time and money. According to Durrande-Moreau (1999) “Perceived waiting time has a stronger influence on satisfaction than actual waiting time.” Providing mobile or online pre‑order options therefore improves customer satisfaction even if it does not work as efficiently as planned. Figure 5a
When asked what items they would like to pre purchase, 40.3% (54) selected meal deals, 34.3% (46) alcohol and 25.3% (34) matchday programmes (the fans could select multiple boxes). The strong interest in meal deals suggest that fans want to get the best value for money. Families will likely be interested in a meal deal; in the future a family meal deal would be a good way to bring in revenue and speed up customer contact time. 





Figure 5b

*Alcohol sales figures may not be fully reflective of the whole survey as some fans under 18 may have been surveyed and they cannot drink.

Online ticketing and access control
For those who booked online, no supporter rated usability of the ticketing site a 1 or 2, Instead, 43% rated it 3, 39% rated it 4 and 18% rated it 5. This suggests that the website functions generally well and the functionality is usable to good but not yet perfect. The experience a fan has when booking their ticket impacts contribute to their overall experiences and attitudes towards the Ospreys. The Ospreys already have a good base to build on, but improvements need to be made to improve customer satisfaction, and this will positively reflect on their image. 
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A graph to show if supporters were aware of the Flexi-ticket deal


yes	no	35	65	

A graph to show if supporters were aware of the new ticketing system


yes	no	53	47	

A graph to show the satisfaction of ospreys fans purchasing tickets

0	26	47	31	16	


A graph to show how Ospreys supporters get their tickets

website 	in person	over the phone	half time activity	school inititive	rugby club	employers	24	38	13	15	6	17	4	


A chart to show fan interest in pre-ordering for a discount


Yes	No	66	34	

A chart to show what pre-order deals fans are interested in (as a percentage)


Alcohol*	Meal Deal	Programme	34.299999999999997	40.299999999999997	25.3	

A graph to show the usibility of the ticketing site

0	0	43	29	18	


Are you a Season ticket holder?


yes	no	59	41	

image1.jpeg
Prifysgol Cymru
% Y Drindod Dewi Sant

d University of Wales
Trinity Saint David

%




