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Part A- SP14 event management plan
	PLAN
	Examples
	What we do now?
	What Action could they take?

	How do they plan the event programme to maximise occupancy and profitable?

	· Corporate business plan
· Event strategy
· Finance plan
· Marketing plan
· Risk management
· Secondary spend
· Partnerships
· Procedures/ Policy 
	Swansea.com Stadium hosts football, rugby, concerts and business events throughout the year to keep the stadium busy. This helps attract more visitors and increases income through ticket sales, food and drink, sponsorship, hospitality and venue hire.

	Swansea.com Stadium could build partnerships with local businesses, sponsors, and tourism organisations in Swansea. These partnerships can help promote events, attract more visitors, offer joint packages, and increase revenue through sponsorship, hospitality deals, and cross-promotional marketing opportunities.


	DO
	
	
	

	How are staff responsibilities defined and managed?
	· Job descriptions
· Staff knowledge
· Staff training 
· Operational plans
· Agency staff
· Procedures and policy systems
	The staffs responsibilities are clearly set out through detailed job descriptions that explain each person’s duties, reporting lines, and required skills. Managers provide training, supervision, and regular briefings to ensure staff understand their roles and work effectively during events.

	The Swansea.com Stadium could strengthen its operational plans by creating clear checklists and step-by-step procedures for each event. Regular rehearsals, staff briefings, and post-event reviews would help improve coordination, reduce mistakes, and ensure events run safely and efficiently.


	Challenge
	Examples:
	Identify Strengths and Weaknesses
	Identify Areas for Improvement 

	How are events delivered?
	· Event diary
· Pre-event preparation
· Event viability
· Operational plan
· Stakeholders
· Communication
Contingency planning
	· Events at Swansea.com Stadium are delivered through detailed planning, budgeting, staffing, and risk management to ensure they are financially and operationally viable. A key strength is the stadium’s experienced team and strong facilities, while weaknesses may include weather disruption, traffic congestion, and high operating costs.

	· The Swansea.com Stadium could improve stakeholder engagement by involving local residents, sponsors, emergency services, and transport providers earlier in the planning process. Regular meetings and feedback surveys would strengthen communication, address concerns, and help events run more smoothly and successfully.


	Industry guidelines and legislation to deliver the programme and events safely?
	· External  partners
· Licences
· Evacuation procedures
· Health and safety procedures
	Swansea.com Stadium follows industry guidance such as the UK Government’s Guide to Safety at Sports Grounds and health and safety legislation to deliver events safely. Strengths include strong partnerships with emergency services and security providers, while weaknesses may include dependence on external partners and communication delays during incidents.

	· Swansea.com Stadium could improve its health and safety procedures by carrying out more frequent emergency drills, updating risk assessments regularly, and using clearer communication systems. Gathering feedback from staff and emergency services would help identify issues and strengthen safety planning for future events.

	Is equipment maintained to allow the delivery of events?
	· Equipment service inspection records
· Proactive maintenance 
· Storage of equipment
· Managing equipment

	· At the Swansea.com Stadium, equipment such as lighting, sound systems, CCTV, and turnstiles is routinely inspected and serviced to support event delivery. A strength is the use of planned maintenance schedules, while a weakness may be unexpected equipment failures that disrupt operations and increase repair costs.

	· Swansea.com Stadium could improve equipment storage by introducing clearer labelling, better inventory tracking, and secure designated storage areas. Regular audits would help staff locate equipment quickly, reduce losses, and ensure items are well maintained and ready for events.


	MEASURE
	
	
	

	How do they measure?
	· Budgets
· Performance audits
· Customer stakeholder feedback
· Equipment replacement maintenance
	· Swansea.com Stadium measures performance by comparing actual income and costs against event budgets. A strength is strong financial monitoring, which helps control spending and maximise profit. A weakness is that unexpected costs, such as repairs or security needs, can reduce profitability.

	· Swansea.com Stadium could improve customer and stakeholder feedback by using digital surveys, social media monitoring, and post-event meetings. Analysing this feedback would help identify issues, improve visitor experience, strengthen relationships, and support better planning for future events.


	REVIEW
	Examples:
	Identify Strengths and Weaknesses
	Identify Areas for Improvement

	How do they review what they have measured?
	· Benchmarking	
· Customer and stakeholder feedback
· Competitor analysis
· Action plan review
· Performance management	
· Risk assessment and work instruction  preview
· Programme review
· Industry updates
· Training updates
· Procedure and policy systems
· Briefings

	· Swansea.com Stadium reviews performance by comparing its results with other major venues such as Principality Stadium. A strength is that competitor analysis highlights industry best practice and new opportunities, while a weakness is that competitors may have larger budgets and more advanced facilities.

	· Swansea.com Stadium could improve performance by providing regular training updates for staff on customer service, health and safety, and event operations. This would keep employees informed, improve consistency, and help the stadium adopt new industry best practices.


	IMPACT
	
	
	

	Investigate what they have done. Did it make a difference?
	· Finance
· Footfall
· Tourism/ local economy
· Publicity
· Profile raising
· Continuous improvement
· Repeat business
	· Swansea.com Stadium has invested heavily in football facilities and matchday operations, helping both Swansea City A.F.C. and visiting fans enjoy a professional experience. Improvements such as upgraded seating, pitch maintenance, and digital ticketing have increased attendance and customer satisfaction. A strength is the stadium’s strong football identity and loyal fan base, while a weakness is that team performance on the pitch can directly affect ticket sales and overall revenue.
	· Swansea.com Stadium could improve publicity by increasing targeted social media campaigns, collaborating with influencers, and strengthening local advertising across Swansea. Better digital engagement, early event announcements, and promotional partnerships would help attract larger audiences and boost ticket sales and awareness.


	Challenge
	Examples
	Identify Strengths and Weaknesses
	Identify Areas for Improvement

	Types of events that take place?

	· Purpose
· Capacity
· Market segment
	· Swansea.com Stadium hosts football, rugby, concerts, and corporate events. A strength is its versatility and year-round use, attracting diverse audiences. A weakness is that scheduling conflicts and pitch maintenance can limit availability and increase operational pressure.
	· The stadium could improve market segmentation by using data to better target families, young fans, tourists, and corporate clients. More tailored ticket packages, promotions, and experiences would help attract specific groups and increase attendance and revenue.

	How are changing room areas managed at the venue?


	· Players
· Officials
· Coaches
· Cleaners
· Signage
	· Changing room areas are carefully managed with controlled access for teams, match officials, and authorised staff only. A strength is strong security and clear separation of groups, ensuring privacy and safety. A weakness is limited space during high-profile matches, which can sometimes create congestion and scheduling pressure.
	· The stadium could improve cleaning operations by increasing staffing during busy event days, using clearer cleaning schedules, and introducing more frequent checks. Better coordination and modern cleaning equipment would help maintain higher hygiene standards and improve the overall visitor experience.

	How is the media area managed at the venue?

	· Security
· Players
· Coaches
· Translators
· Social Media
· Filming
· Seating
	· At Swansea.com Stadium, the media area is managed with designated press zones, controlled access, and structured interview spaces for journalists and broadcasters. A strength is the organised layout that supports efficient communication for coaches and media coverage. A weakness is that busy matchdays can cause congestion and limit interaction time for coaches.
	· The stadium could improve filming arrangements by increasing designated camera positions, improving lighting for broadcasts, and upgrading Wi-Fi and broadcast connectivity. Better coordination with media teams would ensure smoother coverage and higher-quality live and recorded content.


	How is the reception area managed on game day?


	· Credentials
· Tickets
· Hospitality
· Premier Club
· Security
	· The reception area on game day is managed through strict credential checks, ticket scanning, and stewards controlling access to different zones. A strength is strong security and organised entry control, ensuring only authorised individuals enter restricted areas. A weakness is that peak arrival times can cause queues and delays in processing credentials.
	· The stadium could improve hospitality by offering more personalised packages, faster service during peak times, and a wider variety of food and drink options. Enhancing staff training and upgrading VIP facilities would also improve the overall customer experience and increase revenue. 

	How is the away support and away team entry managed? 
	· Parking
· Entry to stadium
· Police
· Restricted areas
· Trains/ Buses 
	· Away supporters and teams are managed through segregated entrances, controlled access routes, and police escort in coordination with South Wales Police. A strength is strong crowd control and safety through separation, while a weakness is congestion and delays during peak arrival and departure times.

	· The stadium could improve parking by expanding designated spaces, introducing better traffic management plans, and encouraging public transport use. Clearer signage and pre-booked parking systems would also reduce congestion and improve arrival and departure flow on matchdays.





















Part B- Venue trip questions

Mission statement:
Trawsnewid Addysg . . . Trawsnewid Bywydau
Transforming Education . . . Transforming Lives
Questions for Venue (Attach to Assignment Appendix)

DATE -01/05/26           FACILITY ADDRESS – Allianz Stadium   FACILITY CONTACT - +39 011 453 0486 

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

Allianz Stadium is primarily a football venue and home to Juventus FC. It hosts Serie A league matches, domestic cup fixtures, and European competitions such as the UEFA Champions League. In addition to football, the stadium occasionally holds concerts, corporate events, and stadium tours for visitors. Funding comes from multiple revenue streams including ticket sales, broadcasting rights, sponsorship deals (notably the naming rights partnership with Allianz), merchandise sales, and hospitality packages. Matchday income is particularly significant due to premium seating and VIP experiences.

2. How do they market activities & manage consumer/ participant demand?
Juventus promotes events mostly through social media, their website, and their app. They use big-name players and the club’s history to attract fans. To manage demand, they use different ticket prices, memberships, and give priority to season ticket holders. Online ticketing and organised entry times also help keep things running smoothly. They also offer stadium tours and museum visits to keep people coming in even when there aren’t matches. 

3. Observe the environment and list 3 key features?

A. The seating is close to the pitch, which makes the atmosphere feel more intense.
B. The stadium is modern with good lighting and a high-quality pitch.
C. There are extra facilities like food areas, shops, and the Juventus Museum.
 



4. Is the facility fit for purpose?

Yes, the stadium is definitely fit for purpose. It was designed to improve the fan experience, with good views from every seat and better comfort compared to older stadiums. It meets UEFA standards so it can host big matches. It also has extra features like VIP areas and shops which help bring in more money. 

5. What key challenges do they currently face?

One challenge is keeping money coming in when there aren’t matches. Also, if the team isn’t performing well, it can affect ticket sales and interest. There’s also competition from other entertainment, plus the need to keep updating the stadium and security systems. 

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

· Crowd control with stewards, CCTV, and organised entry/exit points. 
· Clear evacuation routes and safety procedures in case of emergencies. 
· Regular maintenance checks and risk assessments to keep everything safe.
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Mission statement:
Trawsnewid Addysg . . . Trawsnewid Bywydau
Transforming Education . . . Transforming Lives
Questions for Venue (Attach to Assignment Appendix)

DATE - 01/05/26     FACILITY ADDRESS - Santiago bernabeu stadium	FACILITY CONTACT - +34 91 398 43 00 or atencionpublico@corp.realmadrid.com 

1. What type of events take place within the venue and how are they funded?
Santiago Bernabéu Stadium is mainly used for football matches and is the home ground of Real Madrid CF. It hosts La Liga games, cup matches, and big European competitions like the Champions League. It’s not just football though concerts, events, and stadium tours also take place there, which helps bring in visitors all year round. The stadium makes money from ticket sales, TV rights, sponsorships, merchandise, and hospitality packages. Since it’s been renovated, it also earns more from things like VIP areas, restaurants, and shops inside the stadium.

2. How do they market activities & manage consumer/ participant demand?
Real Madrid promotes the stadium and its events through social media, their official website, and global sponsors. They use big players and the club’s history to attract fans from all over the world. To manage demand, they offer memberships, season tickets, and different price ranges for tickets. Most tickets are sold online, which helps control how many people attend and keeps things organised. Stadium tours and the museum are also promoted a lot so people visit even when there aren’t matches on.

3. Observe the environment and list 3 key features?
A. A modern design with a retractable roof, making it usable in different weather.
B. A high-quality pitch with advanced lighting for matches and events.
C. Lots of fan facilities like food areas, shops, and hospitality spaces.


4. Is the facility fit for purpose?
Yes, the stadium is fit for purpose. It’s been recently upgraded so it meets modern standards and improves the fan experience. The design means it can host more than just football, like concerts and big events. It also meets UEFA requirements, with good seating, clear views, and modern technology. The added commercial spaces also make it more useful and help bring in extra income.


5. What key challenges do they currently face?
A big challenge is the cost of maintaining such a large and modern stadium. They also need to keep attendance high, which can be harder if the team isn’t performing well. Managing big crowds safely is always important too. On top of that, they have to compete with other entertainment options and keep improving the stadium to meet fan expectations.

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

· Crowd control with stewards, security, and CCTV systems. 
· Clear evacuation routes and emergency procedures in place. 
· Regular maintenance checks and risk assessments to keep everything safe.


Part C- Ospreys survey analysis
I looked at the results of a customer survey carried out at an Ospreys Rugby home match to better understand how supporters felt about the club’s ticketing and stadium access systems. The purpose of the audit was to evaluate customer opinions, identify areas where the service is working well, and highlight opportunities for improvement. I also wanted to explore how the club could use these findings to improve the overall matchday experience and encourage more people to attend regularly.
The survey was completed by 100 supporters, which made the analysis straightforward because every response represents 1%. This allowed me to clearly compare customer views and identify the most significant trends.
To begin with, 59% of the people surveyed said they were season ticket holders, while 41% were not. I think this is a positive result because it shows that Ospreys Rugby has a loyal group of supporters who attend matches consistently throughout the season. At the same time, the fact that 41% were not season ticket holders suggests there is still plenty of opportunity to convert occasional attendees into more committed supporters. This could be particularly important in helping the club increase attendance and generate more predictable income.
The survey also looked at Ozzie’s Army, which is the club’s junior supporters scheme aimed at families and younger fans. Of those surveyed, 31% said their child was a member, 49% said they were not, and 20% stated that the question did not apply to them because they did not attend with children. In my opinion, this shows that the club has made some progress in attracting families, but there is still significant room for growth. Building relationships with younger supporters is important because positive experiences at a young age often lead to long-term loyalty.
One result that stood out to me was the awareness of the new  Ticketmaster ticketing system. Although the system had been introduced at the start of the 2014/15 season, only 53% of respondents were aware of it, while 47% were not. I found this surprising, as introducing a new ticketing platform is a major operational change. This suggests that the club’s communication was not as effective as it could have been and that more effort should have been made to explain the benefits of the new system to supporters.
When supporters were asked to rate their overall ticketing experience, the responses were generally average rather than exceptional. No one selected 1 (very poor), which is reassuring, but 26% rated the experience as 2, 47% gave it a 3, 31% gave it a 4 and only 16% awarded the highest score of 5. To me, this indicates that the system is working reasonably well, but it is not leaving a particularly strong impression. Most supporters seem satisfied enough, but not genuinely delighted by the process.
The survey also asked how supporters usually purchased their tickets. The most common method was buying in person at the stadium, chosen by 38% of respondents. This was followed by purchasing online via the website (24%). Other methods included rugby clubs (17%), half-time activities (15%), telephone bookings (13%), schools (6%) and employees (4%). These findings suggest that while digital ticketing is growing, many supporters still prefer more traditional and familiar ways of buying tickets.
Another important finding was the low awareness of the flexi-ticket promotion. Only 35% of respondents had heard of this offer, while 65% had not. The flexi-ticket allowed supporters to buy four fixtures at a 25% discount and decide later which matches they wanted to attend. In my view, this is an attractive and flexible option, especially for supporters who cannot commit to a full season ticket. The fact that almost two-thirds of respondents were unaware of it indicates that the club missed an opportunity to increase attendance and reward occasional supporters.
The survey also explored attitudes towards e-tickets. Half of respondents (50%) said they had chosen to receive their tickets electronically, while 38% had not and 12% said the question was not relevant to them. This suggests that digital ticketing is becoming more accepted, but there is still a sizeable group who may prefer paper tickets or simply are not aware of the option.
When asked to rate the usability of the online ticketing site, the feedback was mostly positive. No respondents selected either 1 or 2, which suggests that there were no major issues with the website. However, 43% gave it a rating of 3, 39% gave it a 4 and 18% selected 5. This tells me that the site performs well and is easy enough to use, but there is still room to improve the design and user experience so that more supporters rate it as excellent.
The new access-control scanners installed at the stadium were also well received. A total of 44% rated them 4 out of 5, while 22% gave them the highest rating of 5. Another 34% rated them as 3. This means that two-thirds of supporters had a positive experience using the scanners. From my perspective, this is a strong result because entry into the stadium is one of the first parts of the matchday journey, and a smooth process helps set a positive tone for the rest of the event.
One of the most interesting sections of the survey focused on online pre-ordering for food and drink. A significant 66% of respondents said they would be interested in pre-purchasing refreshments online if it meant receiving a slight discount and access to fast-track queues. Only 34% said they would not be interested. I believe this is one of the clearest opportunities identified in the survey, as it combines convenience for supporters with additional revenue potential for the club.
When asked what they would most like to pre-order, meal deals were the most popular option, selected by 54% of respondents. Alcohol was chosen by 46%, while 34% selected the matchday programme. These results suggest that supporters are most interested in practical purchases that save time and offer better value. Meal deals in particular appear to be an attractive option because they provide both convenience and cost savings.
Overall, the survey results suggest that Ospreys Rugby is providing a solid and generally reliable service when it comes to ticketing and stadium access. The online system is easy to use, the access scanners are effective and supporters appear willing to adopt new digital services. However, there are also some clear weaknesses, particularly in the way promotional offers and new services are communicated to fans.
Based on this audit, I would recommend that the club focuses on four key improvements. Firstly, marketing should be strengthened so that more supporters are aware of offers such as flexi-tickets and e-tickets. Secondly, the online ticketing platform should be refined to create a smoother and more enjoyable user experience. Thirdly, Ozzie’s Army should be promoted more heavily to families to help build long-term supporter loyalty. Finally, the club should introduce online pre-ordering for food and beverages, as this was strongly supported by respondents and could increase both customer satisfaction and matchday spending.
In conclusion, carrying out this audit has shown me that Ospreys Rugby already provides a good standard of service, but there are several areas where relatively small changes could make a noticeable difference. By improving communication, increasing awareness of promotions and investing in digital services, the club can create a more convenient and enjoyable experience for supporters while also improving attendance, loyalty and revenue.
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Part D- Swansea city bay deal 
When looking into the future development of sports and leisure facilities in Wales, it became clear to me that a number of different factors are shaping how these facilities are planned and funded. Sports centres and leisure venues are no longer seen simply as places where people go to exercise or watch sport. They are increasingly being viewed as important community assets that can improve public health, support local economies, encourage social inclusion and even drive innovation. One of the best examples of this in South West Wales is the Swansea Bay City Deal, which is having a major influence on how facilities are being developed across the region.
The Swansea Bay City Deal is a £1.3 billion investment programme involving Swansea, Neath Port Talbot, Carmarthenshire and Pembrokeshire. Its overall aim is to boost the regional economy, create around 10,000 new jobs and add approximately £1.8 billion to the local economy over a 15-year period (Swansea Council, n.d.). What I found particularly interesting is that the City Deal is not just focused on business and technology. It also includes significant investment in health, wellbeing and sport, showing how sport and leisure facilities can play a much wider role in society.
One of the main drivers behind the development of sports and leisure facilities in Wales is the growing concern around public health. Wales continues to face issues such as obesity, physical inactivity and long-term health conditions including diabetes and heart disease. Because of this, organisations such as Sport Wales place a strong emphasis on encouraging people of all ages to become more active. This means that modern facilities need to cater for far more than traditional competitive sport. They must also provide welcoming spaces for people who simply want to improve their health and wellbeing. Coalter (2007) supports this view, arguing that sport is increasingly used as a tool to achieve broader social outcomes such as better health and stronger communities.
Another important factor is the ageing population in Wales. As people live longer, there is greater demand for facilities that are accessible and suitable for a wide range of abilities. Leisure centres are now being designed with rehabilitation areas, walking tracks and adaptable fitness spaces to ensure they can be used by everyone, not just highly active individuals. I think this is a positive development because it reflects a more inclusive approach to sport and leisure.
A good example of this approach is the Wellness and Life Science Village in Llanelli, which has received support through the Swansea Bay City Deal. The project combines healthcare services, research and leisure facilities in one location. To me, this demonstrates how the boundaries between sport, health and community services are becoming increasingly blurred. Facilities are being designed not only to support physical activity but also to improve quality of life and deliver wider social benefits.
Technology is another major influence on the future of sports and leisure facilities. People now expect to be able to book activities online, receive personalised fitness advice and use wearable devices to track their progress. Mullin, Hardy and Sutton (2014) explain that consumer expectations in sport are increasingly shaped by convenience and innovation. If facilities fail to keep up with these expectations, they risk appearing outdated and less attractive, particularly to younger users.
One of the most exciting projects linked to the Swansea Bay City Deal is the National Institute for Sport and Health (NISH), which is being developed at Swansea Bay Sports Park. This facility will include laboratories, simulation suites and collaborative workspaces where researchers, health professionals and businesses can work together. What stands out to me is that the project is designed to do far more than support elite athletes. It will also encourage innovation, improve public health and help create new businesses and employment opportunities (Swansea University, 2026). This highlights how sports facilities are now expected to contribute to economic development as well as sporting performance.
Environmental sustainability is also becoming increasingly important. New sports and leisure facilities are being built with energy-efficient systems, renewable energy technologies and sustainable materials. This is closely linked to the Welsh Government’s commitment to long-term sustainable development through the Well-being of Future Generations (Wales) Act 2015. In my opinion, this is one of the most important influences on future facility design, as organisations must now think carefully about the long-term environmental and social impact of their decisions.
Financial pressures are another significant factor. Many local authorities in Wales have limited budgets, making it difficult to invest in and maintain facilities on their own. As a result, partnerships between councils, universities and private operators are becoming more common. For example, Freedom Leisure has been appointed to operate facilities at Swansea Bay Sports Park. I think this type of partnership is likely to become more widespread because it allows organisations to share costs, expertise and operational responsibility.
Elite sport continues to play an important role as well. High-quality facilities can attract major events, inspire local participation and raise the profile of a region. In Swansea, investment in world-class facilities benefits both community users and elite athletes. This creates a pathway where grassroots participants can be inspired by professional and international sport taking place in the same environment.
Overall, after reviewing the literature and current developments, I believe the future of sports and leisure facilities in Wales will be shaped by a combination of public health priorities, demographic change, technological innovation, environmental sustainability, financial pressures and regional regeneration. The Swansea Bay City Deal provides an excellent example of how these drivers are influencing real projects in South West Wales. Developments such as the National Institute for Sport and Health show that sports facilities are no longer just places to exercise or compete. They are becoming centres for health improvement, innovation, education and economic growth, with the potential to make a lasting difference to communities across Wales.
 Part E
Facility Development Plan: Swansea Community Active Hub
Introduction
In this assignment, I have designed a Swansea Community Active Hub located in the Swansea area. The purpose of this facility is to increase participation in sport and physical activity by offering accessible, inclusive, and flexible sporting opportunities for the local community. My design has been influenced by Sport England and Sport Wales case study principles, which focus on community engagement, multi-use spaces, and long-term participation growth (Sport England, 2021; Sport Wales, 2023).
I believe this project also supports wider national aims to improve health, reduce inactivity levels, and increase access to sport for all groups within society. It is designed with the intention of being realistic, practical, and community focused rather than purely elite sport based.

Aim of the Facility
The main aim of the Swansea Community Active Hub is to increase participation in sport and physical activity across Swansea, while improving health and wellbeing in the local community. It also aims to provide inclusive access for all ages and abilities and support school sport, club sport, and recreational activity pathways. I have tried to make sure these aims reflect real community needs and encourage long-term engagement in physical activity rather than short-term use.

Facility Design Overview
The facility has been designed using a multi-use approach so that different sports and activities can take place in the same space. This helps increase usage levels, improves cost efficiency, and maximises participation opportunities. The key features of the design include an indoor multi-sport hall, a fitness and gym suite, a studio space for group activities, an outdoor 3G pitch, an athletics training zone, education and meeting rooms, a café and social space, and accessible changing facilities. I have included these areas because they allow a wide range of users to access the facility for different purposes, from recreation to organised sport.

Facility Layout Plan
[image: ]
Justification of Design
I designed the layout to maximise participation by making sure all facilities are multi-use and accessible. The central reception and social area is intended to encourage community interaction and improve the overall visitor experience. The indoor and outdoor spaces allow year-round use regardless of weather conditions, which is important in Wales. The separation of fitness, sports hall, and education spaces also allows multiple activities to take place at the same time without disruption, improving efficiency and reducing overcrowding.

Increasing Participation
I believe the facility will increase participation through low-cost memberships, school partnerships, community sport leagues, women and girls sport initiatives, disability sport programmes, and free taster sessions for new users. These strategies are important because research shows that reducing barriers such as cost, confidence, and access can significantly improve participation levels (Colleges Wales, 2022).

Sustainability Features
The development includes solar panel installation, LED lighting systems, water recycling for pitch maintenance, and digital booking systems. I included these features to reduce environmental impact, lower running costs, and ensure the facility is sustainable in the long term. This is important because modern sports facilities are expected to be both environmentally and financially responsible.

Management and Operations
The facility would be managed through a partnership model involving local authorities, Sport Wales, and private sponsors. I chose this model because it spreads financial responsibility and improves long-term stability. It also allows different organisations to contribute expertise, funding, and resources to support the facility effectively.

Conclusion
Overall, I believe the Swansea Community Active Hub would provide a modern, inclusive, and flexible sporting environment designed to increase participation across all groups. The multi-use design ensures high efficiency, while the community-focused approach supports long-term health and wellbeing outcomes in Swansea.

Marketing, Community Engagement and Expected Impact
In addition to the physical design of the Swansea Community Active Hub, I also believe that marketing and community engagement will play a major role in the success of the facility. One of the main strategies would be the use of targeted digital marketing campaigns through social media platforms, which would help raise awareness among younger audiences and local residents in Swansea. This would be supported by regular updates, promotional videos, and event announcements to keep the community engaged and informed about upcoming activities.
Another important element would be strong partnerships with local schools, colleges, and community organisations. By working closely with education providers, the facility could deliver structured programmes such as after-school sports clubs, holiday camps, and talent development pathways. This would help encourage long-term participation in sport from a younger age and create a clear progression route into local clubs.
Community engagement events would also be a key feature of the facility’s strategy. These could include open days, free taster sessions, and inclusive sport festivals designed to encourage people who may not usually participate in sport. I think this is particularly important because research shows that reducing psychological barriers such as lack of confidence is just as important as reducing financial or physical barriers (Public Health Wales, 2021).
The expected impact of the facility would be both social and economic. Socially, the hub would improve physical health, mental wellbeing, and community cohesion by providing a safe and welcoming environment for all users. Economically, the facility would create local jobs, increase visitor spending in the area, and support small businesses through increased footfall in Swansea.
Overall, I believe that combining strong facility design with effective marketing and community engagement would ensure that the Swansea Community Active Hub becomes a long-term success and a central part of sport participation in the region.
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