UWTSD – Swansea Business Campus


[image: UWTSD Logo]





Market Research Report 
Liberty Stadium 
July 2015





Mission statement:
Trawsnewid Addysg . . . Trawsnewid Bywydau
Transforming Education . . . Transforming Lives


Author - Andrew Thomas & UWTSD Sport Management Students




Report Contents

   Section 		Title						Page Number

1		Project Overview					3

2		Key Findings						4

3		Conclusion						5

4		Key Recommendations 					6

5		Appendices						7
Analysis 1						7
Analysis 2						8
Analysis 3						9
Analysis 4						10
Analysis 5						11
Analysis 6						12	
Analysis 7						13
[bookmark: _GoBack]Analysis 8						14



Section 1 – Project Overview
The purpose of the project was to engage with the two primary stakeholders at Liberty Stadium via the Swansea Stadium Management Company (SSMC). The engagement allowed UWTSD Sports Management students to collect primary data from Swansea City Football Club and Ospreys supporters about their current match day experience. 
The data collection focused on several themes which included:
· Ticket Exchange

· Jack Army Membership 

· Ozzie Army Membership

· New ticketing system (Ticketmaster) 

· Consumer purchasing patterns 

· Access control scanners

· Pre purchase options

· Flexi Ticket Scheme

· Product performance and consumer ratings

· Online and E-ticketing usage

The report will give a brief analysis of the key findings and focus on any trends and or common themes. The global sports, stadium and leisure entertainment industry is now worth in excess of $700b annually and is worth £95b to the UK economy (PWC, 2014). The Sports events industry alone is worth $80b and that’s without future high growth projections with revenues increasing 7% annually between 2009 through to 2013 (AT Kearney, 2014). However, this growth is likely to stagnant from a stadium perspective with the focus on revenue generation changing from consumer live in stadium spectator spend to TV rights and online spectators. The new £5.13b deal will determine the staying power for spectator sport given the relative high costs for live spectator viewing when compared alongside the stay at home experience. With this in mind the importance of generating a unique atmosphere and positive environment for live spectator sport is essential to improve the consumer experience and a continued customer commitment to future spend. 


Section 2 – Key Findings
All the data from the surveys are analysed in the appendix with some of the questions considered for further analysis based on the combined nature of the responses. The access control scanners scored highly which should help convince the organisation of their effectiveness given their recent addition. Looking at the data from the statistics most people liked the new access control system which is real positive for the organisation. Only 8% of survey participants rated it below 3 which is a relatively small number given the size of the sample and the impact the system can have on a quick and safe admissions process.
With regard to season ticket holders then Ospreys fans who were not season tickets holders we nearly double the swans for a similar sample size. Given the relative cost difference in the ticket price and the affordability of the Ospreys offering then this was quite surprising particularly in relation to a family ticket and a diverse range of ticketing customers. From viewing the Swansea City FC results it shows that just over 50% had purchased their tickets online. Following this supporters purchased their ticket in person (differs from traditional rugby purchasing) yet less than 25% of those surveyed had purchased their tickets over the phone which is a diminishing trend globally. This points to an increase in online purchasing via the internet and the recent development of the Ticketmaster relationship will be key in extending this offering to gain awareness of sales or discounts and other activities linked to increasing revenue. However, some customers are purchasing online but not printing at home which may mean many have not got the facility and links to a key recommendation in section 4. 
Many customers are aware of e-ticketing but don’t use it. So the development of an online app may increase usage and the development of a stadium app and improvements with the current stadium website should drive increased traffic. A continued drive to e ticketing should save the organisation signifcant distruition and labour costs. Overall there are also opportunities to increase the pre purchasing offering where promotions linked food and beverage were the clear preferred option for supporters. 


Section 3 – Conclusion
Key findings in America with regard to the stadium experience point to several key themes which include:
· The viewing experience (Entertainment, safe standing, seat comfort)

· In game technology offering (e.g. games, sports betting, blogs, forums, player ratings)

· Integrated Wi-Fi with live connection to social media platforms (shared experience)

· Enhanced promotions during gameplay (merchandise, hospitality, corporate partners)

· Drive consumer spend via pre-purchasing and other forms of monetary exchange.
The above list is just some examples of how modern customers wish to engage activity with information technology advances and the online community even during the actual live event. It’s essential that organisations within this industry adapt to changes in consumer purchasing patterns and the introduction of access control scanners, online ticket exchange and pre purchasing will certainly help. 


Section 4 – Key Recommendations 

On completion of the findings, supporter discussions and identifying key industry themes then the following recommendation emerged:

· Integration of hotel and or current facility that will increase weekend packages

· Development of child friendly areas which are not pubs or areas of alcohol consumption

· Utilisation of junior club players for positive consumer interaction 

· Develop technical video tutorials that show how to use a certain function

· Online car parking is currently a missed opportunity with demand evident

· Ozzie army is an area that could be expanded with more relevant reward schemes attached

· Drive to online ticketing printing via discounts or points

· Install e-ticketing machine and cashpoint in club shop to increase footfall

· Develop an e-app for ticketing and exchange

· Add bike racks that link to sustainable transportation plan

· Develop the pre purchase offering that includes discounts and points offering

· Refer a friend and special occasion individualised marketing offers

· Look to convert more supporters into Jack Army and Ozzie Army members.



Section 5 – Appendices (not all questions were answered by all supporters) 

Analysis 1
The first question was the same for both questionnaires “Are you a season ticket holder?”
	Swansea City Football Club
	Ospreys Rugby

	Yes – 172
	Yes – 120

	No – 58
	No – 104

	Total = 230
	Total = 224
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Analysis 2
Question 2 is quite similar in scope and aims to establish the pattern of supporter interaction with the each of the schemes within the clubs. The Swansea City question is searching for how many supporters are Jack Army members whilst the Ospreys questionnaire is seeking to establish junior supporter interaction with the Ozzie Army membership.
Jack Army Membership 2014/15 









Osprey’s Army Membership 2014/15









The Jack Army membership is aimed at every supporter for the football club whereas the Ospreys are only aiming at increasing the Ossie Army membership for children within the region. However, supporters with children only answered elements of this question so there is a potential market to increase memberships. 


Analysis 3













The data for this question was collected to see how many people knew about the new ticketing system that was introduced for both teams at the Liberty stadium. Considering the data it is easy to see that both team’s customers at the Liberty Stadium are aware of the new ticketing system introduced into the Liberty Stadium which is a positive for the organisations communication channels. However, the distribution is stronger in relation to the Swans supporters probably because a higher proportion are season ticket holders. 

Analysis 4



Following on from the last question the data is based upon how the customer is finding their experience with the new ticketing system with 5 representing an excellent value, which is the largest single selection in both sets of data. Conversely the least selected option was also the lowest rating. The data gathered suggests that both of the customers of each of the teams like the new system. So taking this into consideration you can argue that both sets of customers will want this system to continue. 








Analysis 5
Question five was the same for both questionnaires however there were additional options to choose from with the Ospreys questionnaire. The questions aimed to establish the method of payments preferred by the supporters. 
From viewing the Swansea City FC results it shows a little over 50% had purchased their tickets through going online and using the Swansea City football club website. Following this supporters purchased their ticket in person. Less than quarter of the amount of people had purchased their tickets over the phone. This tells us that the website is definitely being used and could be used more for advertisement purposes to gain awareness of sales/discounts, other activities and events to increase revenue.
The Ospreys results also show that most supporters purchase their tickets through the website. The next prominent purchase activity was in person which is historically a purchasing habit amongst traditional rugby supporters particularly pre game. The remaining five options were almost equally divided and showed the wide range of purchasing mediums. 
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Analysis 6
Question 6 (Swans) and question 7 (Ospreys) are both the same question and are both aimed at finding out if the customer had purchased the ticket through online and whether they prefer the ticket to be sent through the post or printed as an E-ticket. 
This Chart is useful as it distinctly shows that the Ospreys had a significant variation in the between the two options where as the Swansea City’s were more evenly distributed. A continued drive to e ticketing should save the organisation signifcant costs.
[image: ]Swansea City FC = 51% (used Eticket of sample)      
Ospreys Rugby = 14% (used Eticket of Sample)





Analysis 7
Question 9 for both surveys are the same and are focused on finding out what the supporters think of the new access control system (1 being poor and 5 being great).  This question can be useful as if most people didn’t rate the new system then future discussion about it impact and relativeness could be sort within the organisation. 
[image: ]

Looking at the data from the chart above most people liked the new access control system which is real positive for the organisation. Only 8% of survey participants rated it below 3 which is a relatively small number given the same of the sample and the impact the system can have on a quick admissions process. Consequently 405 people voted for 3 and above and the highest combined total was 4 out of 5. It was also interesting to note that Swansea City supporters had a positive increase at each grade point resulting in 5 being the most prominent response. This is particularly significant given the higher attendances during football matches and the increased pressure on the system with late supporter entry. 


Analysis 8
The last question follows on from question 10 and is asking the supporters if they were to have deals online, which would be the best in terms of alcohol, meal deals and match day programs.  From looking at the chart alcohol and meal deals have had the most requests. This could be due to the extreme prices of food and drink served at the stadium. 


The graph above suggests that the majority of supporters would be interested in pre purchase deals. It was interesting to note that food and beverage were the clear preferred options for supporters and meal deals were particularly strong selection amongst Swansea City supporters. This could have been influenced slightly with greater supporter interaction in the South and West stand that attracts more families. 
Swansea Q2 - Are you a Jack Army member 
Yes	Q2 - 	102	No	Q2 - 	107	Ospreys Q2- Is you child a member of the Ozzies Army 
Yes	Q2	59	No	Q2	117	Q3 - Are you aware that the Stadium have a new ticketing system in 2014/2015
Yes	Q3 - Swansea	Q3 - Ospreys	174	141	No	Q3 - Swansea	Q3 - Ospreys	57	81	Swansea & Ospreys Q4 - On a scale of 1-5, how would you rate your ticketing expereince this season
1	Q4 - Swansea	Q4 -Ospreys	5	6	2	Q4 - Swansea	Q4 -Ospreys	22	16	3	Q4 - Swansea	Q4 -Ospreys	40	33	4	Q4 - Swansea	Q4 -Ospreys	72	81	5	Q4 - Swansea	Q4 -Ospreys	96	85	Experience
Swans	Alcohol 	Meal deals	Match day programs 	80	77	47	Ospreys	Alcohol 	Meal deals	Match day programs 	76	112	59	14 | Page
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