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Background 

The collections of the four corps of the Army Medical Services: the Royal Army Medical Corps (RAMC), 
Royal Army Veterinary Corps (RAVC), Royal Army Dental Corps (RADC) and Queen Alexandra  Royal Army 
Nursing Corps (QARANC) are held at the Museum of Military Medicine (MMM) in Keogh Barracks, Surrey. 

The MMM tells the story of army medicine and healthcare, human and animal, from the English Civil War 
to the current day as Army Medical Services (AMS) personnel continue to serve across the globe as part 
of the British Army. 

The Museum facilitates public engagement with the history and development of the Army Medical 
Services. It exists to inspire learning about past developments in military medicine through shared 
experience, world-class research, artefact collections and archives, and through programming and public 
displays, for the sustainment of a healthy future for all our citizens, recognising the AMS contribution to 
society through advances in medical, veterinary, dental and nursing treatment both in conflict and during 
peacetime. 

The Museum not only houses a fantastic collection of artefacts, but also an extensive library and archive 
that records the many stories of those that have served and their achievements. 

This unique national asset is relocating to 
a state-of-the-art building on the Cardiff 
Bay Waterfront, a prime location from 
which to drive a new paradigm in visitor 
experience as well as innovative new 
education courses in health management 
and leadership and health science 
research. Education and Research will be 

delivered in partnership with Swansea 
University (Schools of Management and 
Medicine) and NHS Trusts. The building 
will house research partners from both 
academia and industry as well as 
providing significant conference facilities. A   Space  facility will provide a state-of-the-art teaching 
and visitor experience unique in the UK supported by a living building, interactive and personalised 
exhibits and programmes which constantly change. 
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This business plan will describe the unique way in which history, archives and case studies will help create 
a new generation of leaders and drive research excellence. The individual and collective leadership of the 
AMS and the Army will be a major contributor as will the Museum itself, the University and the NHS Trusts. 
Other partnerships such as the Llanelli Wellness Village will also collaborate in the teaching of doctors, 
nurses and dentists. For visitors this will not be just a Museum and Archive, it will be a journey! 
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Executive Summary 

The Museum of Military Medicine (MMM), a national 
archive and artefact collection, is creating a world 
class visitor destination and experience and is placing 
itself at the centre of health and leadership education 
with national and international reach. 

Visionary leadership from the Army Medical Services 
(AMS), the MMM, and the team of Trustees is 
reflected in the redefinition of the MMM and the 

impact that innovation in leadership and medical 
services has had on our communities historically and 
in the future. The City of Cardiff Council has also 
shown true leadership and inspiration and provided a 
location that will enable the delivery of the MMM  
vision. 

In partnership with Swansea University, innovative 
new Master  Degrees and Continuous Professional Development (CPD) courses are being co-created to 
bring to the public and private sector the rich leadership resources of the AMS, the wider Army and the 
Schools of Management and Medicine. These courses, uniquely driven by case studies, are to be delivered 
within the MMM  new state-of-the-art Cardiff facility, the University  Schools of Management and 
Medicine, the NHS and the AMS Regimental headquarters situated in the grounds of Royal Military 
Academy Sandhurst. The military medical archive provides the basis of a World Centre of Excellence in 
which the MMM is an authoritative voice. 

A ground-breaking visitor experience will be designed to drive visitor numbers and retail and catering 
revenue. In partnership with ARS Electronica, a Deep Space and Virtual Reality Laboratory will be built to 
enhance the experience, underpin the education programmes and provide a vital tool for medical and 
scientific research. Through a living building, we will bring the past, present and future to life! 

Ars Electronica Center 

The Ars Electronica Center is the architectural expression of what Ars Electronica is all about: a place of 

inquiry and discovery, experimentation and exploration, a place that has taken the world of tomorrow as 

its stage, and that assembles and presents influences from many different ways of thinking and of seeing 

things. 

The MMM  new vibrant waterfront location at Harbour Drive (part of Britannia Park) lends itself to 
becoming a destination delivering a unique and world class visitor experience. The creation of a   
Building  called the Britannia Building, where interaction   and in  forms part of the experience for 
casual visitors, ticket paying customers and partner organisations, elevates the opportunity to be 
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Note: this assumes the building is operational in year 3 (2021) and catering is outsourced. Figures do not include Gift 
Aid (see detailed forecasts for Gift Aid contributions). 

The Britannia Building will have dynamic and engaging external features whilst the entrance will deliver 
further impact. This will drive casual visitors   those who do not purchase entrance tickets but will be 
welcomed in to the building to enjoy the retail and catering offers. Casual visitors include day visitors to 
the city, local office staff and residents and those simply exploring with a view to returning as a ticket 
payer. The event space, designed to be flexible, will also offer fine dining during the evenings. 

Tenants, other than MMM staff, will also contribute to the revenue generated by the catering facilities. 
These include research staff, students and lecturers when on site. Whilst not included in the financial 
forecasts these users of the facilities will enhance the revenue opportunity albeit at a discounted rate. 

EVENTS, CONFERENCES & ROOM RENTAL 
Events and Conferences offer significant revenue opportunities as evidenced by some of the facilities 
visited during research and due diligence. For example, the organisations below indicated the number of 
events, conferences, room bookings, etc. annually as being: 
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  SS Great Britain 
  WeTheCurious 
  Ars Electronica 

600 events per annum 
300 events per annum 
180 events per annum 

The financial forecasts conservatively estimate 96 events in the first year of operation predominantly 

made up of single meeting room bookings (60). Sales and marketing and dedicated event staff drive this 

to 250 events in the 2nd year and up to 385 by the end of the 4th year. Again, this is predominantly single 

room bookings but the target of 1 major event booking per week drives significant revenue through the 

venue fee and associated catering. Key to this will be flexible space with moving walls and the maximising 

of the water views around the building. Unlike hotel basements, the space on offer will be very much part 

of the experience of visiting the Britannia Building. 

The opportunity, through building design, facilities, experiences and location to attract at least one major 

global conference is significant. Partnerships with the Welsh Life Science network such as the Life Science 

Hub, MediWales, Institute of Life Science, Wellness Village, the Welsh Blood Service, etc. provide the 

perfect platform for a medical conference at scale. 

A special events programme will be developed to enhance the MMM  offering and ensure an ever- 

changing series of attractions that keep visitors returning and attract new visitors based on their interest 

in specific subjects. At least two temporary exhibitions lasting 6 months each will be supported by 3-4 

shorter-term exhibitions. For example, a Military Art exhibition could be established for a 2-4 weeks 

during each year. Art as Healing exhibitions could be run as part of the MMM  mental health agenda 

(therapy and rehabilitation) and in partnership with the 3rd sector. The opportunities are numerous to 

develop a programme of one-off talks and shows, longer exhibitions and programmes tailored to specific 

groups such as schools and veterans. 

SPONSORSHIP 

The MMM proposes to raise sponsors for each individual public, meeting, teaching and research room in 

the building. This has been done successfully at the Wales Millennium Centre and could also be pre-sold 

delivering early revenue. 

Event sponsorship will also provide high margin revenue opportunities and will be a focus of the business 

development strategy. 

The Experience 

The Museum, the Archive, Deep Space and all retail and catering space will be about: 

  People, 

  Stories, 

  Technology, 

  Ongoing Engagement, content refreshed and re-energised constantly, 
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  The entire visitor journey, 

  Reimagining what retail and catering will look like, 

  Enthusiastic, curious, engaging and culturally intelligent staff, 

  Optimum use, not maximum use, 

  Being primary destination for national and international visitors. 

A Manifesto will outline the Mission and Vision and will reinforce the desire to make this a destination for 

local, national and international visitors. The Museum will drive visitors to Cardiff rather than Cardiff 
visitors being driven to the Museum. 

Every point of connection with the visitor is an opportunity to influence the experience and the journey. 

Online Booking 
Online ticketing is, in many cases, likely to be the first interaction with the visitor and the 
MMM Archive provides a unique opportunity to start storytelling. At the point of 
booking the MMM will have an email address and a location and, as well as emailing the 
booking confirmation, can provide information regarding those who served from the 
village, town or city the visitor is booking from. 

The Britannia Building 
The Britannia Building and the associated outside spaces are the first opportunity to engage the visitor on 
arrival at Harbour Drive. Like Ars Electronica, we plan to create a living building where the outside space 
enhances the experience by: 

  Creating the building as a multi-media platform 
  Delivering an ongoing connection for people and places 
  Create diverse participation 
  Create curiosity and draw people in. 
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The Ars Electronica building in Linz, Austria, shown 
above is a cleverly designed multi-media interface. For 
example, an independent street side docking unit 
allows any member of the public to connect an iPod 
and play music through the building. Place a hand on 
the screen and it will pick up heartbeat and the building 
lights will pulse at that rate. 

Ars Electronica is an architectural expression of a place of inquiry, discovery and experimentation with a 
range of permanent and temporary exhibits. It is known locally as the Museum of the Future. 

The opportunity to digitise the archive, tell stories or to show Deep Space video on the external faces of 
the Britannia Building starts to engage the public and visitors well before they enter the building. Working 
with the Wales Millennium Centre (WMC), for example, allows the projection of operas or plays to an 
audience situated outside the Britannia Building. This would allow revenue to be generated from low cost 
tickets (especially where the WMC is sold out) and associated catering as well as enticing to the building 
general visitors to the Waterfront. 

The Britannia Building also highlights the opportunity to deliver constantly changing content, relevant to 
the MMM, its partners and appropriate historic anniversaries (Remembrance Day for example). 

Creating a sense of theatre and driving curiosity is central to the experience at this stage and should 
continue with a high impact entrance to the building. 

The Comcast Building lobby in Philadelphia contains a bank of 
screens which deliver video content that constantly changes 
and draws in crowds of people who just stand and watch. 

This has become a major attraction in the city and yet offers 
no in-house catering, so visitors simply stand and enjoy the 
show which changes every few minutes. 

This type 
of 

entrance impact allows further use of the Archive, 
stories and relevant exhibition and Deep Space 
materials to be utilised in a creative, ever changing 
and innovative way. It further drives drop-in or casual 
visitors who will become returning ticket buying 
customers. 
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The Britannia Building will set the scene and engage people. It will tell stories and reflect the Museum and 
Archive as well as acting as an innovative educational tool and providing partners with a valuable way to 
present their offerings and brands. 

Catering and Retail in the Lobby 
Casual visitors can enter the building, enjoy the lobby entertainment and use the catering and retail 
facilities without buying entrance tickets to the Museum, Archive and Deep Space. This allows lunch time 
traffic from the nearby residences and offices as well as from visitors to Cardiff and will stimulate return 
  buying  visits because of the engagement and experience offered to this point. 

Catering will be themed, adding to the experience for ticket buyers and casual visitors. Museums around 
the UK have generic catering and retail offerings much of which can be found on any high street. The 
MMM will offer   Hall  type catering with uniformed staff and will offer a varied and changing menu 
that will reflect conflicts and innovations of the past. Families can eat and drink from tin trays and cups 
and experience life on the front line. Technology will be utilised alongside trained and knowledgeable staff 
(veterans in many cases) to provide an educational element in the caf  or coffee shop. 
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Here the story telling continues. If served by someone 
dressed as Florence Nightingale, for example, a screen 
embedded in the table will come to life with the story 
of Florence, triggered by proximity beacons. Should 
the person dressed as Florence be a veteran, then her 
story might also be presented. Innovation on the 
frontline at the time of Florence might also be 
presented and its impact on our lives described. Thus, 
the past and present comes together. 

Likewise, retail will be configured to be appropriate to the Museum and the Archive and will add to the 
experience. Products sold will be relevant to the history and innovation of the Army Medical Services and 
educational and innovative. The MMM will steer away from low cost gifts that are generic to museum 
shops and focus on higher value, but affordable, items of relevance that allow the customer to revisit their 
experience at home. 

Catering and retail on site contribute significantly to the revenue generated and offer an opportunity to 
engage visitors who simply   as well as those who enter the Museum, Archive and Deep Space. 

Beyond the Lobby! 

THE MUSEUM 

The Museum of Military Medicine will bring the unique national asset of the combined collections of the 
four Corps into the public domain from its new home in Cardiff. The Museum will facilitate public 
engagement with the history and development of the four Corps of the Army Medical Services?the Royal 
Army Medical Corps, the Royal Army Veterinary Corps, the Royal Army Dental Corps and the Queen 
Alexandra  Royal Army Nursing Corps, reflected in the 
dedication of serving men and women to the service of 
the sick and wounded, including animals. The Museum 
has nearly 20,000 objects in its collections; these range 
from uniforms, medals, medical equipment and 
personal artefacts associated with military medicine 
and nursing as well as a large document and 
photograph archive that spans all four corps. Among some of the more unusual items in the Museum is 
the box of dental tools used by Napoleon  dentist when in exile on St. Helena, a wooden model of a 
horse  leg used as a teaching aid for farriers, the death mask of Rudolph Hess, and the training models 
for maxillo-facial surgeons. 
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The Museum will inspire learning about past developments in military medicine through shared 
experience, world-class research, artefact collections and archives, and through programming and public 
displays, for the sustainment of a healthy future for all our citizens, recognising the AMS contribution to 
society through advances in medical, veterinary, dental and nursing treatment both in conflict and during 
peacetime. 

The enlargement of the scope of the Museum, staff and stakeholders will also greatly increase the capacity 
of the Museum to be able to undertake projects and offer programmes for military personnel and public 
benefit, e.g. programmes for supporting wives and children of serving and former personnel. 

Highly educated and qualified staff, volunteers and interns are available and employment costs are 
significantly lower than in other heritage locations e.g. London. 

The ability to develop and work in partnership with other cultural, educational, government and business 
organisations increases with the new location. Linking with other local visitor attractions such as Cardiff 
Castle for joint ticketing and marketing is also greatly enhanced. 

THE ARCHIVE 

The MMM holds the archives of the four Army Medical Services corps, with historical documents covering 
the past two centuries. The archives also include diaries, service record details, maps, plans, artworks and 
photographs most of which is catalogued and some of which is digitised. 

The Archive will be held in an environmentally controlled basement with a publicly accessible reading 
room. Cataloguing will be carried out by staff and volunteers, in view of visitors through glass panels. 
Specific research materials can be made available for partner organisations such as the university. 

Archives currently held elsewhere will be relocated to the new facility. The Wellcome Library, for example, 
holds the Royal Army Medical Corps (RAMC) Muniments Collection, which includes over 130,000 pages of 
correspondence, reports, personal field diaries, memoirs, photographs and memorabilia given by former 
officers and men of the Corps. 

Starting with the Duke of Marlborough  campaigns in the Low Countries 
in the late 17th century, the collection also includes material relating to 
the Battle of Waterloo (1815), the Crimean War (1854-6), and the South 
African Boer War (1899-1902). 

Papers concerning 20th century RAMC activity cover virtually every 
sphere of operations in both World Wars, including the Balkan Front, the 
Dardanelles, Africa, India, Italy, the Middle East, Russia, and the Western 
European and British Home fronts. 

The collection is particularly rich in largely unpublished personal memoirs 
by ex-service personnel during and after the two World Wars. These 
illustrate the daily lives of the men of the RAMC, from mundane routines 
to photo albums of plastic surgery cases, disturbing prisoner of war 
accounts and the relentless evacuation of troops from the front line. 
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DEEP SPACE 

In partnership with Ars Electronica, the MMM will bring Deep Space to sit alongside the museum and 
archive. It will be only the second of its kind in the world. Here is what Ars Electronica says about it: 

The Ars Electronica Center 
offers its visitors 

something that cannot be 
found anywhere else in the 
world: 16 x 9 meters of wall 
and another 16 x 9 meters 

of floor projection, laser 
tracking and 3D 
animations make the Deep 
Space 8K something very 
special indeed. Here, image worlds are projected in 8K resolution and raised to a 
completely new, unprecedented level. A visit to the Deep Space 8K is unique, 
mesmerizing, impressive and overwhelming! 

Deep Space allows for up to 100 guests at any time, provides a powerful tool for education and is a 
significant visitor attraction. 3D images of Siemens Imaging technology scans such as that shown above 
enable the teaching of anatomy, surgical techniques, diagnostics and specialist health skills as well as 
being a unique research resource. 

For visitors, the 3D experience can take them into deep 
space, to the surface of the sun, into an ancient village or as 
a passenger in a Chinook helicopter landing behind the front 
line. Interactive experiences and adventures, cultural 
journeys, astronomy, art and innovation can deliver a unique 
visitor experience. Evening events, corporate events, cultural 
events and entertainment can be delivered driving optimal 
use of the facility and maximising revenue. 

The role of Deep Space, and its associated technology programmes and showcases, in the development 
of national and international partnerships across education and research will become evident over time 
but it is already a factor in the partnerships the MMM is developing. 

We will tailor the Deep Space and Technology offering to meet the 
needs of partners and help deliver the Museum  vision and manifesto. 
Partnering Ars Electronica provides the perfect platform to develop 
unique and exciting content without significant technical overhead. 

As Museum of the Future and School of the Future, the Ars Electronica Center is 
dedicated to the fusion of art, science and technology. Biotechnology and genetic 
engineering, neurosciences, robotics, prosthetics and media art form interactive 
experimental arrangements that convey an idea of what our world and our daily life could 
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soon be like. All our exhibitions and presentations are geared to this question, open 
different perspectives on our nature and our self-image and make their possible future 
manifestations tangible to a wide audience. 

FINE DINING 

Optimising space is aided by a   dining  restaurant which is open outside conference dates and 
available to the public. The waterfront location lends itself to an exceptional rooftop experience unrivalled 

in the locality. The opportunity to offer packages 
including entry to the Museum and Deep Space 
accompanied by a fine meal will attract corporate 
guests, the local public and tourists. 

EDUCATION & RESEARCH 
State-of-the-art teaching and research facilities will 
be provided to our academic partners. Some of the 
teaching facilities will also be utilised for conference 

and events but there will be dedicated teaching space sub-leased by Swansea University. Other teaching 
space will be rented as used by Swansea and other colleges and universities. The student experience will 
be central to the design of the space and the student engagement with the entire offering of the building 
will be managed to ensure a world class experience and positive feedback leading to recruitment growth. 

Marketing, PR and Outreach 
There will be a marketing, PR and outreach strategy aimed at driving awareness of the relocation of the 
MMM, the educational programmes, visitor experience and early engagement with stakeholders, 
potential funders and partners. The web site will be redesigned to reflect the new ambition and will itself 
provide an enhanced and innovative service pre-build. An innovative approach to membership will drive 
early engagement and lead to a data-rich membership bank that will allow new revenue opportunities to 
be explored with visitors and partners. 

Story telling is a powerful asset-backed strategy and community and schools  outreach will be a major 
drive. The aim is to ensure that anticipation and excitement is high and that once open, the building is 
optimally utilised. 

The pre-sale of conference space and naming rights will be influenced by pre-build activity and will be a 
focus for the team. 

The redesign of the website, appropriate use of social media and partnerships will be fundamental to the 
successful launch of the Britannia Building, the MMM and Archive and the Deep Space facility. 

Partnerships 
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The Smithsonian Institute is a good example of a strategic target partner. In addition to its military 
exhibition, it has developed evening programmes on military medicine such as   in Military 
Medicine: Breakthroughs in Healing from the Battlefield  which have sold out on each occasion. 

Staff Members & Volunteers 

The recruitment and training of staff and volunteers will be a major factor in the success of the MMM. 
Working with partners in the 3rd Sector such as the Welsh Veterans Partnership, Help for Heroes and Gofal, 
we will design a programme of recruitment and training that will maximise the opportunity for those who 
have hitherto struggled to find appropriate and supportive employment. 

Many of the veterans have stories to tell which will become part of the fabric of the visitor experience. 
We will offer salaried and volunteer positions to veterans where possible but also to anyone who is 
curious, versatile and willing to be an important member of a world class team focused on delivering the 
best possible customer experience. 

We will train specialists and generalists, salaried and volunteers, and keep training to ensure our people 
continuously develop new skills and grow in confidence. 

The MMM will employ over 50 full time staff and at least 150 volunteers by year 6. It will provide work 
experience opportunities to local students and will strive to be a recognised employer of excellence. 

Only by having fully engaged and well-trained people, leaders in their own right, can we deliver the 
experiences described in this plan. People and stories are central to the visitor experience and whilst 
technology, the archive and the museum enable so much of the experience, without the people and the 
stories they tell the Britannia Building will not be a living building in the truest sense. 

The vision set out in this plan along with the appended documents really does challenge the traditional 
concept of a Museum. The MMM and Archive provide a platform for an innovative and exciting 
development in a fast-growing and prestigious waterside development within a dynamic capital city. The 
choice of location is inspired, and the support of Cardiff Council reflects its vision and scale of ambition. 
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APPENDIX 3   HARBOUR DRIVE SITE INFORMATION 

Cardiff Bay Waterfront Development (Britannia Park & Harbour Drive site circled). 
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  The Cardiff Bay Waterfront is the home to the Wales Millennium Centre (Welsh National Opera), 
the Welsh Government, The Life Science Hub and numerous restaurants and bars drawing 
visitors from the region and beyond all year round. 

  The new site is along side the Norwegian Church with water views on 3 sides, opposite the new 
Navy Training Centre and a 3-minute walk from the Wales Millennium Centre. 

  The land value for the new site is  800,000. The Council is to acquire Britannia Park and sell the 
Harbour Drive site component the MMM. 

  The cost of removing the existing listed building (lock keepers house) is to be covered by the 
Council. 

  The vehicle access and limited parking facilities will be covered by the Council  overall 
development. 

  Harbour Drive will include all site investigation carried out by ABP which is extensive and 
includes: 

o Heritage Baseline (additionally there are plans and photographs of the site which can be 
made available). 

o Ecological Appraisal. 
o Arboricultural Survey Report. 
o Environmental Statement including air quality, flood risk, wind, micro climate and 

ground conditions. 
o Geo Technical and Geo Environmental site investigation report including field 

investigation, soil and ground water analysis and ground gas risk assessment. Full 
borehole investigation has been carried out including Chemical analysis. 

o Regional unexploded bomb risk (relates to historical bombing of Cardiff Docks in WW2) 
  ABP will retain ownership of the Dock edge and will need maintenance access. 
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APPENDIX 4   ARCHITECTURAL OVERVIEW 

APPENDIX 5   BUDGET COST REPORT, GLEEDS 

APPENDIX 6   LONG-FORM BIOGRAPHIES 

Professor Terry Stevens 

Founder and Managing Director, Stevens & Associates; Professor of International Dynamic Destinations, School 

of Management, Swansea University 

Professor Terry Stevens is Founder and MD of the multi-award winning, international, tourism 

consultancy, Stevens & Associates. This Wales-based consultancy has now worked in over 55 countries 

around the world specializing in destination development, marketing and place-making. He has worked 

in the industry since 1970 holding several senior positions in the public and private sectors prior to 

establishing his consultancy. This included time with the Wales Tourist Board, The US National Parks 

Service, Welsh Historic Monuments and the Coke Estate in Hampshire. 

Stevens & Associates clients include many of the major international development agencies (including the 

UN World Tourism Organisation, UNESCO, The World Bank, European Bank of Reconstruction, European 

Investment Bank, The UK Department for International Development and USAID) as well as national, 

regional and city governments. The private sector clients have included Coca Cola, The Buccleuch Group 

(Britain  largest private land owner), The Duke of Devonshire, ScottishRacing, the Welsh Rugby Union, 

The European Arenas Association, Haselbury Mill Ltd, The Hill Farm Estate and many others. Terry is 

currently working on major strategic destination development projects in New Zealand, England, Ireland, 

Northern Ireland, Scotland and in Slovenia. Over recent years he has worked closely with the cities of 

Belfast (Northern Ireland), Galway (Ireland), Cardiff and Swansea (Wales), Inverness (Scotland), Ljubljana 

(Slovenia) and Linz (Austria). 

In total Terry has overseen some 350 destination development projects over the last 26 years. He is a 

member of the UNWTO  Global Tourism Performance Barometer Monitoring Group, the UNWTO  

Technical Expert on Sport and Tourism and was part of the UNWTO and World Tourism Cities Federation 

Research Group looking at performance areas in city tourism. He is the author of the UNWTO    Nang 

Declaration on Sports Tourism  (2016) and is a regular keynote speaker at global and international 

summits, including, most recently: The UNWTO Global Ministerial Summit on Sports Tourism in Da Nang, 

Sochi and Moscow; the Global Wellness Summits in Istanbul and Morocco; the Global Stadia Business 

Summits in Dublin, Barcelona and Madrid and the EU/NECSTouR Summit leading to the Barcelona 

Declaration,   Places to Live, Better Places to Visit  He has written extensively on tourism 

development and in 2016 he published   WALES  

Terry has strong academic links and has been Visiting Professor at the of Universities including: Reading, 

the Dundee Business School, Bergamo (Italy), Maribor, Slovenia), Granada (Spain), NHTV (Holland), Krems 

and MODULE (Austria), Brighton, Cardiff Metropolitan and the Centre of Culture in Barcelona. In 

September 2015, he was invited to join the School of Management at Swansea University on an advisory 
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basis and to establish   Dynamic Destinations    a new global knowledge sharing initiative 
centred upon international best practice in destination management. 

He has been Vice Chair (Strategy) of the Wales Tourist Board, a non-executive director of the former 
Iechyd Morgannwg Health Board and is currently a Trustee of the Dawes Twine Works Restoration Project 
and the Coker Canvas heritage initiative in Somerset, he is the Chair of a, private sector-led steering group 
looking at the establishment of a new national tourism training initiative for Wales and a member of the 
Swansea University School of Management  Executive Board. 
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