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Abstract 35 

36 

Commercial sector sport organisations increasingly lead innovation in sport delivery and 37 

consumption. Despite this, the ways in which sport contributes to community capacity 38 

building and sport-for-development has only ever been considered from public and third 39 

sector perspectives. Using a qualitative dual case study approach in the commercial surf park 40 

context, this research examined how commercial sport organisations can contribute to 41 

community capacity building. The findings demonstrate how partnerships among 42 

commercial, public and third sector actors encouraged mutual organisational capacity 43 

building among partners, facilitated diverse inter-community ties and capacity building 44 

outcomes in the wider community. Recognising the role commercial sport actors can play in 45 

community capacity building, and equally, the potential utility of lifestyle sports in sport-for-46 

development, engenders a more inclusive, holistic understanding of sport-for development. 47 

The findings support the contention that effective community capacity building through sport 48 

requires sport actors to align more with less-traditional partners not ordinarily considered part 49 

of the recognised sport system.  50 

51 

Keywords: Community capacity building; community development; organisational capacity; 52 

sport-for-development; surfing; surf parks. 53 
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1. Introduction.    55 

Sport-for-development (SFD) advocates claim sport can be used to positively influence 56 

public health, social inclusion, economic development, intercultural exchange and conflict 57 

resolution (Lyras & Welty Peachey, 2011). However, Coalter (2010a) argued the need to “de-58 

reify” the rhetoric of SFD and “the legitimation of international organizations and lobbies” 59 

(p. 295) and look more towards local, community-based interventions. Meanwhile, despite 60 

decades of public sector advocacy on the use of SFD interventions to combat a range of 61 

societal problems such as youth disengagement and rising childhood inactivity, much of the 62 

world’s youth are increasingly opting out of established sports such as football and basketball 63 

that have traditionally formed the basis of SFD interventions (Wheaton & Doidge, 2015). 64 

Instead, they are gravitating towards less formalised “lifestyle sports” such as skateboarding, 65 

climbing and surfing (Hajkowicz, Cook, Wilhelmseder, & Boughen, 2013).  66 

Perhaps reflecting this trend, van Bottenburg and Salome (2010) examined the 67 

movement towards “the indoorisation of outdoor sports” (p. 143) in which lifestyle sports like 68 

climbing, skydiving and kayaking are increasingly being offered for commercial 69 

consumption in purpose-built, artificial settings. They argued that, rather than an organic 70 

process of innovation emerging from within the sports themselves, this trend has been led by 71 

entrepreneurs outside of sport seeking to capitalise on a perceived commercial opportunity. 72 

And the commercial opportunities from sport are substantial – Pedersen and Thibault (2018) 73 

estimated the global spend on sport-related products and services as high as US$1.3 trillion. 74 

Theeboom, Haudenhuyse and De Knop (2010) report that participation data among the 75 

Flanders population indicate that sport consumption is moving towards commercial settings 76 

such as fitness centres and ski facilities. Yet, how commercial sector sport complements 77 

community sport and its role in community development, remains unexplored. 78 

This work is deposited under the terms of the Creative Commons Attribution-NonCommercial-NoDerivatives License 
 (http://creativecommons.org/licenses/by-nc-nd/4.0/), which permits non-commercial re-use, distribution, and reproduction in any medium, 

provided the original work is properly cited, and is not altered, transformed, or built upon in any way.

This is an Accepted Manuscript version of the following article, accepted for publication in Sport Management Review, 
available online: https://doi.org/10.1080/14413523.2021.1902143.



Commercial sport facilities are not typically located in the low-income, challenged 79 

communities where SFD traditionally takes place. However, as Delhey and Steckermeier 80 

(2020) demonstrate, affluent societies are not immune to social problems such as income 81 

inequality, mental illness, drug and alcohol addiction, infant mortality, obesity, teenage 82 

pregnancies, youth unemployment and imprisonment, and homicides. So, the question of 83 

whether and how commercial sport facilities can contribute to community building and SFD 84 

outcomes, particularly for participants from low-income families, is a key one. More broadly, 85 

recent changes in how sport is produced and consumed may indicate a need to recalibrate 86 

traditional NGO-led, programmatic SFD interventions and work towards ways to help 87 

communities build capacities to recognise the need for and lead their own development 88 

interventions (Coalter, 2010a,b). Given their vested interest in encouraging sustainable local 89 

communities, commercial sport operators may have a role to play here.  90 

Coalter (2010b) noted that, “… it is not simple sports participation which can hope to 91 

achieve most desired outcomes, but sports plus; it is not ‘sport’ which produces and sustains 92 

social capital, enters into partnerships and mobilizes sporting and non-sporting resources, but 93 

certain types of social organization” (p. 1386). Interestingly, Svensson, Andersson and Faulk 94 

(2018) found SFD organisations deficient in partnership capacities, while Jones, Edwards, et 95 

al. (2018), Jones, Wegner, et al (2018); and Welty Peachey, et al. (2018) each found capacity 96 

deficiencies in areas like strategic management. Following Vail’s (2007) lead, the current 97 

research sheds light on how partnerships involving commercial sport actors - actors not 98 

ordinarily considered part of the recognised sport system –– can contribute organisational 99 

capacity requirements for SFD and wider community capacity outcomes.  100 

Community capacity refers to a community’s “ability to define, evaluate, analyse and 101 

act on concerns of importance” (Laverack, 2006, p. 267). Community capacity building 102 

(CCB) is about strengthening these capabilities and empowering communities (Ghaderi, 103 
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Abooali & Henderson, 2018). While Marlier, Cardon, De Bourdeaudhuij and Willem (2014) 104 

examined sport as an output of capacity building in urban communities, Edwards (2015) 105 

noted a lack of research on the role of sport as a mechanism for CCB and proposed a seven-106 

part framework to help address this gap. In the only empirical application of Edwards’ (2015) 107 

framework to date, Jones, Edwards, et al. (2018) explored how community sport 108 

organisations (CSOs) contribute to CCB. The potential role commercial sector sport 109 

organisations can play in CCB, however, was left unclear.  110 

Commercial sector sport organisations are those organisations that sell sport-related 111 

goods and services to derive a profit for owners and/or a dividend for shareholders. Despite 112 

the significance of sport’s commercial sector, there is almost no empirical research on the 113 

role of commercial sport actors in SFD. Coalter (2010a) argued that sport in modern society 114 

has consistently been characterised by government involvement that emphasises, “a range of 115 

wider individual and collective benefits presumed to be associated with participation in sport” 116 

(p. 296). However, evidence depicting how sport can be used to produce this range of benefits 117 

and equally, what kind of stakeholders are involved, is much less evident – a deficiency this 118 

study redresses. 119 

Therefore, the current study builds on earlier work by bringing sport’s commercial 120 

sector into the community capacity and SFD conversation. The research context revolves 121 

around a so-called lifestyle sport – surfing – and the recent emergence of commercial surf 122 

parks. Surf parks are multi-million-dollar facilities that commercialise the innovation of 123 

artificial wave generation technology; participants pay for timed sessions to surf in pools 124 

capable of producing hundreds of perfectly shaped waves per hour. With six completed surf 125 

parks and around 90 in various phases of development around the world at the time of writing 126 

(WavePoolMag, 2020), surf parks represent a disruptive innovation in the sport of surfing 127 

(Ponting, 2017). Using two UK-based surf parks as examples of commercial sport 128 
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organisations, this study addresses the research question, how can a commercial sector sport 129 

organisation contribute to community capacity building? In so doing, this research responds 130 

to Edwards (2015) call for more empirical work exploring the links between sport and CCB. 131 

This work’s commercial sport focus also complements the non-profit focus of Jones, 132 

Edwards, et al (2018) – the only other empirical application of Edwards’ CCB framework. 133 

With both commercial and non-profit sport perspectives now addressed, a more holistic 134 

understanding of the role of sport in CCB is provided, thus representing an important addition 135 

to both the SFD and CCB literatures. 136 

2. Theoretical Background 137 

2.1 Community capacity 138 

Community capacity refers to, “the assets and attributes that a community is able to draw 139 

upon in order to improve their lives,” and, a community’s “ability to define, evaluate, analyse 140 

and act on concerns of importance” (Laverack, 2006, p. 267). Meanwhile, community 141 

capacity building (CCB) is about empowering communities by, “endowing them with 142 

knowledge and skills which can be used to effect positive change and ameliorate difficulties” 143 

(Ghaderi, et al., 2018, p. 538). Edwards (2015) noted a lack of research on the role of sport as 144 

a mechanism for CCB and proposed a seven-part framework to help address this gap and, 145 

“understand sport’s role and improve its long-term efficacy in community capacity building” 146 

(Edwards, 2015, p. 15). 147 

As a concept, community capacity is a hybrid product of various disciplinary 148 

approaches and has been used in public health, tourism and more recently, sport management 149 

(Edwards, 2015). Edwards (2015) adapted the work of Wendel, et al. (2009) to propose a 150 

seven-part conceptualisation of community capacity and sport (see Table 1).  151 

PLEASE INSERT TABLE 1 ABOUT HERE 152 

The empirical application of Edwards’ (2015) framework by Jones, Edwards, et al. 153 

This work is deposited under the terms of the Creative Commons Attribution-NonCommercial-NoDerivatives License 
 (http://creativecommons.org/licenses/by-nc-nd/4.0/), which permits non-commercial re-use, distribution, and reproduction in any medium, 

provided the original work is properly cited, and is not altered, transformed, or built upon in any way.

This is an Accepted Manuscript version of the following article, accepted for publication in Sport Management Review, 
available online: https://doi.org/10.1080/14413523.2021.1902143.



(2018) demonstrated how a CSO can be leveraged for CCB. Jones and his colleagues found 154 

that contributions to CCB were limited because the formation of social cliques meant that 155 

CSO growth came through the extension of existing social circles, rather than the creation of 156 

new inter-community ties. Forming inter-community ties is exceedingly difficult, “as 157 

structural constraints and various class-based social patterns reduce opportunities for 158 

interactions with more advantaged social groups” (Jones, Edwards, et al., 2018, p. 291). 159 

Failure to negotiate these structural constraints left the focal CSO’s resource network poor in 160 

comparison to the resource networks of organisations with ties to more diverse socio-161 

economic groups and positions. The current study extends the research lens beyond third and 162 

public sector actors to understand whether commercial sport actors fare any better in what 163 

Jones and his colleagues referred to as, “this process of social redundancy” (2018, p. 290).  164 

The other important theoretical contribution from Jones, Edwards, et al (2018) was to 165 

highlight how organisational capacity directly influences an actor’s ability to contribute to 166 

community capacity. Organisational capacity is, “an organization’s ability to draw on or 167 

deploy a variety of types of organizational capital, and specifically human resources, 168 

financial aspects, networks and relationships, infrastructure and process, and planning and 169 

development” (Millar & Doherty, 2016, p. 365-366). Millar and Doherty (2016) explained 170 

how CSOs often lack the specialised staff, diversification of funding streams, and formal and 171 

proactive planning capabilities that are typically precursors for capacity building. Jones, 172 

Edwards and colleagues built on Millar and Doherty by identifying how deficiencies in 173 

organisational capacity significantly limited the CSO’s contributions to CCB. This is a key 174 

point because, as Considine, O’Sullivan and Nguyen (2014) found, to secure the necessary 175 

resources for survival in increasingly competitive environments, third sector organisations are 176 

being pressured to be more “business-like” in terms of strategy and accountability. The 177 

current study explores this phenomenon further by bringing commercial sport actors into the 178 
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discussion regarding links between capacity building at the organisational and community 179 

levels. 180 

2.2 Sport-for-development  181 

 Building community capacity through sport fits within the theoretical realm of SFD. 182 

Lyras and Welty Peachey (2011) defined SFD as, “the use of sport to exert a positive 183 

influence on public health, the socialisation of children, youths and adults, the social 184 

inclusion of the disadvantaged, the economic development of regions and states, and on 185 

fostering intercultural exchange and conflict resolution” (p. 311). Considerable work has 186 

explored how strategic sport interventions can generate positive outcomes in conflict 187 

resolution, public health and the socialisation of young people and minorities (Schulenkorf, 188 

2017). However, it seems remiss that so few studies have meaningfully engaged with the 189 

commercial sector to better understand its potential contributions to community development. 190 

Exceptions here are the work of O’Brien and Ponting (2013; 2018) and Ponting and O’Brien 191 

(2014, 2015) who, in developing a five-part framework for sustainably managing commercial 192 

surf tourism in developing countries, showed that commercially-driven SFD at a community 193 

level using a lifestyle sport is indeed possible. Wheaton (2010) observed that lifestyle sports 194 

with their inclusive, non-competitive values are, “different to the traditional rule-bound, 195 

competitive and masculinized, ‘dominant’ institutionalized, western ‘achievement’ sport 196 

cultures” (1059) – the sports that typically form the basis of many SFD interventions. 197 

While traditional programmatic SFD interventions led by NGOs have certainly made 198 

positive contributions, Coalter (2010a,b) highlighted that local success of SFD initiatives 199 

relies heavily on the continuity of support organisations. Locally-based commercial sport 200 

actors have a vested interest in community sustainability and might thus have a key role in 201 

supporting SFD with business acumen and other organisational capacities. As Westerbeek 202 

(2010) argued, “… the reality remains that successful creation and maintenance of social 203 
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capital is a localized, hands-on, face-to-face activity” (p. 1413).  204 

The absence of commercial sport from SFD research might imply that commercial 205 

actors have no interest in altruistic notions of CCB and are solely focused on profit. However, 206 

such a view would be anachronistic and ignorant of sport’s modern commercial realities. 207 

Indeed, Bradish and Cronin (2009) noted that, “over the past decade, there has been a 208 

groundswell of support within the sports industry to be ‘good sports’, as evidenced by a 209 

growing number of, and commitment to, ‘giving’ initiatives and ‘charitable’ programs” (p. 210 

691). Bason and Anagnostopoulos (2015) argued that mounting public scrutiny of the 211 

behaviour of commercial actors has led to significantly increased investment in corporate 212 

social responsibility (CSR) programs. While Bason and Anagnostopoulos’ descriptive 213 

account of CSR program types, beneficiaries and outcome categories suggests an appetite in 214 

the commercial sector to use sport for good, their study was on large, multinational non-sport 215 

organisations.  Equally, the work of Bradish and Cronin (2009) focused on image and 216 

reputational benefits for professional sport organisations involved in CSR.  217 

The fact that CSR enhances consumer perceptions, reputation and ultimately, profit, 218 

has attracted charges that these benefits are the real reason for corporate involvement in CSR, 219 

rather than achieving social good through SFD (Nyadzayo, Leckie & McDonald, 2016). 220 

While it is not the specific aim of this research to investigate such claims, actors from sport’s 221 

commercial sector continue to seek new ways to connect with communities; as such, research 222 

around the outcomes thus engendered remains under-developed. Ultimately, as Spaaij and 223 

Westerbeek (2010) put it, “A strong focus on the financial success of organizations is 224 

reasonable given their need to survive in a competitive business environment, but improved 225 

knowledge of the relationship between social gains and economic success may well lead to 226 

increasing investment in the achievement of social outcomes” (p. 1370). Hence, the research 227 

question for this study is prescient with its focus on how commercial sector sport 228 
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organisations can contribute to community capacity building.   229 

3. Research Methods 230 

3.1 Research sites 231 

Global participation in the sport of surfing is growing by over 30% annually (World Surf 232 

League, 2019), and for the first time in Tokyo 2021, will feature in the Olympic Games. The 233 

sport stands on the cusp of even more growth through disruptive technological advance in the 234 

form of artificial wave generation technology. The commercialisation of this technology has 235 

taken the form of surf parks. This surf park phenomenon forms the context for this research. 236 

This study focuses on two surf parks – “Surf Snowdonia” (later rebranded to 237 

“Adventure Parc Snowdonia” [APS]) that opened in Dolgarrog, Wales, as the world’s first 238 

commercial surf park in August 2015; and, “The Wave: Bristol” (TWB), that opened for 239 

business in Easter Compton, near Bristol, England, in October 2019. Dolgarrog is a small 240 

village in the Conwy Valley in the Snowdonia region of northwest Wales, and has a 241 

population of 446 (Hudson Institute of Mineralogy, 2020). The main source of employment 242 

in Dolgarrog was an aluminium smelter that employed over 1000 employees but, when 243 

forced to close in 2007 after 100 years of operation, left a legacy of regional unemployment 244 

and land contamination. Meanwhile, the TWB location in Easter Compton, South 245 

Gloucestershire, England, has a population of 538 but is only 12.4 miles (20 kilometres) from 246 

the city of Bristol with a population of 463,400 (Bristol City Council, 2020). 247 

Surf park developments are large capital works projects that take years to develop and 248 

cost upwards of US$25M for the purchase of land, technology, permits, construction, 249 

equipment and additional services. Therefore, the stakes are high for technology owners, 250 

property developers, investors, government and host communities to create successful 251 

ventures. With literally dozens of surf parks currently in development around the world, this 252 

study explores how these facilities can contribute to CCB, notwithstanding their 253 

This work is deposited under the terms of the Creative Commons Attribution-NonCommercial-NoDerivatives License 
 (http://creativecommons.org/licenses/by-nc-nd/4.0/), which permits non-commercial re-use, distribution, and reproduction in any medium, 

provided the original work is properly cited, and is not altered, transformed, or built upon in any way.

This is an Accepted Manuscript version of the following article, accepted for publication in Sport Management Review, 
available online: https://doi.org/10.1080/14413523.2021.1902143.



commercially focused, profit-driven orientation.  254 

3.2 Data collection 255 

A qualitative dual case study approach was utilised for this research. Case study sites 256 

were selected based on the researcher’s analysis of media reporting on the burgeoning surf 257 

park industry, as well as information supplied by three key gatekeepers, as explained below. 258 

These research sites provided an excellent opportunity to analyse how commercial sector 259 

sport can contribute to CCB. The case study methodology was utilised because it is 260 

appropriate when seeking to answer “what,” “why,” and “how” questions, as is the case in 261 

this type of exploratory research (Yin, 2017).  Case studies are useful in developing a 262 

“holistic understanding of a set of issues” and how they relate to a given set of stakeholders 263 

(Gratton & Jones, 2004, p. 119). Where the research goal is to analyse the features, context, 264 

and process of a phenomenon, a dual case study methodology is appropriate and adds rigour 265 

to the findings (Barker, McKeown & Wolfram-Cox, 2018; Yin, 2003). 266 

Primary data were derived from 25 semi-structured interviews, all of which were 267 

carried out in person in June 2019 and, with permission, were digitally recorded and 268 

transcribed verbatim. Following ethical guidelines, transcriptions were stored and coded to 269 

protect respondents’ anonymity. However, due to extensive media reporting, Andy 270 

Ainscough and Nick Hounsfield are widely known as the founders and owners of their 271 

respective surf parks. In these cases, and also in the case of Roger Pierce – founder of Clwb 272 

Syrffio, a community-based boardriders club formed at APS – these interviewees gave 273 

permission to be named in this study. To ensure trustworthiness of the data, interviewees 274 

were sent transcripts for verification. 275 

To gather background information on artificial wave generation technology and to 276 

source subsequent respondents, interviews were conducted with three executives from one of 277 

the world’s leading companies in artificial wave technology, WaveGarden, at their research 278 
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and development facility in San Sebastian, Spain. All three provided important background 279 

on the industry, and subsequently provided introductions to surf park owners in the United 280 

Kingdom. Next, the owner of APS, Andy Ainscough, was interviewed on site in Dolgarrog, 281 

in Conwy Valley, Wales. Another key individual, Roger Pierce, who works for a local third 282 

sector organisation called “The Outdoor Partnership” and who was the founder of a 283 

community-based boardriders club in partnership with APS, was also interviewed. In Bristol, 284 

as TWB was still four months from opening at the time of data collection, it was not possible 285 

to interview park employees and visitors. However, primary data came from a semi-286 

structured interview with the park’s founder and director, Nick Hounsfield, who also sits on 287 

the boards of Surfing England and British Surfing. A mix of convenience and snowball 288 

sampling was employed at both sites to recruit further participants (see Table 2). 289 

Semi-structured interviews were built around questions derived from Edwards’ (2015) 290 

dimensions and constructs of community capacity. Questions addressed level of skills and 291 

resources; nature of social relations; structures, mechanisms and spaces for community 292 

dialogue; leadership; civic participation; value system; and, learning culture. This interview 293 

guide enabled interviewees to reflect on surf parks and if/how they contributed to local 294 

community capacity building and development. After rapport building with interviewees, 295 

questions followed broadly similar paths and aimed at establishing respondents’ views on the 296 

introduction of a commercial surf park in their respective communities. For example, 297 

interviewees were asked, “Can you explain your thoughts on the impacts of the surf park on 298 

your community? What are the key relationships between the surf park and the community? 299 

Are there particular issues in your community that the surf park has been helpful in 300 

addressing?” The semi-structured nature of the interviews enabled the researcher to adjust 301 

each interview as and where appropriate, and to probe pertinent issues as they arose.  302 
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A research journal of field notes was kept throughout primary data collection to note 303 

important points from interviews, observations and informal discussions while on site. In 304 

reporting of findings, the actual names of Andy Ainscough, Roger Pierce and Nick 305 

Hounsfield have been used with these respondents’ permission; for all other respondents, 306 

participant numbers are used to protect anonymity. As both surf parks generated considerable 307 

media attention, there was a rich supply of mainstream and surf-specific media. In total, over 308 

30 news articles and published interviews with key actors were collected. These data were 309 

extremely useful in supplementing the primary interview and field notes data, thus creating 310 

“converging lines of enquiry” (Yin, 1994, p. 92).  311 

PLEASE INSERT TABLE 2 ABOUT HERE 312 

3.3 Data analysis 313 

All primary and secondary data – interview transcriptions, field notes, and media – 314 

were analysed manually and coded based upon a priori themes derived from the seven 315 

elements of Edwards’ (2015) model for CCB. Clarke, Braun and Hayfield (2015) suggest that 316 

deductive thematic analysis, “views the data through a theoretical lens so that existing 317 

theoretical concepts inform coding and theme development, and the analysis moves beyond 318 

the obvious meanings in the data” (p. 225). Thus, deductive thematic analysis was used to 319 

code the data based on their relevance to these seven themes: (i) Level of skills and resources; 320 

(ii) Nature of social relations; (iii) Structures, mechanisms and spaces for community 321 

dialogue; (iv) Leadership; (v) Civic participation; (vi) Value system; and, (vii) Learning 322 

culture. However, as Hargreaves (1986) argued, it is important to avoid being constrained to 323 

extant theoretical concepts so as to allow emerging ideas and themes to be integrated into the 324 

analysis.  This approach enabled a “continuing dialogue” between theory and emerging data 325 

(Hargreaves, 1986). For example, within Theme (i): Level of skills and resources, a recurrent 326 

sub-theme emerged in the data that was not accounted for by the original coding scheme – the 327 
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relationship between organisational and community capacity building. Indeed, the researcher 328 

was attentive to any emergent themes that fell outside of the seven principles of Edwards’ 329 

(2015) CCB model. 330 

4. Results and Discussion 331 

In keeping with the aim to supplement the work of Jones, Edwards, et al (2018), the 332 

discussion of the results of this study is also organised around the seven dimensions of CCB 333 

as proposed by Edwards (2015). In each subsection, the results from APS are discussed first, 334 

followed by those from TWB. 335 

4.1 Level of skills and resources 336 

This dimension refers to a community’s development of and access to key knowledge, 337 

resources and skills (Edwards, 2015). In a part-funding arrangement with the Welsh 338 

Government, a polluted former industrial site was chosen for a surf park in Dolgarrog, 339 

northwest Wales, in 2013. Extensive site rehabilitation and subsequent construction led to 340 

Surf Snowdonia opening in August 2015, stimulating 95 local jobs and, in its first year of 341 

operation, doubling visitor estimates with 150,000 visitors (Hotel & Leisure Advisors, 2016). 342 

Surf Snowdonia owner, Andy Ainscough, spoke about the importance of sourcing employees 343 

locally: “A couple of big things for us were a lot of guys lived in the area, it wasn’t all staff 344 

coming in from outside. And contractors got work on the site and as a result, some house 345 

prices starting to go up.” Indeed, this has continued with 2019 house prices in Dolgarrog up 346 

13% on 2018 figures (Rightmove, 2019a), compared with the wider Conwy County increase 347 

of just 3% (Rightmove, 2019b). 348 

On opening in August, 2015, despite management’s preference for employing locals, 349 

most of the initial surf instructors came from overseas because locals simply did not have the 350 

required skillsets. To help staff build familiarity with the technology, Surf Snowdonia created 351 

a two-hour “staff surf session” each morning from 8-10am before opening. One local parent 352 
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noticed the pool’s beginner bays completely unoccupied during these staff sessions, so he 353 

approached management to start a boardriders club for local children. As he explained: 354 

Of course, they (the staff) all wanted to surf the advanced wave so all these beginner 355 

waves would go totally unridden. I thought, “Well, we could start something up here 356 

for the local community.” So, I asked if we could have the beginner waves in their 357 

staff surfs on a Saturday. They were a bit shocked, but they gave them to us, and free 358 

of charge. So, we set up a club at the end of September 2016. 359 

This club, named in the Welsh language, Clwb Syffio Dyffryn Conwy (Dyffryn Conwy 360 

Surf Club), became a focus for capacity building for the club itself, for Surf Snowdonia, and 361 

eventually, for the local Conwy Valley community. The parent who first approached Surf 362 

Snowdonia, Roger Pierce, worked for a local third sector organisation called “The Outdoor 363 

Partnership.” Pierce continued: 364 

So, we set up the club and now we’re affiliated to both Welsh Surfing and the Welsh 365 

Surf Lifesaving Association, so we train our own lifeguards … And, where initially 366 

the park had all German and Dutch instructors, last year there were seven local kids 367 

working as either a lifeguard or an instructor who started out with us at Clwb Syrffio. 368 

A couple got qualified as instructors who previously knew nothing about surfing. So, 369 

they kind of changed their “wellies” (rain boots) for a pair of flip-flops.  370 

The formation of Clwb Syrffio produced an engaged local surfing community and led 371 

to a vocational training alliance among Clwb Syrffio, The Outdoor Partnership, Surf 372 

Snowdonia and Conwy Borough Council. This alliance across commercial, public and third 373 

sector stakeholders facilitated professional skillset acquisition for local youth in lifeguarding, 374 

surf instruction, communications and customer service. The skills gained by Respondent 18 375 

as a lifeguard and then surf instructor helped her subsequently gain employment elsewhere in 376 

the valley and overseas: “I gained experience working in customer services that helped me 377 
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secure my current job that involves reception work, as well as becoming a qualified lifeguard 378 

and International Surfing Association surf coach.” This is significant because unemployment 379 

for those aged 16-24 years in North Wales averaged 12.3% over the five-year period from 380 

2015-2019 as compared to 4.1% for all working age people over the same period (Welsh 381 

Government, 2020).  Thus, while Jones, Edwards, et al (2018) found a disconnect between 382 

organisational and community capacity building in the context of community sport 383 

organisations, Surf Snowdonia became a catalyst for cross-sector alliances that led to both 384 

organisational and CCB outcomes for multiple stakeholders. 385 

Similar to APS, the TWB site, close by the city of Bristol, sits in a region facing 386 

considerable social challenges. An executive from Destination Bristol explained that, “It's 387 

interesting because the area that TWB is going into is relatively rural, but very, very close to 388 

some of the more deprived areas of the city.” As a lifelong surfer and trained osteopath, TWB 389 

founder, Nick Hounsfield, came from the perspective of improving community access to 390 

healthy lifestyle behaviours. He explained: “We want to be in the thick of a really challenged 391 

but vibrant community, and bring surfing and this whole ethos around health, wellbeing and 392 

social interaction to an area that has some pretty bad problems. That excites me.” This ethos, 393 

with strategic site selection, meant that a commercial sport entity introduced new resources 394 

and opportunities to a community previously deprived of these. Hounsfield elaborated: 395 

I launched this project at a time when there were a lot of riots going on in the UK. In 396 

Bristol, a lot of young people were feeling a bit rejected and a lot of elderly people 397 

felt they weren't respected anymore. I could personally just see a breakdown in social 398 

structure, a social harm issue …. So, I started to develop an idea for a destination 399 

where people could get outdoors, get into green space, potentially around water, 400 

exercise, understand where their food's coming from, socialise, take in what happens.  401 
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Therefore, the surf parks in Conwy Valley and Bristol contributed to their respective 402 

communities’ levels of skills and resources by stimulating diverse cross-sector relationships. 403 

Jones, Edwards, et al. (2018) found that CSO impacts on CCB were limited because 404 

relationship growth was restricted to pre-existing social cliques. Conversely, APS and TWB 405 

stimulated partnerships across commercial, public and third sector stakeholders that built 406 

organisational capacities and, at the community level, alleviated skill shortages, addressed 407 

youth unemployment and engendered more healthy and active living behaviours among at-408 

risk populations.   409 

4.2 Nature of social relations 410 

The nature of a community’s social relations is predicated on its levels of social 411 

capital and sense of community (Edwards, 2015). Edwards (2015) proposed that sport can 412 

help build this tenet of CCB through its potential to build social capital across unequal groups 413 

and structures. After its first full year of operation, travelsupermarket.com named Surf 414 

Snowdonia in the world’s “Top 20 Most Extreme Adventures,” while Lonely Planet, labelled 415 

Surf Snowdonia as, “the most headline-stealing example of North Wales’ reinvention” 416 

(Lonely Planet, 2017, ¶4). Such accolades inevitably build community pride as local people 417 

recognise the value that outsiders see in their community (Chalip & Costa, 2006). 418 

Respondent 6, a Tourism Manager for Conwy Borough Council, described how Surf 419 

Snowdonia added value beyond the region’s nature-based adventure tourism assets: “Having 420 

an attraction like Surf Snowdonia, it’s really good for tourism and the region because people 421 

come here to spend money. They employ local people and we get visitor spend, which the 422 

natural stuff doesn’t do.”  423 

 For TWB, a decision was made to establish a non-profit foundation as a conduit to 424 

other non-profits addressing pressing social issues in the Bristol community. Hounsfield said,  425 
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The idea is to create bursary funds and reduced cost sessions for people who 426 

potentially come from tough backgrounds, have mobility issues, are at risk, or have 427 

mental health issues. We'll partner with charities and organisations that identify these 428 

people and say, look, we'd love this person to receive a program of free surf sessions 429 

and try to help them overcome this specific issue.  430 

Providing reduced price offerings for those from “tough backgrounds” seemingly goes 431 

against the profit imperative of commercial sport but, as Edwards (2015) argued, “sport’s 432 

potential to contribute to capacity building may require intentional practices to build social 433 

capital across unequal groups and structures” (p. 11). Therefore, the surf parks in both 434 

research sites have been mechanisms for CCB by building community pride and social 435 

capital through sport. The reputation and destination brand benefits accruing to both regions 436 

not only stimulate economic activity but build capacities to alleviate community issues such 437 

as unemployment and social inequity.  438 

4.3 Structures, mechanisms and spaces for community dialogue 439 

Establishing social support mechanisms is an integral component of CCB, “… and provides 440 

an effective platform for more expansive community dialogue” (Jones, Edwards, et al., 2018, 441 

p. 286). Edwards (2015) contended that, “Partnership development is important to 442 

community capacity building and is also understood as a best practice to maximize resources, 443 

access diverse skills, and build political support for sporting events” (p. 11). Indeed, by 2019, 444 

Surf Snowdonia’s commercial-public-third sector partnerships enabled diversification into 445 

hosting events and conferences, opening new indoor climbing and zip-lining facilities, 446 

constructing a Hilton Group hotel on site, and rebranding to its current name, Adventure Parc 447 

Snowdonia (APS).  448 

 The partnering engaged in by APS facilitated vocational training for Clwb Syrffio 449 

members and led to members’ involvement in volunteering behaviour. A Clwb Syrffio 450 
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committee member explained that, “We still really push the volunteer side – just to give back, 451 

you know?”  He further explained that, “There's the odd kid who might not have the best, or 452 

any, parental support at home, might be really struggling. We don’t turn a blind eye … 453 

Through surfing, we’ve helped them stay out of trouble.” Clwb Syrffio Secretary, Jon 454 

Williams, elaborated:  455 

Parents tell us all the time what a positive impact being part of the club has had on 456 

their children. For some it has helped them to focus more and knuckle down at school, 457 

for others it has helped to overcome fairly significant self-confidence issues. And now 458 

six of our members are over the moon to have jobs at a place and in an environment 459 

they really love. You could never put a value on the difference it has made to their 460 

lives (Adventure Parc Snowdonia, 2018, ¶8). 461 

In Bristol, Hounsfield described his creation of TWB as a response to his 462 

community’s “breakdown in social structure,” and projected TWB as a space for family and 463 

intergenerational bonding. As he explained, “I guess I wanted to replicate what I see in 464 

Europe, particularly in the Mediterranean where you've got old people, young people mixing 465 

together, socialising in the evenings. They've kind of kept those social bonds together. So, I 466 

was trying to work out a way in which I could create a destination that would deliver that.”  467 

As a commercial sport organisation, despite TWB’s quality of life ethos, the profit imperative 468 

and strategic pricing are equally important. Hounsfield explained the balance:  469 

How can we get proper Joe and Joanne general public to come and try surfing for the 470 

first time? …. You can't do that at £100 an hour. So, we’re looking at various 471 

packages, timings, seasonality … bursary funds. It's about understanding how we can 472 

get more social balance across our place as a surf destination …. But do it in a way 473 

that gets them engaged in and thinking about our social and environmental issues and 474 

is respectful to other surfers and to the industry. 475 
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Clearly, creating this “social balance” through establishment of youth surfing clubs 476 

and offering cut price packages to disadvantaged community groups comes at a financial cost 477 

to a profit-driven commercial enterprise. However, neither surf park could afford to 478 

compromise their respective fiduciary responsibilities. Rather, both surf parks pursued social 479 

balance by integrating business practices aligned with CCB and the delivery of dual capacity 480 

building benefits such as a strong pool of volunteers and paid staff members for targeted 481 

community groups to draw upon.  482 

Lawson (2005) argued that community dialogue engendered by sport organisations 483 

can help to mobilise collective action around particular issues. This seems to have been the 484 

case in both APS and TWB. Jones, Edwards, et al (2018) also found their focal CSO 485 

beneficial as a platform for building social bonds and community dialogue. However, the 486 

social bonds Jones, Edwards and colleagues found were within the CSO’s existing network, 487 

rather than with new external partners to facilitate new opportunities. The findings here 488 

suggest that commercial sport organisations present a broader suite of possibilities for 489 

partnering that can supplement those presented by CSOs, and more readily cross community 490 

boundaries, thus presenting additional CCB opportunities.   491 

4.4 Leadership 492 

Wendel et al. (2009) argued that communities with greater capacity not only have prominent 493 

and accessible political leadership, “… but also tap the talents of those who are extensively 494 

connected within and across diverse community constituencies” (p. 288). The diversification 495 

of APS into hosting events enabled it to reach out to “diverse community constituencies” 496 

such as adaptive communities, military veterans, and equality advocacy groups. For example, 497 

in June 2019, APS partnered with third sector non-profit, Network She, to host the North 498 

Wales Women in Sport Conference in 2019 and 2020. Network She aims to “… empower 499 

participation in sport for women and young girls, irrelevant of age and ability” (Network She, 500 
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2019, ¶8). Respondent 18, a surf instructor at APS, spoke about the surf park’s role in her 501 

personal growth as a leader and explained how the park’s third sector partnerships have 502 

enabled her to “give back”: 503 

For myself, leadership, communication, building rapport, engaging with people and 504 

handling responsibility are big things I have taken from this job and applied to other 505 

parts of my life, both within the community and outside. All who attended the Wales 506 

Women in Sport Conference were given the opportunity to take part in a free surf 507 

lesson after the conference – many took it! All lessons were given by us female 508 

instructors …. This is a big one from my experience - there aren't many local women 509 

surfers in the area, and the (ocean) line up can be quite intimidating. Had I not learnt 510 

to surf at APS I wouldn't have learnt in the ocean. It’s allowed me to gain confidence 511 

and skill before joining a mostly male line-up in the ocean. I know that others have 512 

had a similar experience, so it was great to be able to give back. 513 

 For TWB, even before it officially opened, management was also initiating cross-514 

sectoral partnerships to celebrate women leaders in Bristol and surrounding communities. 515 

Figure 1 depicts an Instagram post by TWB highlighting the facts that prompted their 516 

initiative in June 2019 to encourage women and girls into Science, Technology, Engineering 517 

and Mathematics (STEM) careers. As Hounsfield explained in interview, “It's a great 518 

opportunity to get these girls to go, ‘Oh my God, science is so cool, it's relevant!’ They see 519 

lots of iconic imagery of women in surfing and go, ‘Oh ok, the two can mix,’ and we can try 520 

and break down those barriers.” These initiatives perhaps indicate the promise of lifestyle 521 

sports as a complement to more traditional sports in SFD. As Wheaton (2010) observed, “The 522 

meaning of these lifestyle sport activities for participants is found in their creative and self-523 

actualization potential, through which the individual loses him/herself in ‘transcendence of 524 

the self’” (p. 1059). 525 
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 526 

INSERT FIGURE 1 ABOUT HERE 527 

Interestingly, Jones, Edwards, et al (2018) found leadership problematic in their 528 

analysis of a CSO’s contributions to CCB, with heavy reliance on volunteers and associated 529 

high volunteer turnover. Similarly, Welty Peachey, Burton, Wells and Chung (2018) noted 530 

how SFD initiatives experience difficulty based on “passionate leaders who may or may not 531 

have the requisite business acumen to foster long-term effectiveness for their initiatives” (pp. 532 

96-97).  While neither case study site was immune to volunteer fatigue, the problem was 533 

lessened by the intimate involvement of surf park employees in leadership initiatives. This 534 

highlights a unique and potentially beneficial contribution that commercial sport actors can 535 

make to CCB - the supply of reliable human resource capacity with skills and business 536 

acumen to buttress the work of volunteers. Undoubtedly, much of this section on leadership 537 

has implications for civic participation, as leaders, particularly sport leaders, “often have 538 

higher levels of symbolic power, credibility, and trust among community stakeholders” 539 

(Edwards, 2015, p. 12).  540 

4.5 Civic participation 541 

Edwards (2015) suggested that, “the fundamental goal of leveraging sport for civic 542 

engagement is to create a heightened sense of shared community identity and to equip and 543 

empower participants to participate in further community activities” (p. 13). Both surf parks 544 

were active in creating equitable access to community sport and education opportunities, 545 

which testifies to their respective abilities to facilitate civic participation. However, the 546 

partnership between APS and Clwb Syrffio was particularly significant in creating an avenue 547 

for civic engagement. Sharpe (2006) identified grassroots sport organisations as, “key 548 

vehicles for building the capacity of a community’s residents to improve their quality of life” 549 

(p. 385). Clwb Syrffio’s founder commented on the club’s heavy emphasis on volunteering: 550 
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From the outset, we really focused heavily on volunteering. We really put it to the 551 

parents that this is a community based, volunteer run club – What can you do to help? 552 

You don't have to be the best surfer in the world. Can you make good cakes? Can you 553 

make a good cup of tea? Can you get up in the morning and help? Could you drive a 554 

minibus to the beach when we do a beach session? There's a place for everyone in the 555 

club, but there's a job for everyone as well.  556 

 In the case of TWB, surfing was used to encourage community members’ civic 557 

engagement with ocean ecology issues. Critics of the surf park phenomenon argue that surf 558 

parks lack authenticity and will never replace “real surfing” (Ponting, 2017). However, 559 

owners at both APS and TWB were unanimous in asserting that “replacing” ocean surfing 560 

was never their aim. Instead, they see artificial wave technology as a complement to ocean 561 

surfing and an exciting new way to engage more people in surfing and raise awareness of 562 

healthy lifestyle and ocean ecology issues. Therefore, the physical act of surfing becomes an 563 

anchor to educate and raise awareness, thus building community capacity to recognise and 564 

address related problems. As Hounsfield explained: 565 

Looking more at the Bristol community, it's about engaging them with ocean 566 

environments and getting them thinking about that. We'll have people surfing who've 567 

never been to the beach and so breaking down some of those barriers to entry so that 568 

maybe the next time they go on holiday, they go to a relatively local beach down in 569 

Cornwall and they're able to enjoy themselves rather than just eating pasties and ice 570 

cream and getting drunk. They might properly engage with the environment they're in 571 

and decide to get involved.  572 

4.6 Value system 573 

Value systems are the source of much contestation in sport, but nevertheless, form the 574 

fundamental building blocks upon which organisations are founded (O’Brien, Parent, Ferkins 575 
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& Gowthorp, 2019). Jones, Edwards, et al. (2018) pointed out that where a sport organisation 576 

contributes to CCB, its value system should align with local cultural mores and beliefs. The 577 

following excerpt from the APS website highlights the shared values of inclusion that 578 

underpin APS’ support of Clwb Syrffio: 579 

We are very happy to donate our waves and equipment to the club for free, and we’re 580 

delighted that members of our coaching team give up their free time to coach the kids 581 

as volunteers. The club was founded with an emphasis on inclusion and welcomes 582 

members of all abilities and aptitudes, but it also has a strong development ethos. We 583 

applaud its ambition to equip its young surfers with all sorts of life skills – surfing is 584 

really just the start of it (Adventure Parc Snowdonia, 2018, ¶3-5). 585 

Obviously, Clwb Syrffio would not exist without APS, so the relationship is inevitably 586 

asymmetric with APS owning the key resource – the surf park. However, shared 587 

organisational capacity building means there is a pragmatic aspect to this alignment. Roger 588 

Pierce explained how the partnership between APS, the club and regional government builds 589 

capacity for both APS and Clwb Syrffio, while contributing to community capacity by 590 

creating employment and reinforcing community pride and Welsh national identity: 591 

Conwy Borough Council and Sport Conwy were very chuffed with the outcomes …. 592 

Once we started employing Clwb Syrffio members at the park, (APS management) are 593 

very pleased with that because that keeps it positive when they report back to their 594 

board. They can say, “Well, we're giving them free waves, but they're now supplying 595 

us with staff – ready trained staff, local staff, Welsh speaking staff who are proud of 596 

their community, proud of their language and that cultural side of things.”  597 

As commercial enterprises, it is entirely appropriate that the profit imperative is at the 598 

forefront of strategy and decision-making for both APS and TWB. However, how and to 599 

what extent commercial actors integrate social and ecological imperatives into strategy is 600 
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discretionary. At both research sites, while not shying away from their commercial 601 

imperative, there was clear evidence of values highlighting the importance of their respective 602 

communities. For example, Hounsfield explained his view that balancing triple bottom line 603 

values in a commercial sport business is a quid pro quo arrangement with the community: 604 

I've always said to the team since day one that if it ends up a white middle class 605 

playground, I've failed, we've all failed …. If we're using the name and the sport of 606 

surfing to monetise, to make profits, then part of our deal with surfing, with the 607 

planet, is that we also put something back …. So, I think that's personally my 608 

responsibility to the wider surf community, making sure what we give back is 609 

something really good.  610 

 Lyras and Welty-Peachey (2011) argued that the success of any given SFD project is 611 

founded upon the strength of its non-sport components. This makes the findings from this 612 

values-based aspect of CCB particularly salient. Where Jones, Edwards, et al (2018) found an 613 

apathetic response from CSO members to non-competitive sport and non-sport components, 614 

the results from this study suggest the opposite. The very nature of surf park surfing is itself 615 

non-competitive, yet participants enthusiastically embraced both the sport itself, and its 616 

related non-surfing educational and vocational components. Indeed, the underlying values of 617 

both the surfing and non-surfing components were centred around education, empowerment 618 

and self-improvement and led to demonstrable CCB outcomes.  619 

4.7 Learning culture 620 

The final dimension of Edwards’ (2015) CCB model relates to a community’s ability to, “… 621 

reflect upon their history, structures, and assumptions and learn to consider alternative means 622 

of thinking about issues and taking action to solve community problems” (p. 14). Where 623 

Jones, Edwards, et al. (2018) found a somewhat patchy approach to fostering a learning 624 

culture in their focal CSO, as commercial ventures, both APS and TWB are accountable to 625 
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both public and commercial sector investors. Such accountability has helped to 626 

institutionalise mechanisms for learning such as formalised governance and strategic 627 

planning processes with clear and quantifiable performance indicators.  628 

The diversification of APS reflected a staged implementation of a formalised growth 629 

strategy. Interestingly though, as the world’s first commercial surf park, Ainscough explained 630 

the difficulty he had in accessing traditional funding sources for what was “a completely 631 

unproven business concept.” Their eventual procurement of public sector funding from the 632 

Welsh Government meant APS was strongly influenced by government imperatives to 633 

address community problems like youth unemployment. In a three-phased funding 634 

partnership with the Welsh Government, APS agreed to: (1) decontaminate the polluted 635 

former aluminium smelter site to create a significant North Wales tourist attraction; (2) create 636 

local jobs and year-round tourism; and, (3) diversify into the accommodation sector. As 637 

Ainscough explained: 638 

There was no blueprint for building a surf park …. So, it was very hard to get bank 639 

funding originally. But they're (the Welsh Government) very good to work with …. 640 

They're quite happy with what we're doing. The idea for Phase Two is that they (the 641 

Welsh Government) want to promote more year-round tourism – so that’s our indoor 642 

climbing, the adventures, events and diversifying, it's definitely moving towards 643 

making us a year-round attraction. And then the (Hilton) hotel is Phase Three. 644 

 Edwards (2015) argued that if sport is to be leveraged for CCB, then sport 645 

organisations themselves need to manifest critical learning cultures. The willingness of APS 646 

management to support the establishment of Clwb Syrffio was itself strong evidence of an 647 

adaptive learning culture. Clwb Syrffio and the free use of APS’ facilities and surf instructors 648 

facilitated dozens of Conwy Valley youths’ transition from non-surfers into surfing 649 

enthusiasts, and for some to eventually become park employees. With the opening of 650 
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climbing, ziplining and other adventure facilities, the club’s founder reflected on how the 651 

Clwb Syrffio model might be replicated with these newly available adventure sports. This 652 

combined approach to organisational and community capacity building offers strong evidence 653 

of an active learning culture. As Pierce explained: 654 

We started out just hoping to bag some free waves off the new organisation in town, 655 

but we’ve ended up as good friends and partners and with links springing up all over 656 

the place with mutual benefits and great community spin offs ... Now they’re opening 657 

the indoor adrenaline centre and we’re already in talks about setting up a climbing 658 

club on a similar basis to Clwb Syrffio. They’re as keen as us! Hopefully, in 12 659 

months’ time, we start to see some homegrown instructors qualified and working in 660 

the indoor adventure centre at APS. 661 

 While not publicly funded, TWB also place a high priority on learning. Hounsfield 662 

stated that, “We’ll be using renewable energy to power the site and are looking very carefully 663 

at our supply chain and our waste management. We are learning fast, and again we have the 664 

best people advising us and challenging us to ensure we do the best we can on this front” 665 

(Gartside, 2018, ¶22-23). When asked in interview to elaborate on this, Hounsfield spoke 666 

about formation of an oversight committee that includes prominent environmental activist, 667 

Chris Hines, MBE. Hines is revered in the international surfing community as the founder of 668 

the hugely effective ocean conservation group, “Surfers Against Sewage.” Prominent 669 

community leaders, particularly sport leaders, engender high levels of credibility and trust 670 

among community stakeholders (Edwards, 2015). Hounsfield explained that:  671 

We sit down every month and go through every single work stream or area of the 672 

business. I'm then interrogated by Chris Hines and [others] and they just drill me: 673 

"Have you done this? Have you managed to do that?" Chris is there obviously making 674 

sure that we're walking the talk in terms of sustainability. So, he's the one that will 675 
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prompt me on the bits that I don't like being prompted on … but it's absolutely 676 

essential to have a critical friend like that. 677 

 By referring to Hines as a “critical friend,” Hounsfield acknowledged his desire to be 678 

challenged, and the company’s need to ensure that they “walk the talk in terms of 679 

sustainability.” Jones, Edwards, et al. (2018) suggested that having a critical learning culture 680 

ensconced in a sport organisation is an antecedent to, “provide opportunities to transmit that 681 

culture into the broader community” (p. 289). Hounsfield elaborated on the rationale 682 

underpinning TWB’s learning imperative:  683 

So, the idea is to get people into surfing, help them learn to be better competent 684 

surfers. But also help them be thoughtful surfers so that when they go to the beach, 685 

they understand about water safety, they understand drop-in rules and etiquette …. 686 

that it's not cool to leave their trash on beaches, and how important it is to support the 687 

local economy.  688 

 Not only was there strong evidence of organisational learning in both research 689 

settings, the cornerstone of this learning stemmed from feedback control mechanisms in the 690 

form of strategic planning and formalised boards. Perhaps this was predictable; as 691 

commercial enterprises, management of both APS and TWB are answerable to public and 692 

commercial sector investors. By comparison, the extent of the efforts to build a learning 693 

culture by the CSO in Jones, Edwards, et al.’s (2018) study consisted merely of an end-of-694 

year survey. Predictably, the learning culture they found was weak. The disparity here is 695 

significant for considering how sport can contribute to CCB. The findings illustrate that the 696 

well-documented organisational capacity deficits of CSOs in areas like strategic planning can 697 

be supplemented through savvy partnering with commercial sport actors, potentially leading 698 

to organisational learning and wider CCB benefits.  As Jones, Edwards, et al (2018) noted, 699 
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“A strong learning culture not only promotes organizational growth, but also diffuses 700 

externally to stimulate critical thinking in broader community settings” (p. 289).    701 

5.0 Conclusions 702 

This study investigated how commercial sector sport organisations can contribute to CCB. 703 

The results build on work by Edwards (2015) and provide an empirically-based contribution 704 

to both the SFD and CCB literatures. Table 3 presents an adaptation of Edwards’ (2015) work 705 

that depicts some of this study’s findings as to how commercial sport organisations can 706 

contribute to CCB. Most SFD research has focused on event- and program-based 707 

interventions by NGOs. This study, by bringing sport’s commercial actors into the SFD 708 

conversation, complements Jones, Edwards, and colleagues’ (2018) investigation of how a 709 

CSO was leveraged for community capacity building - the only other empirical application of 710 

Edwards (2015) CCB framework. This study has added to the SFD literature in three key 711 

ways.  712 

The first key finding is that commercial sport organisations can indeed be valuable 713 

contributors to sport-based CCB. Svensson et al (2018), Welty Peachey, et al. (2018) and 714 

Jones, Wegner, et al (2018) each lamented capacity deficiencies in SFD initiatives, 715 

particularly in terms of strategic leadership. This study’s findings point to a unique 716 

contribution that commercial sport actors can make to SFD initiatives; that is, facilitating 717 

access to reliable supplies of human resources to buttress the work of volunteers and, in so 718 

doing, filling capacity gaps in terms of resources and skills such as business acumen.  719 

The second key finding complements the first in exposing the link between 720 

organisational and community capacity building. The wide suite of partners attracted by 721 

commercial sport actors brought more opportunities for mutual organisational capacity 722 

building which, in turn, enabled a much more comprehensive contribution to CCB. Jones, 723 

Edwards, et al. (2018) established that while CSOs can indeed contribute to CCB, they are 724 
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typically stuck in a “process of social redundancy” (p. 290) by their inability to form 725 

partnerships outside of their own social cliques, and thus, lack of key capacities such as 726 

strategic planning. The partnerships in this research featured actors from multiple institutional 727 

sectors, but at the core were commercial sport, community sport, and government actors. 728 

These partnerships laid a foundation for wider alliances across education, adaptive 729 

communities, ecological campaigners, and equality advocacy groups. Enhanced 730 

organisational capacities then became the foundation for CCB whereby community problems 731 

such as youth unemployment; equitable access to education and sport; and, socioeconomic, 732 

cultural and ecological degradation, could be alleviated. This finding exemplifies Edwards’ 733 

(2015) point that building community capacity “should be an important parallel goal of SFD” 734 

(p. 9). Echoing Jones, Wegner, et al (2018), community stakeholders became partners, rather 735 

than mere recipients, in the community development process.  736 

This study’s findings address Jones, Edwards and colleagues’ (2018) “narrow 737 

empowerment” critique in which they argued the “presumed micro-level benefits” of sport 738 

participation that most SFD programs are built upon, typically fall short of addressing the 739 

wider systemic social issues that create and perpetuate disadvantages in the first place. This is 740 

not to claim that these surf parks are solving society’s “broad gauge problems” (Coalter, 741 

2010a, p. 295), but just that the results indicate that locally-based commercial sport 742 

organisations can make unique contributions to their respective communities’ capacity to 743 

recognise and alleviate issues of local concern. Indeed, given their for-profit orientation, 744 

locally-based commercial sport organisations have a vested interest in becoming embedded in 745 

their respective communities. As such, their parallel goal to build and sustain community 746 

capacity might be stronger and lead to more committed, longer-term partnerships than top-747 

down, NGO-led initiatives. 748 
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The third key finding builds on the first two in providing clear evidence of the 749 

robustness of Edwards (2015) framework to accommodate both community and commercial 750 

sport organisations’ respective roles in CCB. Equally clear is that a holistic picture of how 751 

sport contributes to SFD must move beyond traditional team-based sports to incorporate 752 

lifestyle sports, and in so doing, look beyond community sport to consider the 753 

complementary role that commercial sport organisations can play. This complements the SFD 754 

work of O’Brien and Ponting (2013; 2018) Ponting and O’Brien (2014; 2015), Theeboom, et 755 

al. (2010) and Towner (2015; 2016) who found evidence of commercial lifestyle sport 756 

operators making significant community capacity contributions.  757 

It was also significant that the Welsh Government’s partial funding of the APS site 758 

was tied to strategic planning for CCB outcomes such as rectifying local environmental 759 

issues, creating employment (particularly for youth), diversifying into accommodation and 760 

events, and stimulating year-round tourism. Indeed, by integrating a CCB-oriented approach 761 

into the strategic management of each respective park, as well as the individual-level benefits 762 

from sport participation that most SFD research focuses on, this research highlights these 763 

wider community benefits and the potential flow-on effects they have for buoying other local 764 

businesses and service sectors. As Westerbeek (2010) argued, “… rather than having to 765 

choose one over the other, for-profit business and social business can be each other’s perfect 766 

complements” (p. 1415).  767 

What all this suggests is that with sport’s public value increasingly tied to unmet 768 

community needs and sustainable social impacts (Edwards, 2015), both policy-makers and 769 

researchers can no longer afford to consider sport and its potential to build community 770 

capacity from a purely public and third sector perspective. Rather, the evidence suggests we 771 

seek meaningful ways to engage with sport’s commercial sector to better understand the 772 

actual and potential roles it can play in community development that go beyond mere 773 
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program or event sponsorship. In the “home” disciplines of community capacity theory – 774 

urban development and health sciences – Marlier et al (2014) is perhaps the only to consider 775 

sport as part of the CCB equation, but although that study mentioned the importance of 776 

partnerships, they failed to actually identify who these partners might be. Therefore, this 777 

study’s identification of the role commercial sport actors can play in CCB contributes not 778 

only to the sport management literature, but has significance for those wider literatures in 779 

health sciences and urban development. Ultimately, the findings exemplify Vail’s (2007) 780 

contention that, in order to effectively contribute to community development, sport’s 781 

traditional grassroots actors need to become more adept at partnering with less-traditional 782 

partners who may not ordinarily be considered part of the recognised sport system. 783 

At their core, the surf parks in this dual case study analysis are commercially driven. 784 

Thus, the reality is that the profit imperative cannot be ignored. However, where van 785 

Bottenburg and Salome (2010) suggested that, “the indoorisation of outdoor sports” (p. 143) 786 

has been led by entrepreneurs outside of sport seeking to capitalise on perceived commercial 787 

opportunities, the surf park phenomenon bucks this trend. Indeed, the emergence of surf 788 

parks has been an organic process of innovation emerging from within the sport itself, from 789 

the technology developers through to the developers and managers of the parks, the sector 790 

has primarily been driven by surfers (Roberts & Ponting, 2017). As the visibility of surf parks 791 

increases and entrepreneurs from outside the sport are inevitably lured by their commercial 792 

appeal, subsequent research should monitor whether the entry of non-sport actors shifts the 793 

sector’s institutional logic away from the values of SFD and more towards those of 794 

commercial gain.   795 

Further research around the more holistic perspective of sport-based partnerships and 796 

community capacity building is also warranted. The artificial wave technology at the core of 797 

this study is merely one example of how commercially-led innovation is changing how sport 798 
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is delivered and consumed globally. Superficially, the enthusiasm with which actors 799 

partnered with the surf parks may be accounted for by the technology’s “novelty factor.” 800 

However, this glib assessment ignores the fact that dozens of communities globally are 801 

currently investing in surf park developments to drive regional economic and social 802 

development outcomes. For example, La Vague Grand is a €250million surf park 803 

development in the Sevran region near Paris, France, an area known for its crime, drugs and 804 

poverty. In supporting completion of the project in time for the 2024 Paris Olympic Games, 805 

Mayor Stephane Blanchet stated that, “We want to make Sevran a destination … Sevran must 806 

become attractive. We have to bring people to live, work, play, and invest” (Dickerson, 2020, 807 

¶5). Further research around managing the nexus between sport, innovation and community 808 

development is warranted. Indeed, there now exists a seminal opportunity to understand how 809 

the disruptive innovations emerging from sport’s commercial sector can be harnessed for 810 

ongoing community capacity building and development.811 
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Table 1  963 

Dimensions of community capacity and community sport organisations.  964 

Dimension  Definition  Examples of how sport may enhance 
dimensions of capacity 

   
Level of skills and 
resources 

Development of and 
access to resources and 
skills within the 
community 

Availability of sport facilities and 
supporting infrastructure; Development 
of volunteer skills; Support of national 
sporting organizations.  

Nature of social 
relations 

Sense of community; 
social capital 

Positive social interactions among 
participants, volunteers, and spectators; 
Sport as a mechanism to build 
community social capital. 

Structures, 
mechanisms, and 
spaces for 
community 
dialogue  

Social and inter-
organizational networks; 
Mechanisms for 
communication and citizen 
input  

Inter-organizational community 
partnerships developed to promote 
sporting events; Sport as a mechanism 
to build collective identity; Sport as a 
comfortable psychological space for 
inter-group dialog. 

Leadership 
 

Effective and sustainable 
community leadership and 
leadership development 

Leadership development among 
participants and volunteers; Credibility 
and symbolic power of athletes and 
coaches within communities. 

Civic participation  Distribution of community 
power and ability for 
citizens to participate in 
community processes  

Sport encourages civic engagement and 
citizen involvement; Sport forming the 
basis of community identity. 

Value system  Shared community values 
that support democracy, 
inclusion, and social 
justice 

‘‘Sport for all’’ approaches that 
encourage democratic processes and 
inclusivity; Culturally relevant sport; 
Sport programs that are designed to 
teach ideal cultural values to 
participants.  

Learning culture  Understanding and 
awareness of community 
history and ability to 

Sport programs including process for 
critical reflection and feedback from 
multiple stakeholders; Cross- sectoral 
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critically reflect on shared 
experiences 

and geographical partnerships that 
provide access to information for 
benchmarking and lessons learned; 
Evaluation of programs.  

Source: Edwards (2015, p. 10) 965 
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Table 2 967 

Breakdown of study participants. 968 

Name Position Organisation 
Respondent 1 Owner WaveGarden 
Respondent 2 Owner WaveGarden 
Respondent 3 Business Development Manager WaveGarden 
Andy Ainscough Developer, Owner, General 

Manager 
APS 

Roger Pierce i) Manager 
 
ii) Founder and committee member  

i) The Outdoor 
Partnership 
ii) Clwb Syrffio 

Respondent 6 Business and Tourism 
Development Manager 

Conwy County 
Borough Council 

Respondent 7 Father of Clwb Syrffio 
member/surf instructor 

Clwb Syrffio 

Respondent 8 Manager North Wales 
Tourism 

Nick Hounsfield Developer, Owner, General 
Manager 

The Wave: 
Bristol 

Respondent 10 Senior executive Destination 
Bristol 

Respondent 11 Owner Bristol surf 
retailer  

Respondent 12 Management APS 
Respondent 13 Front office APS 
Respondent 14 Owner Conwy B&B 
Respondents 15 Owner Conwy surf 

retailer 
Respondents 16-18 Three lifeguards  APS 
Respondents 19-20 Two surf instructors APS 
Respondents 21-24 Four surf tourists APS 
Respondent 25 Development manager Destination 

Bristol 
 969 
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Table 3 971 

Dimensions of community capacity and commercial sport organisations.   972 

Dimension  Definition  Examples of how commercial sport may 
enhance dimensions of capacity 

   
Level of skills 
and resources 

Development of and 
access to resources and 
skills within the 
community 

Additional resource availability through 
commercial-public-third sector alliance 
formation; Increased local home prices; 
Alleviation of local social issues (e.g. 
youth unemployment) 

Nature of social 
relations 

Sense of community; 
social capital 

Positive destination branding effects; 
Stimulation of local community pride 
and economic activity 

Structures, 
mechanisms, 
and spaces for 
community 
dialogue  

Social and inter-
organizational networks; 
Mechanisms for 
communication and 
citizen input  

Establishment of broader societal bonds 
and dialogue that extend beyond sport to 
supplement those within sport  

Leadership 
 

Effective and 
sustainable community 
leadership and 
leadership development 

Supply of reliable human resource 
capacity with strategic leadership skills 
and business acumen to buttress the work 
of SFD and CSO volunteers  

Civic 
participation  

Distribution of 
community power and 
ability for citizens to 
participate in 
community processes  

Ability to create equitable access to sport 
opportunities whilst targeting alleviation 
efforts at key societal issues 

Value system  Shared community 
values that support 
democracy, inclusion, 
and social justice 

Balance of triple-bottom-line and sport 
values to enhance equitable access to 
education, empowerment and self-
improvement opportunities that support 
cultural awareness and community action  

Learning culture  Understanding and 
awareness of community 
history and ability to 
critically reflect on 
shared experiences 

Knowledge anchored in feedback control 
mechanisms such as formalised boards 
and strategic planning. Savvy partnering 
by CSOs with commercial sport actors 
can alleviate some organisational 
capacity deficits   

Adapted from: Edwards (2015, p. 10). 973 
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Figure 1 975 

Instagram post by TWB explaining its involvement in an event to celebrate Women in Science 976 

Day. 977 
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