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[bookmark: _Toc160624569]1.0	ABSTRACT
In this fast-paced and digital era, monitoring and critically evaluating a brands growth is no longer a linear review of upwards sales and increasing profitability. (Sammut-Bonnici, 2015) defines a brand as ‘a set of tangible and intangible attributes designed to create awareness and identity, and to build the reputation of a product, service, person, place, or organization’ – it is apparent, then, that when exploring the concepts of ‘brand growth’ or ‘brand perception’, we are actually critically assessing the degree to which those aforementioned attributes deliver, or perform, to raise awareness of an offering, be that a tangible product or a service, and to hold or improve its reputation. 
One brand that has reported significant brand growth, and global brand awareness, is Penderyn; an SME producer of premium and super-premium Single Malt Welsh Whiskies, gins, rums, vodka and a cream liqueur, the company has operated in Wales for over two decades and has seen phenomenal success in that time. Launched on St Davids Day 2004, with the (then) Prince of Wales in attendance, the company went from strength to strength, opening its first Visitor Centre four years later – a state of the art, £1.8 million facility – at its distillery HQ in the foothills of the Brecon Beacons ‘to facilitate direct bottle sales to visitors and to permit members of the public to undertake tours of the production premises’ (Davies, 2022). Two further visitor centres were opened, in Llandudno and Swansea, in 2021 and 2023, respectively.
If a business is to be not just viable, but successful, its brand(s) must grow. Successful brand development creates an entity with defined and authentic attributes; the Penderyn executive team are aware of this, and have sought to ensure that they embrace and project ‘premium Welshness’ at every point – the local areas in which their distilleries are found, Welsh culture, the use of Welsh actors and sportspeople as brand ambassadors, and the raw materials that go into each product. Additionally, the team strive to ensure that every single visitor to any of its visitor centres leaves as a brand ambassador – this is particularly key as ‘whilst Penderyn has increased production capacity four-fold in recent years, it is still an independently owned business and, as such, has a stringent marketing budget with which to promote itself and so relies heavily on word-of-mouth endorsement’ (Davies, 2022).
It is timely to note that geographical, financial and logistical barriers that previously would have prevented someone being able to partake in experiential tourism are now far less of a problem than they were perhaps 30 years ago. Slow or non-existent travel carriers and prohibitively expensive leisure travel are issues of the past, and dirty or ugly production processes that were not ‘on-brand’ are no longer the obstacles they once were. Visitors, especially the ‘Gen Z/Millennials’ are ready and willing to engage in experiential tourism, and – thanks to the trend of ‘sharing all’ via Instagram etc. – are doing a great job of promoting the experiences and enticing the next tranche of visitors in (doing for free what a marketing team would have been paid handsomely to do a decade or two ago). The advent of 24/7 social media and live streams demonstrates that the ‘potential for brand awareness to spread globally has increased phenomenally in recent decades’ (Davies, 2022).


[bookmark: _Toc160624570]1.1	OBJECTIVES
Experiential, specifically industrial, tourism can be a powerful tool to raise brand awareness, shape brand perception and, thus, drive the commercial success of a company. It will be argued, then, that the inception of, and investment in, a company’s industrial tourism offering is a worthwhile one. Using the case study of Penderyn - a Single Malt Welsh Whisky producer that encompasses Visitor Centres at each of its three manufacturing sites - this study will seek to determine the degree to which the following statement is true:
‘By encouraging people to visit and giving them a world-class, memorable visitor experience they will feel a long-term regard for the brand and thus engage with it more frequently.’
There are several ways in which a visitor may interact with Penderyn (excluding direct/online or indirect product sales) as outlined below:
· Attending one of the visitor centres to browse (and subsequently make a purchase at) one of the on-site retail outlets
· Attending one of the visitor centres to take a guided tour (run hourly, seven days each week, all year round with the exception of Christmas Day and Boxing Day)
· Attending one of the visitor centres to take a Masterclass (run 3-6 times each week, year-round with the exception of Christmas Day and Boxing Day)
· Attending a corporate function at one of the visitor centres (either a Penderyn function or one held by a third-party that has hired the facilities)
· Interaction with the brand/brand representatives at a trade show or event off-site
· Being exposed to brand presence at sites of significant tourist interest, e.g., sponsorship or presence campaigns at CADW sites across Wales
The findings of this project will be used to critically evaluate the various methods by which an experiential tourism strategy is implemented and utilised by a company as a tool for brand growth, using Penderyn as a case study. The findings will also be used to determine the tangible impacts of this strategy on several key performance indicators, namely;
· Number of visitors attending
· Monetary value of visit (Average Spend Per Individual)
· Analysis of admission spend vs retail spend
· Proportion of return bookings
· Net promoter scores (otherwise known as ‘sentiment scores’)

[bookmark: _Toc160624571]1.2	JUSTIFICATION
The Welsh whisky industry, and indeed, the world whisky industry (that is, whisky products not originating from Ireland, Scotland, Canada, or falling under the category of Bourbon) is very much still in an embryonic state; as such, though the products are continuing to gain a strong consumer base, social and economic research into this specific aspect of the industry is non-existent. To date, there has been no study specifically examining the use or impact of experiential, and specifically industrial tourism as a strategy for brand growth in the Welsh whisky industry. This analysis is valuable due to its specificity to the company considered as a case study as ‘it will seek to determine whether, by bringing visitors to Penderyn manufacturing sites, the executive team is able to increase brand awareness, improve brand perception and strengthen product sales. In achieving these aims, the company would be able to develop future domestic and global markets, thus increasing their brand presence further, increasing turnover, and thus, theoretically, profit’ (Davies, 2022).
This research will take an objective view to determine the tangible and intangible values of experiential tourism to Penderyn, and will seek to ascertain the resultant opportunities to enhance the perception through the visitor experience model.
This case study is particularly opportunistic for Penderyn; over the past three years, the company has undergone major expansion by way of opening two additional distillery production facilities, both including brand new, state of the art visitor experience centres, with the site in Llandudno opening in 2021 followed by the newest site in Swansea in summer 2023. The justification for investing in these new sites was multi-fold - ‘to cement a brand presence across North Wales, Manchester, Liverpool and surrounding areas (via the Llandudno site) and strengthen the brand presence with a higher calibre visitor experience via the Swansea site – with both complementing the existing visitor facility in Hirwaun, South Wales’ (Davies, 2022).
Having invested so heavily financially and time-wise (examined in further detail in section 3.0), this study is therefore of a timely and significant importance; it is critical that Penderyn fully recognises the degree to which industrial tourism, even in its emergent stages as at Llandudno and Swansea, is intrinsically linked to the brands success. One of the outcomes of this study, then, should be that Penderyn is able to quantify in some tangible way the return from its experiential tourism offerings, and can determine or justify the level of capital expenditure that should be attributed to it going forward. Current ideas proposed by the Penderyn executive team, by way of upstepping the current visitor experience, include the addition of a multi-million pound fully-immersive augmented reality experience (The Welsh Whisky Company Limited, 2022); this study should be utilised to ascertain whether such a project would be a viable option.

1.3 [bookmark: _Toc160624572]METHODOLOGY
[bookmark: _Toc160624573]1.3.1	DATA ORIGINS
The hypothesis raised in section 1.1 will be examined through the interrogation of both qualitative and quantitative data. Non-identifying, anonymised visit/booking data will originate from the company’s existing Visitor Management System (VMS) – the system comprises the online booking system operated on the Checkfront platform, a customer satisfaction portal, hosted by Insight6, and manual, dynamic routes of feedback reporting e.g. paper slips within each visitor centre. The data will be validated and manipulated to maximise its statistical contribution, with the standards – or key performance indicators – below considered where relevant.
· [bookmark: _Hlk160619070]Number of visitors attending
· Monetary value of visit (Average Spend Per Individual)
· Analysis of admission spend vs retail spend
· Proportion of return bookings
· Net promoter scores (otherwise known as ‘sentiment scores’)
Visitor feedback and brand awareness data will be gathered via e-feedback/e-surveys (hosted by Insight6) completed by visitors to all three centres following their visit – ‘through the use of (both open and) closed questioning, visitors will be asked to indicate whether they have visited only the retail outlet, or whether they have taken a site tour, or if they have taken part in a Masterclass on the day of their visit in order to ascertain the level of engagement they have had with the brand during that specific visit. Using open-ended questioning, visitors will also be asked to provide specific, tangible feedback to allow for the evaluation of various factors relating to brand perception, brand loyalty and the potential for future recommendations. This will be done via a numerical scale; it is important to give the visitor a wide enough scale that they have the flexibility to demonstrate a feeling between two extremes, but not wide enough that the data gathered cannot be effectively compared and validated’ (Davies, 2022). Feedback requested via the Insight6 platform or similar is, occasionally, incentivised in order to drive the volume of feedback submissions received; however, it is important to note that the opinion or stated feedback is not influenced in any way in order to preserve the integrity of the data – that is to say, for example, that entry into a prize draw could be offered in return for feedback being submitted, but a prize cannot be offered only on condition of positive feedback.
Alongside the requested feedback via the aforementioned platforms, feedback will also be submitted on a voluntary basis – that is, proactively offered by the visitor – via platforms such as TripAdvisor. The feedback will be critically evaluated to ascertain the level of satisfaction felt by visitors following their experience, and the degree of knowledge of, and affinity to, the brand they subsequently feel. It is important to acknowledge, however, that forums such as TripAdvisor are open to the public, with little/no moderation on contributor’s views, and no way to prove or disprove that a contributor ever actually engaged with the brand or visited its premises. Penderyn has, in the past, received spurious reviews on TripAdvisor from disgruntled ex-employees and so the potential for this should be considered when determining what weight to give findings from such platforms.
To assess the effectiveness of the implementation of a visitor/tourism strategy as a tool for brand growth, it is critical to establish a baseline prior to beginning; this may be by way of benchmarking against competitors, or by averaging feedback data for a discrete period preceding the analysis (as is the case here). It is also important to recognise that while e-feedback surveys, questionnaires etc. will ask visitors about any prior interactions with the brand and their levels of brand awareness, visitors may decline to answer or provide any feedback for a range of reasons not relating to their experience. Additionally, most feedback requested will be, by definition, of a subjective nature and so it is necessary to keep in mind that such feedback may be ‘inaccurate’ or unduly positive/unduly harsh due to human perceptions. 
An in-depth, independent market research study was conducted in 2023 on behalf of Penderyn centring around identifying Penderyn’s core target audience and the positioning of its brand. The study encompassed four ‘exploratory forums per market,’ with the focus on three key markets (the UK, the USA and France). Respondents were divided into two categories – the ‘Whisky Explorers’ (those who drink malt whisky on a regular basis, consider themselves knowledgeable about whisky, are engaged in whisky through social media and tasting events, and who are aged between 40 and 60 years of age), and the ‘Modern Drinkers’ (drinking whisky occasionally, not whisky loyal/regular consumers of gin/vodka/tequila etc., limited knowledge of whisky, and aged between 25 and 40 years of age). The study leaders sought a ratio of 60:40 men to women, from a pre-selected social grade, with additional parameters around gifting and retail habits. The participants were taken through 5 ‘mood boards’, each focussing on a different aspect of whisky branding, then specifically focussing on an aspect of Penderyn’s brand story, with the study leaders inviting comments and observations at each stage to assess the emotions and responses to each.

[bookmark: _Toc160624574]1.3.2	INTERROGATION OF RESULTS
As discussed, the data to be considered within this study will exist in both qualitative and quantitative formats, and will be a mixture of both discrete and continuous data. Data originating from customer feedback platforms whereby visitors have been asked for their opinions on their experiences and the Penderyn brand will ‘undergo content and thematic analysis. Recurring keywords/key phases will be reported to build a detailed picture of a) consumers reactions and perceptions to the experience offered at Penderyn, and their level of engagement with and awareness of the brand and b) the strength and depth of these perceptions and feelings. Coding of themes and perceptions will be used to align similar views expressed via slightly different nuances, essentially removing or minimizing the variable of human semantics’ (Davies, 2022).
Discrete and continuous numerical data (e.g. sliding scores from feedback submitted via the Insight6 platform) will be statistically validated to identify trends within the data, to highlight anomalous data points/data showing a significant deviation from expected results (and therefore indicate data that should be discounted, or not validated and/or indicating that data should undergo further investigation before being accepted or validated).

[bookmark: _Toc160624575]1.3.3	CRITICAL EVALUATION OF RESULTS
As stated in section 1.2, the value of this study lies primarily in its specificity; however, whilst it will be the first and only detailed, objective view as to the value of experiential tourism to penderyn, it will also be one of the few studies to consider the direct impact that the Covid-19 pandemic had upon experiential tourism not only at Penderyn, but within the wider industry, and the resultant impact upon brand awareness. The findings of this study will apprise and direct the Penderyn executive team in their strategy for the future of the visitor centres at each of their sites, and will help to clarify whether key proposed additional investment projects on some sites are first viable, but then also worthwhile. 
This will go some way to influence the level of investment (both financial and in terms of resourcing) that will be committed to these facilities; additionally, ‘the balance of virtual vs in person experiences will be reviewed, and the levels to which some offerings are prioritised over others will be considered as a result’ (Davies, 2022).
An important point to consider with regards to the methods by which the data is interrogated is that it must be done in an objective, analytical and unbiased manner – which is particularly applicable to the qualitative or subjective feedback. To explain further – a high proportion of visitors to any experiential tourism setup will be doing so as they are already aware of the brand, and therefore have already developed their own perception of it, and thus, are likely to experience an affinity to it (if not the brand specifically, then the industry at the very least) – therefore, answers regarding these points are likely to be primarily positively-weighted. Similarly, visitors who have polarised experiences – that is, extremely positive or exceptionally negative ones – are statistically more likely to respond to requests for feedback, or to proactively offer it. Those visitors who experienced a good but ultimately uneventful visit are likely to hold a positive affinity for the brand but are unlikely to proactively offer detailed feedback.
It is also important, during the evaluation of the results of this study, to acknowledge the impact of external factors, with a primary example being the impact of the 2022 football World Cup. Wales qualified to attend the tournament for the first time in 64 years, with ‘Brand Wales’ marketed heavily across the world, supported by the Welsh Government, to a degree never seen before and endorsed by an array of celebrities and sporting stars. As part of its highly-collectable and limited release Icons of Wales line, Penderyn released a bottle of Single Malt Welsh Whisky – Yma O Hyd – officially endorsed by the FAW (Football Association of Wales). Whilst this synergy between a strong, luxury Welsh brand and the dream of generations of Welsh football fans helped to cement an affinity for Penderyn, the true payback was in the potential level of brand awareness suddenly realised across the globe, particularly in emergent markets such as parts of Africa and the Middle East. To undertake separate, targeted marketing campaigns to reach such numbers in each country individually would have been nigh on impossible for Penderyn, for capacity and financial outlay reasons however the campaign facilities this with relatively little additional financial input from the brand. Ultimately, Wales were eliminated from the tournament at the group stages but this highlights the importance of acknowledging external contributing factors when assessing brand growth in one year versus another; it is not possible to discount the effects of events such as this on brand awareness, perception or visitor data, and it is also possible that an event such as this may influence visitor numbers, brand awareness and brand perception for several years yet.

[bookmark: _Toc160624576]1.4	VARIABLES
This project considers four primary dependent variables:
· Annual bottle sales, reviewed at global level and at by-country level
· Global and domestic brand awareness
· Number of visitors to Penderyn visitor centres
· Spend per head (VSPH) of visitors to Penderyn visitor centres
These dependent variables will be influenced to varying degrees by the following independent variables:
· Season
· Weather conditions (both local and national)
· Access to facilities (including, but not limited to, transport and infrastructure; disability/additional needs access provisions; prohibitions on access [i.e. age restrictions])
· Economic environment (e.g. recession – people have competing needs for their money and optional and/or luxury experiences such as this are less likely to be a priority)
· Competition (from other attractions/event providers/activities)
· Awareness/focus on attraction/brand (either organic or by third-party)
· Global/national/local events e.g., Covid-19 pandemic, football World Cup
· Signage – no single entity is responsible for signage; the highways agency, Welsh Government or the local authority could be responsible dependant on type of carriageway; the location of the local authority – whether it is in a busy tourist area – and its attitude/budgetary stance towards tourism investment are also relevant
· Governmental support (both regional and national)
· Local/domestic/national strategy relating to tourism coordination/links with other providers
These independent variables will impact the number of visitors who attend, the quality of experience they receive and the perception they leave with (Davies, 2022).
Some of these independent variables will have varying degrees of tangible impact at different times throughout the course of a period e.g. seasons, weather conditions. To mitigate as far as possible against the impact of such variables, data will be considered from discrete periods that include both a standard British summertime (traditional peak visitor period) and standard British wintertime (traditional off-peak visitor period). To minimise impact by any independent variables, the discrete time periods selected for data gathering and interpretation have been reviewed to ensure that there were no anomalous events that would reflect in the key performance indicators being considered e.g. adverse weather events, pandemic, protracted road closures etc. However, given the value of the visitor centres upon brand growth is the primary focus of this study, these time periods may include events whereby the visitor attraction, the brand or the local area were being promoted, either by Penderyn or by a third-party e.g. local authority.
The impact of the global Covid-19 pandemic upon the visitor experience at Penderyn is considered separately, in greater detail, in subsections 2.5 and 3.3.

[bookmark: _Toc160624577]1.5	RESEARCH BOUNDARIES
If the hypothesis proposed – that the inclusion of industrial tourism in a business strategy will positively impact upon brand growth – is to be researched and interrogated, with the results being applicable, it is critical to acknowledge the boundaries of that research, as outlined below.
a. Revenue data will be considered only in terms of direct revenue into the Penderyn Visitor Centres, with no weighting given to the level of gross or net profit attributed to these centres versus that attributed to the total business. This is because profit cannot be considered a marker or indication of brand awareness or perception; Penderyn supplies through multi-channels e.g. direct to customer and through wholesalers (either domestic, or global via importers/distributors). Direct-to-customer sales attract a higher profitability rate than those sales made via other channels. A higher (or lower) profitability rate against revenue from one such channel from one period versus another may indicate a change in the volume of bottles sold via that channel for that period, or a variation in margin and thus profit for that channel.

b. The study will not consider the impact of the manufacturing tourism strategy at Penderyn as a marker of brand awareness in direct comparison with similar concepts elsewhere in the industry, primarily in Scotland. A comparison such as this would be meaningless and without context; the Scotch whisky industry is c.100 years old, with the general whisky industry across the world older still. This is in stark contrast to the Welsh whisky, or even world whisky, industries which are merely decades old and, as such, are very much in an embryonic state. As an additional note to this, no other whisky industry in the world benefits from devolved governmental funding or attention in the way that the Scotch whisky industry does.

c. Feedback and data relating to brand awareness and brand perception originating from corporate or business visitors will be disregarded; these visitors are ‘likely to be visiting the premises at the invite of a member of the technical or sales teams, and thus are likely to have a relatively high-pre-existing level of brand awareness. Whilst industrial tourism in regards to these visitors is still equally as important as it is for non-corporate visitors, such visitors are marketed to from a different perspective and so it would be inaccurate to include their feedback’ (Davies, 2022).

d. Data relating to the 2020 and 2021 years will be scrutinised carefully, and interrogated in isolation owing to the effects of the global Covid-19 pandemic. Data and feedback will not be disregarded entirely, due to Penderyn’s efforts to pivot its industrial tourism strategy with online offerings (covered more fully in section 3.3), however, visitor numbers and visitor spend per head figures will have been impacted severely by the global, domestic and regional travel restrictions. As a result, the impact upon brand awareness should be reviewed carefully. Additionally, it must be remembered thar prior to 2021, the only experiential tourism experience at Penderyn was at its Brecon Beacons centre, as the Swansea and Llandudno sites were not yet open to the public.

e. When considering data originating from Penderyn in the context of such data from the wider industry, specifically the Scotch whisky industry, it is important to note that Scotland implemented minimum unit pricing (MUP) in mid-2018 – to date, Wales has not implemented such legislation. MUP is currently set at £0.50 per unit in Scotland, with a standard 70cl bottle of 40% ABV Scotch whisky containing 28 units; whilst it would be unheard of to see a bottle of Single Malt Scotch Whisky on sale for £14, the product is indirectly affected by MUP as consumers have seen the price gap between entry level and own brand whiskies versus more premium malts narrow as a result of MUP (Woodard, 2016).

[bookmark: _Toc160624578]1.6	RESEARCH ETHICS
All data gathered in the preparation of this study will be anonymised so that no individual can be identified from it. Contributions given by way of positive or negative qualitative feedback will not be rewarded or discounted, respectively.





[bookmark: _Toc160624579]2.0	LITERATURE REVIEW
The concepts of ‘industrial tourism’ and ‘manufacturing tourism’ can perhaps be considered interchangeably, both sitting within the realms of ‘experiential tourism’. (Mitchell & Orwig, 2002) scrutinised the adoption, and effectiveness, of industrial tourism as a tool for brand building and revenue generation; aside from the obvious potential of an additional revenue stream and brand education benefits of the use of industrial tourism centres (such as at Penderyn), there are several secondary positive outcomes possible; a potential direct pool of willing candidates for recruitment, the link to connect with stakeholders and so on. Additionally, the author cites the opportunity for transparency and thus, a strong sense of trust, between the manufacturer and the visitor, by letting them see ‘behind the scenes’.
The contribution of industrial tourism towards brand equity was analysed by (Chow, et al., 2017). (Pike, 2007) and (Kotler, et al., 2013) define brand equity as being the perceived value of a brand, outside of a products monetary value, and linked to the emotions and experiences that a consumer associates with that brand. This can be distilled down to the difference between the value of a branded product, versus the value of that product without the brand name associated with it (Rosenbaum-Elliott, et al., 2015). (Chow, et al., 2017) recognises that, when implemented correctly and by catering for all demographics, the use of visitor centres as engagement tools can be lucrative; engagement with the brand is driven and reinforced at multiple steps through the experience via ‘logo, culture and souvenirs…and enhance brand associations’.
(Chow, et al., 2017) recognises that manufacturing tourism is established across the world, in both developed and developing countries. However, the authors also acknowledge that there are limitations to the existing research around this topic, in that most of it focusses upon the intangible results of industrial tourism such as ‘brand loyalty’ and ‘brand awareness’. These intangible outcomes do not form in isolation; a significant and sustained level of brand awareness must build before any level of brand loyalty can form. However, it must be acknowledged that ‘these qualities are transient and the depth to which consumers acknowledge these feelings will vary depending on a number of socio-economic and time-related factors for example, if a consumer who has previously purchased malt whisky monthly for 15 years decides to take part in ‘Dry January’ one year, the brand loyalty towards e.g., Penderyn, is likely to be significantly lower by January 30th than it was on December 1st’ (Davies, 2022). 
The presence of such concepts, then, cannot be regarded as existing in a fixed manner, at static points in time but must be considered within a continuously evolving dynamic. Similarly, the cause-and-effect relationships with regards to these concepts cannot be considered in a linear manner. 
(Welsh Government, 2019) (figure 2.0.1) has, through a supporting document issued as part of its national inbound visitor strategy, defined the benefits of experiential tourism to businesses within Wales (although one could argue that this is transferable to any business engaged in industrial tourism across most of the world). The document highlights that one of the major benefits to be derived from harnessing industrial tourism is the direct link that it facilitates between manufacturers/brand owners and consumers, offering it an ‘unrivalled channel by which to solicit feedback on all aspects of its operation, from product flavours, insights into what customers would love to see next, thus influencing new product development, and aspects that are putting people off buying, from pricing structures to labelling format techniques. As a direct result of this, consumers feel listened to; they have a personal connection to the brand and the team behind it, thus driving brand loyalty harder’ (Davies, 2022).
Figure 2.0.1 – National Inbound Tourism Strategy: Benefits of experiential tourism to Wales and businesses within Wales
(Welsh Government, 2019)
[image: ]
(McBoyle, 1996), (Otgaar, 2012) and (Cobb-Walgren, et al., 1995) recognise that consumers who hold a level of loyalty to a brand are more receptive, and accepting, to changes made to a product of the brand – including to price point – than non-loyal consumers; it can be seen then, that having a direct channel by which to engage with these consumers can be invaluable with regards to the availability of market insight. 

[bookmark: _Toc160624580]2.1	INVOLVEMENT THEORY
Involvement theory can be summarised as ‘the concept that consumers feel an affinity to specific products, services or brands as a result of their previous positive experiences and interactions with that brand or company’ (Davies, 2022). (Heller & Kelly, 2015) discuss the concept of high involvement brands versus low involvement brands, and the notion that low involvement brands are effectively sold on to consumers through salience linked directly to the tangible assets of its products (packaging, image and positioning within retail spaces). The inference, then, supported by (Elliot & Yannopoulou, 2007) and (Ehrenberg, et al., 1997) is that high involvement brands require a far greater level of product and service distinction and, additionally personal and emotional attachment in order create the same level of familiarity and engagement with consumers. Given its positioning as a luxury item, the price point and its alcohol content (all of which would suggest that, for most consumers, this is not a product that is purchased daily or weekly), Penderyn Single Malt Welsh Whisky would fall very clearly into the ‘high involvement brand’ camp. What better way then, to generate and strengthen emotional attachment to the brand, and thus cement and maintain involvement, than by inviting consumers to sample the products with the team of experts behind them, show them the products being produced in real time and allowing them to feel the heat of the distillery floor, smell the aromas of the malt being mashed and watch the wort fermenting in the washbacks? (Christou, et al., 2023) recognise the unique, intrinsic value of visitor centres to the whisky industry and discuss the use of such facilities as vehicles for deep consumer engagement with the brands and products, development of brand identity through a ‘sense of place’, and as a fully immersive experience for visitors which supports later brand recall and preference.
(Akbari, 2015) building on (Perloff, 2020) acknowledges that purchasers of goods from high involvement brands will be heavily influenced by persuasion and that the decision on whether or not to purchase such items will be made over a longer period of time than for low involvement goods, with far more ‘touch points’ required during the consideration process, and for those touch points to be repeated at regular intervals. It is easy, then, to see the power that industrial tourism can have for a brand such as Penderyn, whereby, over the course of an hour, the visitor is subjected to a wonderful bombardment of aromas, imagery, flavours and positive language around the brands product range. Rather than separate, defined and limited touch points, the consumer is fully immersed in the brand for the entire period, creating an unrivalled involvement and engagement with the brand, resulting in a (hoped for) unshakeable sense of brand loyalty leaving with the visitor on the way out; indeed, one of the founding concepts of the Penderyn visitor centres is the aim that every visitor leaves as a brand ambassador. 
The value of involvement theory has increased over the past five to ten years as a result of the growth of social media, and the resultant additional ways in which brands can interact with their supporters (McClure & Seock, 2020). During the Covid-19 pandemic, the presence of social media helped to ensure that high involvement brands could still feature heavily within their consumers consciousness and helped to maintain a positive future purchasing potential.

[bookmark: _Toc160624581]2.2	THE INDUSTRIAL TOURISM/EXPERIENTIAL TOURISM CONCEPT
Industrial tourism can perhaps be best summarised as the experience of visiting manufacturing sites, be that those currently operational, or those that have ceased functioning in a production capacity but still hold a degree of the infrastructure and/or inventory for which it was known. The concept also encompasses sites that do not, or have not, directly been part of the manufacturing process, but are ‘in tribute to’ or otherwise positively aligned with, a particular manufacturing sector (Montenegro, et al., 2022). As a result, then, industrial tourism centres may be operated by the brand owner/manufacturer themselves, or licensed out to a more consumer-friendly experience provider. Industrial tourism varies from traditional tourism, which is best illustrated by the movement of individuals from one place to another, usually moving out of their day-to-day areas, by the notion that individuals taking part in industrial tourism may be visiting facilities within their immediate area, with no overnight stays required. By definition, industrial tourism exists as a major section of experiential tourism; some of the best-known industrial tourism centres across the world include the likes of Cadbury World (Birmingham, UK), BMW Welt (Germany), the Guinness Storehouse (Dublin), Houses of Parliament and Buckingham Palace (UK) and the Kennedy Space Center at Cape Canaveral. On a smaller scale, vineyards, artisan breweries and petting farms also fall within this concept.

[bookmark: _Toc160624582]2.3	THE WHISKY TOURISM CONCEPT
(Whilst this project specifically considers Penderyn, a Welsh single malt whisky distillery, due to the embryonic nature of the whisky industry outside of Scotland, and thus, there being a lack of verifiable or meaningful industry data, for the purposes of defining the current state of the whisky tourism industry the economic figures relating to the Scotch whisky industry will be considered.)
According to (Visit Scotland, 2018), the whisky industry is currently the largest single food and drink sector within the UK, responsible for more than a quarter of the food/drink exports from the UK and being shipped to more than 200 markets globally; the UK economy benefits to the tune of £3.3 billion annually. However, the revenue potential for the whisky industry does not lie solely within the bottled product; there are currently more than 80 distillery visitor centres across the UK, with more in the planning or build stages.
The concept of whisky tourism encompasses visits to operational and no longer operational distilleries to undertake tours, participate in events, join masterclasses or certificated study opportunities and/or to visit any associated gift shop or retail space. The sector has seen an exponential growth over the past two decades, with 1.7 million visits taking place in Scotland alone in 2017 – an increase of 65% from 2013 figures (Schrieberg, 2018) with a huge proportion of those being international visitors. Distilleries have long understood the unique threads in their stories that captivate their followers, and, since Glenfiddich opened their first-of-its-kind visitor centre in 1969, have harnessed the opportunity to market directly to their followers and, as such, to reap the rewards of doing so.
According to a statistical report by the Scotch Whisky Association (SWA), France and Germany are the only European countries to sit within the top 10 export markets for Scotch whisky (Scotch Whisky Association, 2024); whether cause or correlation then, of all international visitors to Scotland in 2015 and 2016, 44% of French visitors and 50% of German visitors attended a distillery experience (Visit Scotland, 2018).

[bookmark: _Toc160624583]2.4	THE EMERGENCE OF INDUSTRIAL TOURISM
With hindsight, the industrial revolution in the 18th century was undoubtedly one of the ignition points for industrial tourism (Jansirani & Mangai, 2013) – the automation of many processes, the advent of mass production and so the resultant start of the decline in artisan skills created a niche whereby the familiarity with particular skills and experiences became less prevalent. However, through the 19th, and early part of the 20th centuries, cultural, infrastructure and communication limitations stemmed any opportunity for the birth of an industrial tourism industry. The catalyst, then, was in the mid-20th century, with the dawn of simplified, and more economically accessible, domestic and global travel and the boom in household and luxury items being imported and exported across the world, resulting in people having ready access to a huge range of products from across the globe for the first time. The industry was further excelled with the emergence of social media and the influencer scene, whereby awareness of experiential travel experiences increased exponentially. By the end of 2023, the global industrial tourism industry is projected to be worth an estimated £1.86 billion, up 30% from the previous year; its value is estimated to hit £5.47 billion by the close of 2027 (Industrial Tourism Global Market Report, 2023).

[bookmark: _Toc160624584]2.5	THE EFFECT OF THE COVID-19 PANDEMIC ON UK INBOUND AND DOMESTIC TOURISM
March 2020 saw a global pandemic on a never-seen-before scale; non-essential activities were prohibited across the world overnight and the resultant travel ban was catastrophic for the tourism industry. UK inbound monthly air passenger arrivals fell by over 98%, to 112,300, between February and April 2020; the number of international visitors to the UK in summer 2020 was down 96% on the previous year, with associated spending down 97% (Office for National Statistics, 2021). According to an evidence submission to a select committee enquiry, the overall loss to the UK economy in 2020 from the decline in inbound visitors (and associated spending) was estimated to be £22.2 billion (UKInbound, 2022). 
Restrictions on movements in England ended completely in early 2021, although the devolved nations, including Wales, did not follow suit until several weeks later. During a temporary relaxation in restrictions, in August 2020, passenger traffic (those visitors in camper vans, cars, coaches etc.) increased but still peaked at just over 28% below the peak number of August the previous year.

[bookmark: _Toc160624585]2.6	QUALITY STANDARDS AS DRIVERS FOR BRAND AWARENESS AND PERCEPTION
Penderyn aligns itself within the premium/super premium segment of the spirits market; quality standards fall within two distinct categories – product quality (taste, aroma, packaging etc.) and service quality (standard of visitor experience, customer service, demeanour of staff etc.). There is a clear link between the perceived standard, or level of quality, that a consumer receives from a brand and their subsequent ability to subconsciously recall that brand at a later opportunity. (Izzudin & Novandari, 2018) and (Andik & Rachma, 2022) infer that the intensity of the quality perception is also critical – polarising experiences at either end of the scale result in a stronger brand recall and, therefore, a strengthened brand awareness (although, clearly, this applies to perceived ‘bad’ experiences as much as to positive experiences). According to (Davies, 2022), ‘when visitors experience either a very poor service or an excellent service, this creates an imprint of brand awareness; when visitors experience a mediocre service, almost no imprint at all is created, leaving no legacy of brand awareness – this is the case even if there was no actual fault with the service or product.’
Experiential tourism facilities, by their nature, rely upon their consumers being able to reach their sites; the service output then, of the transport and infrastructure providers utilised prior to and following such a visit are equally as critical as that of the facility itself (Mitchell & Orwig, 2002). The Welsh Government, through its national tourism management arm, Visit Wales, acknowledged this in 2019 and included it as part of its national tourism strategy going forward (figure 2.6.1 on next page). 


[image: ]Figure 2.6.1 – Priorities for the Visitor Economy (Welsh Government, 2019)

[bookmark: _Toc160624586]3.0	CASE STUDY - PENDERYN
The Welsh Whisky Company Limited (better known as, and from here-on-in referred to as ‘Penderyn’) is a producer of premium and super-premium Single Malt Welsh Whisky, headquartered in the village of Penderyn, in South Wales, but with four manufacturing/processing sites across North Wales (Lloyd St, Llandudno Distillery) and South Wales (Brecon Beacons Distillery, Swansea Copperworks Distillery and Hirwaun Maturation Warehouse) and three commercial operations – ‘Visitor Centres’ (adjoined to Llandudno, Brecon Beacons and Swansea distilleries).  In addition to its primary business as a whisky producer, bottler and seller, the company also processes (but does not directly manufacture) a range of gins, vodka, a cream liqueur, and produces two rums under licence.
The company was founded in 1999, and at this point was the first distillery in Wales for around 100 years. Penderyn is one of the very few independently owned distilleries within the UK, with the majority being under the arms of global beverage producers such as Diago, Beam Suntory, Brown Forman Corporation, Pernod Ricard or Inver House, amongst others. Penderyn is owned by around 60 shareholders, with the major shareholder being an individual who owns circa 65% of the company. Whilst there are strategic benefits to being an independently-owned distillery (such as a greater licence to be creative with regards to product portfolios and new releases) Penderyn does not have anywhere close to the budgetary input (particularly in terms of marketing) that, for example, a Diageo distillery does, and equally would not benefit from the same level of attention or focus from their distribution partners.
As a fledging producer in the South Wales valleys during the early 2000s – including the noted economic recession in 2008 – Penderyn’s breakeven point came over a decade after its inception, n 2012. Contributing to this was a unique quirk experienced in very few industries – whisky is not legally whisky until it has spent over 3 years maturing in a wooden cask; in reality, whisky, particularly single malt, is rarely of a high quality or flavour/aroma characteristic to be on sale as a premium product until it has matured for 6 years or more. Therefore, for the first 4-5 years of operation, Penderyn suffered all the (very high) costs of laying down spirit for maturation, but none of the return via whisky sales. In order assist with bringing in cash (and building a brand ready to welcome Penderyn Single Malt Welsh Whisky with open arms once it was ready for bottling) the company released a gin, vodka and a cream liqueur as part of its spirit range. 
Whilst in 1999, Penderyn was the only operational distillery in Wales, by 2012 several other, smaller producers had sprung up across the country, albeit with the majority producing in token volumes. Penderyn had built a prestigious name for itself across the world by this time, and with the advent of the ‘World Whisky’ category firmly in place, it was critical that the image, not only of Penderyn, but of Welsh Whisky, was protected if it were to remain eminent. As a result, work began to enshrine in law a defined status for Single Malt Welsh Whisky, giving it the protection afforded to, amongst others, Gower Salt Marsh Lamb, Melton Mowbray Pork Pies and – perhaps most relevant – Scotch Whisky. This geographic indicator was awarded in mid-2023, ensuring that any product labelled as Single Malt Welsh Whisky met clearly defined and tightly verified sourcing and production regulations. Whilst a major driver for achieving this protected status was in ensuring a high-quality standard for beverages sharing the category with Penderyn, equally as valuable was in its use as a marketing tool.

[bookmark: _Toc160624587]3.1	PENDERYN BRAND GROWTH STRATEGY: PRE-2008
In the years predating its initial visitor centre (at the Brecon Beacons site) Penderyn faced two main challenges; first, to raise cash to ensure not only the continuity of day-to-day operations but also the ongoing survival of the business, by way of sufficient product sales. The secondary challenge was to drive awareness of the brand and its products to ensure that sales followed. As the first commercial whisky distillery in Wales for a century, it was critical that Penderyn was perceived, and accepted, as a serious producer of single malt whisky if the business was to be sustainable. Then, the early brand growth strategy was two-pronged; the release of the gin, vodka and cream liqueur lines to develop a brand following and raise immediate cash, alongside an intensive, blanket-style marketing campaign to make the Penderyn name known. The early executive team ploughed significant amounts of money into local and regional radio and television advertising, utilising well-known Welsh household names such as Sian Lloyd and Rob Brydon. Additionally, the sales team would attend every possible showcasing opportunity, from trade shows to farmers markets. This was not a sustainable strategy – whilst it did allow for a certain level of reach to potential consumers it was incredibly cash intensive with radio campaigns costing in the thousands for minutes of promotion, and high wage and expense costs for staff members to stand at trade stalls; with a small team, losing several team members to weekend shows impacted greatly on other focuses during the working week. 
It is key to recognise that at this point, Penderyn was aiming to raise awareness of its bottled products only – there was no distillery to promote. The company was focussed on distributing product primarily in the UK, and small areas of Europe, namely Germany and France, with an ambition to extend to the USA as soon as stock volumes were sufficient to support a sales drive there, and marketing budgets were adequate to support. At this time, the Penderyn whisky range consisted of only one standard product (the Penderyn Madeira Finish expression), supported in a very ad-hoc manner by the release of limited editions or single cask expressions.

[bookmark: _Toc160624588]3.2	PENDERYN BRAND GROWTH STRATEGY: POST-2008
The brand growth strategy post-2008 was markedly different to that prior; from this point onwards, Penderyn not only had a full product range to market, but it also had a distillery to promote. The visitor centre had opened in March 2008, with the (then) Prince of Wales (Prince Charles) cutting the ribbon to much fanfare. The executive team at Penderyn had taken the stance that it was more lucrative, for the reasons detailed further in section 3.1, to bring potential consumers into Penderyn, rather than sending Penderyn out to search them out. The marketing budgets at Penderyn at that time were almost non-existent, and certainly would not have stretched anywhere near a decent approach in various countries across the world and so this strategy allowed for one very limited marketing budget to attempt the same coverage. Penderyn’s stance was, and remains, that every person that comes into one of their visitor centres should leave as an ambassador for the brand. Penderyn enacts this using an authentic brand story featuring its all-female distilling and blending team – a rarity in the industry and a definite USP – along with its Welsh identity and intimate tours, all leveraging into its home territory. This was, and still is, supported by the ongoing extension of the product range, which diversified into a ‘Gold’ range (signature, core range), a ‘Dragon’ range (entry-level) and then premium and super-premium single casks, small batches and limited editions. Building on this, then, was the inception of the Icons of Wales series in 2012 – a plan for 50 limited-edition bottling runs spanning the next 25 years, each celebrating significant moments or people within Welsh history or society. Those released to date (11) have become extremely collectible and have helped to cement Penderyn in the heart of consumers across Wales and further afield. The same is true for the distilleries Grand Slam special edition bottlings, with three since 2008.
Furthermore, with the installation of the first Penderyn visitor centre, the team opted to let radio and television advertising slide, due to cost and resource consumption, and chose instead a heavier focus on more organic marketing strategies, spurred on by the advent of social media – again allowing a more global reach (albeit, only as strong as the supporting marketing campaign) for a far lower capital outlay.
It was around 2008 that Penderyn reassessed itself and crystallised its brand image and what exactly Penderyn stood for – this was a pivotal point in the future of the brands perception; it allowed the company to determine which consumers/segments to target and how best to target them. After all, if a company cannot perceive its own brand clearly, consumers stand little chance. The company paired with prominent and strategic import and distribution partners in the USA, Germany, France and the Far East with the aim of establishing itself as a known name and driving sales in those regions – to date, these remain key catalyst export markets for the company.
The brand growth strategy was hampered somewhat in 2009 when, due to a UK recession and subsequent downturn in sales, the company had to suspend all distillation operations for a period of 9 months to preserve cash to ensure the survival of the business. Whilst the visitor centre remained open during this period, visitors understood the distillery was ‘cold’; additionally, all but the most strategic – and low cost – marketing functions were paused until normality resumed in early 2010.

[bookmark: _Toc160624589]3.3	THE IMPACT OF COVID-19 ON PENDERYN’S EXPERIENTIAL TOURISM MODEL
The global Covid-19 pandemic shook tourism in a way never seen before; for Penderyn’s Brecon Beacons Visitor Centre, the effects were multi-faceted:
· A drop in visitor numbers from 40,682 for the financial year ending 31st August 2019, to 28,033 for the following financial year, then again to 17,118 for the year ending 31st August 2021 (illustrated in table 3.3.1)
· An associated fall in total revenue for the site from just shy of £1.1 million (year ending 31st August 2019), to £656k (year ending 31st August 2020), although, interestingly, revenue increased slightly (approx. 7% increase) in the following year, despite the drop in visitors of around 39% for the same period (again, illustrated in table 3.3.1)
· A move (necessitated by the UK Government closure of all non-essential facilities) to offer virtual Masterclasses and tasting sessions online – this was a lucrative move in some ways as it created an effective revenue channel to temporarily take the place of the on-site experiences, whilst saving heavily on overheads such as lighting, heat, cleaning etc. associated with the physical events. However, whilst consumers were paying for these experiences, Penderyn missed out on a crucial aspect – the impulsive spend in the gift shop on the way out of the tours. Additionally, on the face of things, these virtual events also had a wider potential reach – consumers were no longer constrained by travel times, costs or infrastructure limitations and the team were able to connect with consumers across the UK who would perhaps ordinarily not have travelled to South Wales. However, just as Penderyn was able to reach a wider pool of whisky explorers, so were other distilleries. Overnight, Penderyn shifted from being the only working distillery within perhaps a 400-mile radius offering visitor experiences, to being one of hundreds doing the same thing – literally within a click of each other. The whisky tourism market became saturated overnight and so the Penderyn marketing team needed to make a stronger push than ever.
· The lack of face-to-face visits resulted in fewer opportunities for the Penderyn teams to use the Visitor Centres as research bases, resulting in a less intrinsic view of what consumers were looking for (arguably at a time when consumers had more time than ever before to explore their whisky preferences).
· Wales’ image as a tourism destination suffered significantly when the then-First Minister publicly made clear that visitors crossing the border from England were not wanted, and then imposed more stringent, and longer-lasting, restrictions than the UK Government did – this resultant sentiment held by visitors prevailed for a significant period following relaxation of the restrictions.
Prior to Covid-19, Penderyn had relied heavily upon word-of-mouth recommendations and leaflet distribution via other attractions; these were not viable options during the pandemic, and so, in order not to be forgotten, Penderyn needed to increase its marketing spend vastly to ensure suitable exposure.
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Figure 3.3.1 – Key headlines on Visitor Centre performance data
	Brecon Beacons Distillery

	Period
	Visitors Received
	% Variation YOY
	Admission Revenue
	Retail Revenue
	Total Revenue
	% Variation YOY
	Average Spend Per Individual

	September 1st 2018 - August 31st 2019
	40,682
	─
	£131,495.13
	£924,662.07
	£1,056,157.20
	─
	£25.96

	September 1st 2019 - August 31st 2020
	28,033
	-31%
	£94,271.56
	£562,451.48
	£656,723.04
	-38%
	£23.43

	September 1st 2020 - August 31st 2021
	17,118
	-39%
	£130,091.13
	£573,593.12
	£703,684.25
	7%
	£41.11

	September 1st 2021 - August 31st 2022
	25,223
	47%
	£187,502.01
	£792,519.45
	£980,021.46
	39%
	£38.85

	September 1st 2022 - August 31st 2023
	31,541
	25%
	£218,714.28
	£743,261.10
	£961,975.38
	-2%
	£30.50

	September 1st 2023 - August 31st 2024 PROJECTED
	40,000
	27%
	£300,000.00
	£870,000.00
	£1,170,000.00
	22%
	£29.25

	
	
	
	
	
	
	
	

	Llandudno Lloyd Street Distillery

	Period
	Visitors Received
	% Variation YOY
	Admission Revenue
	Retail Revenue
	Total Revenue
	% Variation YOY
	Average Spend Per Individual

	September 1st 2021 - August 31st 2022
	22,689
	─
	£83,085.14
	£522,652.02
	£605,737.16
	─
	£26.70

	September 1st 2022 - August 31st 2023
	28,456
	25%
	£61,602.28
	£582,169.60
	£643,771.88
	6%
	£22.62

	September 1st 2023 - August 31st 2024 PROJECTED
	40,000
	41%
	£90,000.00
	£790,000.00
	£880,000.00
	37%
	£22.00

	
	
	
	
	
	
	
	

	Swansea Copperworks Distillery

	Period
	Visitors Received
	% Variation YOY
	Admission Revenue
	Retail Revenue
	Total Revenue
	% Variation YOY
	Average Spend Per Individual

	September 1st 2022 - August 31st 2023
	3,740
	─
	£25,634.94
	£78,375.48
	£104,010.42
	─
	£27.81

	September 1st 2023 - August 31st 2024 PROJECTED
	40,000
	970%
	£350,000.00
	£850,000.00
	£1,200,000.00
	1,054%
	£30.00


 (The Welsh Whisky Company Limited, 2024)

[bookmark: _Toc160624590]3.4	THE OPERATING MODEL OF PENDERYN’S VISITOR CENTRES
The operating model of the Penderyn visitor centres is comprised of three main sectors, best defined as follows:
1. Commercial outlets – the facilities are retail spaces, operating as additional revenue streams for the main business and interrogated via standalone entries on the balance sheet and P&L. The primary function of the commercial centres is to make an operating profit.
2. Education facilities – the commercial centres offer distillery tours and Masterclasses; both are profit-making, but serve an additional purpose of educating visitors as to the product portfolio and the brand story.
3. Corporate hospitality venues – the centres provide a ‘showroom’ to which the Penderyn team can welcome current and potential clients, partners and VIPs, at no additional cost and where the brand narrative and image can be tightly maintained. Additionally, these spaces can be privately hired for external corporate or personal events, thereby directly contributing to the revenue stream.

[bookmark: _Toc160624591]3.5	THE COST OF PENDERYN’S VISITOR CENTRES
The Penderyn Brecon Beacons visitor centre cost circa £1.8 million to complete, with the project taking 18 months to fulfil and requiring a near total renovation of the office space at the distillery, along with a full recladding of the distillery to meet updated building regulations. This was supplemented in 2014 by a £2 million expansion project which ostensibly quadrupled production capacity within the distillery to allow Penderyn to meet ever-increasing sales demand but equally enhanced the visitor experience ten-fold by allowing visitors onto the production floor at Penderyn for the first time to experience the aromas, sights and sensations of a working distillery, with the aim of attracting more ‘whisky explorers’ than ever before (Davies, 2022). By comparison, then, the Llandudno Lloyd Street project as a whole totalled £5 million in 2021, with the Swansea Copperworks project requiring £6.5 million two years later. 
When assessing the Penderyn visitor centres as tools to drive brand growth, however, it is critical to consider not only the initial cost but also the ongoing costs to operate, maintain and improve them – as discussed in sections 4.1 and 6.0, all three visitor centres are financially self-sustaining, and, moreover, either currently profit-making or forecast to be so within the next 12 months.


[bookmark: _Toc160624592]4.0	CONTRIBUTION OF PENDERYN’S VISITOR CENTRES
[bookmark: _Toc160624593]4.1	FINANCIAL CONTRIBUTION 
The Penderyn Visitor Centres exist as micro-businesses and are, to a degree, self-funding (in terms of day-to-day operations, although larger scale projects or renovations will be financed in terms of the whole site budgets). The sites are accounted for by specific profit and loss accounting, and are also considered in terms of their contribution to the business. For the financial year ending August 2024, the 3 Visitor Centres are projected to attract a total combined revenue of £3.25m – approximately 7% of the total company turnover for the year (The Welsh Whisky Company Limited, 2024), demonstrating that the value of the experiential tourism model at Penderyn is almost as much its commercial input as any of the other factors. Arguably, the proportional contribution of the Visitor Centres to the profit base of the total business is greater than their contribution to its total turnover due to the Visitor Centres selling at preferential margins due to the direct-sales-to-customer model that the facilities permit.

[bookmark: _Toc160624594]4.2	CONTRIBUTION TO BRAND AWARENESS
The buildings and facilities comprising the Penderyn visitor centres have been awarded several nominations and accolades in their own right, notwithstanding the experiences that take place within them, including, amongst others, awards from Trip Advisor and the Royal Society of Architects and a nomination for the best venue within a listed or historic building for the Blue Badge Access Awards. The tour and Masterclass experiences themselves have attracted awards from Go North Wales, the Welsh Government and Visit Wales (all three sites hold Visit Wales VAQAS Gold Accolades). The associated publicity that comes with such successes can be far-reaching, and ensures further promotion via, for example, inclusion in the Visit Wales top attractions listings as a result of an accolade (figure 4.2.1), company-derived press releases highlighting achievements or through repetitive exposure to Trip Advisor website visitors due to website algorithms.
Figure 4.2.1 – Welsh Whisky’s Swansea Distillery Wows Tourist Board
[image: ] (The Welsh Whisky Company Limited, 2023)

The marketing team also ensure that each visitor centre is featured in strategic publications such as ‘What’s On’ or ‘What To Do In…’ guides, be it in print or online, to raise awareness of the attractions and encourage visitors to attend. In this way, the sites, and subsequently the Penderyn brands, are given a platform for awareness to a large and diverse pool of potential consumers. (Dedeoğlu, et al., 2020), referencing (Aaker, 1991), recognises that the higher the level of brand awareness, the more likely a consumer is to ‘recognize or recall that a brand is a member of a certain product category’ – thus, the greater awareness one has of the Penderyn brand, the more likely they are to actively seek out a bottle of Penderyn. (Hoyer & Brown, 1990), and (Kladou & Kehagias, 2014), support this theory, acknowledging that when faced with a range from which to select (in this case, which whisky to purchase), a consumer is more likely to show preference for the brand they are most readily able to recall.
A key factor in brand awareness for the Penderyn visitor sites is in their exposure to visitors from every corner of the world; if a visitor from China takes a tour at the distilleries, regardless of whether or not they purchase at that moment in time, then once back in China upon seeing a bottle of Penderyn they will more than likely experience some degree of brand recognition (and, it would be hoped, positive memories of their time at the visitor centre) and may be persuaded to take the next step on their Penderyn brand journey (e.g. sampling another expression).
The visitor centres see a large volume of repeat visitors – those who return time and time again with other family members, friends or on corporate hospitality trips. Additionally, the centres receive numerous enquiries to hold milestone birthday, or even wedding, celebrations at the facilities, which demonstrates that the brand awareness is strong and is creating a brand affinity to consumers.

[bookmark: _Toc160624595]4.3	CONTRIBUTION TO BRAND PERCEPTION 
The addition of the visitor centres at Penderyn was a game-changer for the company in terms of brand perception; for the first time ever, Penderyn could showcase its products in exactly the way it wanted, and needed, them to be seen to match the strategic brand image. The aesthetics, lighting, colours were all considered and added specifically to be on-brand and to compliment the products in the best way possible, and the team went to great lengths to ensure that the products were shown in a premium setting (figures 4.3.1 to 4.3.3).
Figure 4.3.1 – Product and experience showcasing at Penderyn Distillery Visitor Centres
(The Welsh Whisky Company Limited, 2023)[image: ]

Figure 4.3.2 – Product and experience showcasing at Penderyn Distillery Visitor Centres
(The Welsh Whisky Company Limited, 2023)[image: ]


Figure 4.3.3 – Product and experience showcasing at Penderyn Distillery Visitor Centres
(The Welsh Whisky Company Limited, 2023)[image: ]

The visitor experience teams can present the products in exactly the way they ‘should’ be presented, focussing on driving home key soundbites, with guides afforded the time to discuss each part of the production process in detail, and answering any questions that visitors might have – something impossible when the ‘brand home’ is a supermarket shelf. Visitors see the working distillery, meet the people behind the products and watch the work being done to create them…all the while absorbing the artisan nature of the brand which is exactly the image that Penderyn wants consumers to hold. Being able to welcome visitors onto tours and Masterclasses allows Penderyn to immerse them completely in the brand – experiencing the sights, sounds and aromas of the site – and sets the foundations for a strong and lasting brand affinity. In providing visitors with positive memories of their experience, they are likely to capture memories that will come to mind once again when the product is seen elsewhere, and so a repeat purchase is more likely, fostering brand loyalty, as recognised by (Baldauf, et al., 2003).
[bookmark: _Toc160624596]4.4	CONTRIBUTION AS RESEARCH BASES
By their nature, the Penderyn Visitor Centres offer a unique opportunity for the NPD and marketing teams to interact with consumers loyal to the brand, allowing them both the ability to gain insight into what trends these consumers are looking out for in terms of whisky products, and the chance to demo on these consumers in real time and observe the results first-hand. A prime example of this was around the brands Portwood whisky; in 2011, the distillery team was hearing more and more hype, particularly those from other World Whisky countries such as France, around whiskies matured for significant periods of time in Port wine casks. Armed with this knowledge, the maturation team increased the volume of spirit being laid down in Port casks, allowing for a very limited bottling run in 2014. These bottles were released as exclusives through only two channels – one being the Penderyn Visitor Centre, the other being carefully selected independent French spirit retailers (to gain feedback from their - at that time – largest export market). The fact that the product was only available in the UK by visiting Penderyn directly certainly helped to drive visitors to the site, and inevitably, they often made other purchases whilst they were on site, but crucially, the NPD and marketing teams were able to monitor the success of this expression, and interact with customers at point of sampling and sale to get their honest feedback – what did they think of the favour, the packaging, the price point? Ultimately the product was a resounding success, but the research allowed by the existence of the Visitor Centre in this case led to the Portwood expression being relaunched, at a higher ABV level, as part of the core Penderyn ‘Gold’ range a few years later, elevating it from a small side expression to one of the signatures of the brand.

















[bookmark: _Toc160624597]5.0	FINDINGS
[bookmark: _Toc160624598]5.1	DATA SET 1: PENDERYN BRAND POSITIONING – MARKET RESEARCH STUDY
The market research study commissioned by Penderyn is useful in that the data is qualitative; the data is nuanced with regards to subjective feelings and preferences in a way that is more difficult in the discrete numerical/performance data.
The foundation context, titled Whisky Drinkers Are Easily Able To Map Their Preferences (figure 5.1.1) demonstrates that in order for true, lasting brand awareness (as opposed to fleeting brand recognition) and thus a subsequent developing of brand loyalty, consumers need to be granted time to learn about the product, and the brand, on an intimate level. The comments raised in this part of the study reference ‘learning to like whisky’, ‘single malt whisky being more nuanced’ and a need to ‘understand region specific characteristics’ (The Big Picture (on behalf of Penderyn), 2023).
Figure 5.1.1 - Whisky drinkers are easily able to map their preferences
(The Big Picture (on behalf of Penderyn), 2023)
[image: ]
This section also references that consumers are ‘more open to different experiences with taste being a key driver of consideration and choice’ (The Big Picture (on behalf of Penderyn), 2023) – this is a critical point to understand as very few, if any, retailers will carry the full range of Penderyn products, often choosing to focus their offering on 2-3 from the range. Therefore, if a consumer is to find a product from the range that resonates with them, most likely in terms of flavour profile, this is most likely to happen at one of the dedicated Penderyn Visitor Centres, which carry not only the full core ranges, but also a selection of limited-edition expressions and small batches available exclusively at Penderyn stores. In addition, whilst at a standard retailer the customer shops only with their eyes, at a Penderyn Visitor Centre they can taste each product that they wish to, whilst receiving information, and subtle encouraging cues, about that product from a Penderyn expert, immersing them in the Penderyn experience. 
The foundation context also – in the subsection titled Realise The Relationship Between Provenance And Flavour (figure 5.1.2) – provides subjective data supporting the stance that the Penderyn Visitor Centres are intrinsic not only to brand awareness, but also to brand positioning and to defining a sense of place for the brand, creating and honing the brand image and thus contributing heavily to brand perception; in the same manner that terroir is inherent to a wine, so the Visitor Centres add a layer of authenticity to the brand provenance – a notion endorsed by (Baldauf, et al., 2003) in their statement that ‘the creation and sustainability of destination brand awareness are important because they provide optimistic information and create positive emotions that will likely increase the possibility of purchasing the brand’s offerings’. The statement ‘appreciate how region/locality forms an integral part of the spirit characteristics and distilleries’ identity’ (The Big Picture (on behalf of Penderyn), 2023) also returns to the overarching principle – that of familiarity with the brand which can only be achieved by prolonged, direct contact with representatives of it, and of having the time to learn, and be taught, about the deeper principles of that brand. Supporting this, then, the statement that ‘each brand has a completely different taste and you can find lots of different origins of Water, barley, even peat’ highlights that it is this level of drilled-down, insider knowledge that those whisky explorers are seeking, supported by later feedback such as ‘the Faraday still is interesting and unique, they should definitely talk about this technique. It makes me want to know more’, ‘unique distillation process is very important! - Not about the details of alcohol levels etc. - But do want to know what the payoff is…’ and ‘consumers want to know how this makes the whisky exceptional… - This has potential to help drive trial if clearly tied into the liquid properties’.
Figure 5.1.2 - Realise the relationship between provenance and flavour
(The Big Picture (on behalf of Penderyn), 2023)
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However, it is highlighted in the subsequent section – A Broad Range Of Understanding (figure 5.1.3) – that not all consumers seek out this in-depth experience; indeed, it is suggested that, particularly for a segment of the domestic market, they base their purchasing decisions on more traditional characteristics (in this case, age statements and the familiar brand names). A cross-reference of this data with the (also qualitative) Trip Advisor summary data demonstrates that when such consumers do attend the Penderyn Visitor Centres, they are often ‘converted’ with a range of positive comments alluding to consumers having only previously ever tried cheaper blends with mixers up until their visit. In this way, then, the correlation of these two data sources indicates that the Penderyn Visitor Centres are strong drivers for both brand awareness (through sampling for the first time) and for subsequent development into brand loyalty. 
Figure 5.1.3 - A broad range of understanding
(The Big Picture (on behalf of Penderyn), 2023)
[image: ]
The segment Whisky Explorers Are Excited And Intrigued By New Experiences (figure 5.1.4) reflects upon the emerging popularity of ‘world whiskies’ and the growing number of women who identify as whisky explorers, following those whisky-makers ‘helping to broaden mindsets and drive awareness of ‘new world’ quality’ just as Penderyn is doing, which ‘presents a strong opportunity for Penderyn given its genuinely different flavour profile and story’ (The Big Picture (on behalf of Penderyn), 2023). One of Penderyn’s USPs is, and always has been, its all-female technical team – by visiting the distilleries, consumers are able to mingle with this technical team on occasion, drawing on their expertise. Additionally, by showing so readily its products being produced by females, it helps to make those same products more accessible, and attractive to females – a point not to be understated in a market traditionally, and still predominantly, seen as one for men.






Figure 5.1.4 - Whisky explorers are excited and intrigued by new experiences
(The Big Picture (on behalf of Penderyn), 2023)
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One of the founding principles of the Penderyn executive team when developing the Visitor Centres was that each and every visitor should leave as a brand ambassador; there is no better way to summarise this than in the section Whisky Explorers Will Engage Others To Guide Discovery (figure 5.1.5). In this case, the ‘friendly expert’ referenced in the section as the original guide would be the Penderyn expert within the Visitor Centres, those staff members conducting the tours, tastings and Masterclasses; these are the ‘key introducers’ who ‘impart further knowledge and stories’, permitted by the ‘experiences (that) are further developed through distillery visits, tasting events/fairs etc.’ (The Big Picture (on behalf of Penderyn), 2023). This section also acknowledges the value of the Penderyn Visitor Centres in that they are designed to showcase the products in their very best manners – from strategic lighting showcasing the colour of the whisky, to the most elegant tasting glasses chosen for their ability to contain and build the whisky aromas, to the absence of any conflicting aromas which might detract from the quality of the whisky – the ‘impactful talking points that help frame discussions around the whisky’ (The Big Picture (on behalf of Penderyn), 2023). A key consideration is the statement that ‘the gatekeeper often leads choice’ (The Big Picture (on behalf of Penderyn), 2023) – that is, Penderyn can be strategic with the expressions that are offered to individuals, dependent upon whichever expressions it is looking to drive awareness and/or sales of, or even, if a customer was determined to be open to considering a high-value product, for example. The data within this section also suggests that the consumers who partake in the experiences at the Penderyn Visitor Centres will be hungry for more (‘a powerful “tell me more” mindset prevails…Whisky Explorers embrace and enjoy the fact that they don’t know everything’) (The Big Picture (on behalf of Penderyn), 2023) which makes the buildable experiences that Penderyn offers (in terms of its tours, Masterclasses and special events) more valuable and attractive to these explorers, and for whom such experiences will be more memorable – ‘I like that you’re discovering something, unearthing something, which is interesting. You have to unearth gold and find it, a treasure you go and find’ – this statement implies that the consumer sees the Penderyn they’ve discovered as a reward, suggesting that that have extremely positive associated memories and emotions with the brand, correlating with the wider observations of (Pike, 2007) and (Kotler, et al., 2013).
Figure 5.1.5 - Whisky explorers will engage others to guide discovery
(The Big Picture (on behalf of Penderyn), 2023)
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Critically, the foundation segment also recognises that the more aware and involved a consumer becomes with a whisky brand, the more it ‘provides (them) the opportunity to give better/more informed gifts’ (The Big Picture (on behalf of Penderyn), 2023) – in this way, then, the data strongly supports the notion that the positive experiences a consumer takes from the Visitor Centres will promote brand recall and subsequent brand preference when selecting gifts, building on the concepts of involvement theory discussed by, amongst others, (Heller & Kelly, 2015). Likewise, the same data determines that, when a consumer is purchasing whisky as a gift, ‘it’s important to be super-clear on… - What it is that makes a whisky special, particularly characteristics/profile…Offer something to ‘buy into’, like representing Wales and/or being a new region’ – the Penderyn Visitor Centres hit this objective every time; the entire brand story of Penderyn is centred around what makes that product special and unique, from the unique Faraday stills to the synergy with Welsh gold, and, again, the ‘terroir’, or ‘Welshness’ of the products is a cornerstone of the brand.
Further on in this study, the data indicates that ‘very few had experienced the (Welsh) whisky before, but those who had felt positively’ (The Big Picture (on behalf of Penderyn), 2023) – i.e. that the biggest hurdle on the way to brand awareness, and then brand loyalty, for Penderyn was in actually getting consumers to take notice of it in the first place. Whilst this supports the work of the Penderyn Visitor Centres in that they provide spaces for strangers to the brand to try for the first time, and to absorb the on-brand information to set them on their way, it does highlight a limitation to the facilities; those who are not whisky drinkers, or those who have an unshakeable opinion on what whisky should be (i.e. Scotch) are unlikely to visit. It must be acknowledged, then, that the value of the Visitors Centres is somewhat limited to those consumers (or potential consumers) who have actively chosen to visit in the first place, and so whom are most likely to be already impressionable to Penderyn.
Finally, later feedback suggests that there is a value to Penderyn in having Visitor Centres in that they help to cement its position as the prominent brand in the emerging ‘Welsh Whisky’ category – there is a ‘potential to use this to take ownership of Welshness’, that is to say, by having these facilities, and the teams within them to deliver the on-brand Penderyn message in a fully immersive way, right at the start of the Welsh Whisky movement, Penderyn is getting to set the stage for how it wants Welsh Whisky to be portrayed and perceived – to suit its own strategy… ‘there’s scope for Penderyn to be synonymous with Welsh whisky’ (The Big Picture (on behalf of Penderyn), 2023). This is incredibly powerful, and Penderyn recognises this and the impact on driving the brand forward in the coming years as more Welsh whisky distilleries begin appearing.
The ‘positioning framework – customer viewpoint’ (figure 5.1.6) clearly outlines those key messages that are critical to pass on to consumers to build brand awareness and subsequent affinity – but clearly these messages are too long-winded to portray on supermarket shelves or bar shelves, so the only strong, focussed way in which to convey these messages is in direct, prolonged, face to face contact with consumers – afforded primarily by the Visitor Centre experience.
Figure 5.1.6 – Positioning framework – customer viewpoint
(The Big Picture (on behalf of Penderyn), 2023)
[image: ]

[bookmark: _Toc160624599]5.2	DATA SET 2: PENDERYN CUSTOMER EXPERIENCE SURVEYS
For the period considered (October through to December, inclusive, 2023), Penderyn achieved an NPS (Net Promoter Score – an indication of how satisfied a customer was with an experience or service, and thus how likely they are to recommend the provider to others, thereby essentially giving an insight into their loyalty to the brand) of 98%, against a sector average (Wales) of 33%, (figure 5.2.1) demonstrating that almost every visitor attending one of the centres experiences the positive emotions discussed by (Pike, 2007) and (Kotler, et al., 2013), and that these visitors are ‘promoters’, i.e. will then promote brand awareness – thus achieving Penderyn’s aim that every visitor should leave as a brand ambassador.
Figure 5.2.1 – Net promoter scores (Insight6, 2024)
[image: ]
A significant number – 67.5% - of responses to this survey specifically referenced the depth of knowledge or technical insight shared with them as being one of the reasons for their scores (verified through linked keywords to account for individual variability in descriptions), correlating the findings of the market research study discussed in section 5.1, and reinforcing the positive impact upon brand perception (data illustrated in figure 5.2.2).


Figure 5.2.2 – Linked keywords used in qualitative feedback & attributing of experience outcome/quality to individual staff member (names redacted to maintain anonymity)
(Insight6, 2024)
	Location
	Comment

	Brecon
	Great tour! Very informative and our guide was super nice.

	Llandudno
	NAME REDACTED was absolutely amazing, she explained things so well

	Swansea
	I enjoyed learning about the history of the site and tasting at the end of the tour.

	Swansea
	The venue is amazing and the story of the history is super interesting.

	Swansea
	She was super knowledgeable about everything. I am embarrassed to say that I have forgotten her name but I’m sure you’ll know who she is!

	Brecon
	NAME REDACTED did a fantastic tour just for the two of us. She answer all our questions and my husband had some annoying ones as he loves his scotch. Fascinating to taste the spirit straight from the stills. Felt really relaxed and friendly in the bar in the end. Only adjustment, the info in the little museum was 10 years out of date, thankfully NAME REDACTED knew all the updated history.

	Llandudno
	Very informative and opportunity to taste after was brilliant.

	Brecon
	NAME REDACTED was very knowledgeable and lots of fun, absolutely made the tour what it was. We would definitely come back.

	Brecon
	The whisky made me forget the name but he was Scottish! Informative, helpful, friendly, and happy to answer questions and share knowledge (and very knowledgeable!)

	Llandudno
	Excellent tour guide & atmosphere

	Brecon
	NAME REDACTED was an absolutely wonderful tour guide! She was very informative, fun, and knowledgeable. Thank you!

	Llandudno
	NAME REDACTED gave a very informative interesting tour

	Brecon
	NAME REDACTED has been brilliant, never drunk whisky before but definitely been converted now

	Swansea
	Very knowledgeable, answered all questions reliably, thank you!

	Brecon
	NAME REDACTED was obviously passionate about the distillery and sharing her knowledge. I have hearing difficulties and often struggle to hear people clearly. NAME REDACTED spoke so well that I didn’t miss a word, even with background noise.

	Llandudno
	The experience was very informative. Our guide was NAME REDACTED, she was very knowledgeable and friendly. We loved the tasting at the end of the tour.

	Llandudno
	Very informative and great knowledge

	
	Very informative and friendly.

	Brecon
	NAME REDACTED was lovely, knowledgeable and really fun. Thoroughly enjoyed our tour!

	Brecon
	Enjoyed the tour, Great whisky.

	Brecon
	Good information, made it fun and informative

	Brecon
	NAME REDACTED was wonderful. Knowledgeable and funny

	Brecon
	NAME REDACTED was brilliant! Knowledgeable, warm and funny. Couldn’t have asked for a better guide

	Brecon
	Great tour guide who provided a lot great information

	Brecon
	Excellent tour guide really chatty and helpful

	Brecon
	Excellent tour guide, really chatty and helpful

	Llandudno
	NAME REDACTED was a great tour guide - very knowledgeable and enthusiastic bringing the whisky to life. We learnt a great deal and had fun too! Thanks NAME REDACTED

	Brecon
	NAME REDACTED was fantastic very knowledgeable, friendly! Definitely would like to re book back in for the master class!

	Brecon
	Can't remember the ladies name but she was lovely. Really passionate about the whiskey and knowledgeable about the process. Shared a few laughs. All round lovely experience

	Brecon
	NAME REDACTED was very knowledgeable and incredibly entertaining. She managed the group with ease and was very engaging

	Brecon
	Terrifically entertaining and informative. How whiskey is made is only so interesting, honestly, but the tour guide added zest and charm to make the time fly by.

	Brecon
	Excellent tour, really informative

	Brecon
	Interesting nuggets of the history and the knowledge of the distillery. Engaging, super friendly guide (NAME REDACTED)

	Brecon
	Very relaxed and enjoyable experience NAME REDACTED made it informative but entertaining.

	Brecon
	Detailed explanation about each type of whisky. Forgot her name but I took a tour from 3pm on 24th November.

	Brecon
	NAME REDACTED who was very clear , warm and friendly

	Brecon
	For the size of the area, NAME REDACTED gave an incredibly great tour explaining each process, the equipment, its task and the output at each stage. It was refreshing to have such a knowledgeable insight into the whole process. It was also fantastic to have open and honest explanations that the blending, bottling and distribution happened from other sites not open to the tour. We would recommend the tour to friends and relatives. Our daughter and her boyfriend have done Scottish distilleries, and would really enjoy your site along with the wonderful drivers’ roads in the Breacon Beacons.

	Brecon
	Very informative and well presented by NAME REDACTED very friendly with exceptional knowledge

	Brecon
	Fantastic knowledge and hosting skills are second to none, NAME REDACTED was amazing and is a treasure for Penderyn

	Brecon
	NAME REDACTED was very informative and friendly

	Brecon
	Superb guide. Entertaining and informative

	Brecon
	Great experience

	Brecon
	Excellent experience

	Llandudno
	Very informative and a great experience for anyone who likes whiskey. The team member who took the master class made the day.

	Llandudno
	NAME REDACTED was so well informed, funny and charming. I learned so much and had a wonderful tour, thank you!

	Brecon
	An excellent tour conducted by a lovely tour guide named NAME REDACTED

	Brecon
	NAME REDACTED was very informative.

	Llandudno
	Very informative. NAME REDACTED was very knowledgeable and answered all of our questions. She explained the whole process thoroughly and was very welcoming. Great tour would definitely recommend.



Of the surveys completed, 62.5% responses referenced a team member by name (figure 5.2.2), again supporting the findings of the market research study (section 5.1) and sustaining the findings that a personal experience assists strengthens brand recall and brand loyalty, a point covered by (Perloff, 2020).

[bookmark: _Toc160624600]5.3	DATA SET 3: PENDERYN VISITOR ACTIVITY DATA
As discussed in section 1.5, financial data relating to the years impacted wholly or partially by the Covid-19 pandemic will be discounted for the purposes of this study due to domestic and global restrictions.
It is acknowledged that the 2022-2023 data for the Brecon Beacons Visitor Centre illustrates that visitor activity at the site has not yet returned to pre-pandemic levels, a notion observed by Visit Wales Tourism Study Data (figures 5.3.1 and 5.3.2) updated in mid-2023. However, the data shown in table 3.3.1 previously demonstrates a critical aspect of the value of experiential tourism to Penderyn’s brand growth; with over 63,000 visitors welcomed in the year to August 31st 2023 alone, and over 100,000 projected to attend across the three sites in the year to end of August 2024, the Visitor Centres are key facilities for exposure to potential consumers. An average consumer trade show would attract around 800 face to face interactions for Penderyn – with around 50 of these shows attended each year, their potential reach is around 40,000 consumers. Where else could Penderyn possibly have a captive audience of 60 – 100,000 visitors, predisposed to learning about Penderyn (having actively chosen to attend one of the Visitor Centres)? Due to financial commitment required, resourcing levels, logistics, varying regulatory restrictions varying from country to country, to replicate this outside of the Visitor Centres is virtually impossible.
Figure 5.3.1 – International inbound visits and spend to Wales (Welsh Government, 2023)[image: ]

Figure 5.3.2 – International inbound visits and spend to Wales (Welsh Government, 2023)
[image: ]
Additionally, the revenue raised across the three sites for the year ending August 2023 was just over £1.7 million against an overall company turnover of £23 million (Davies, 2023), contributing 7% of the total turnover. However, whilst at first glance this input appears minor, it is hugely strategic for two key reasons:
1. The Visitor Centres are operated entirely by Penderyn; sales via multiples such as Tesco, or importers and distributors may contribute a greater revenue to the total turnover than these Visitor Centres, but these relationships are not guaranteed; supermarkets can delist products if their offerings become too saturated with one style of product, for example, ceasing this contribution. However, the Penderyn retail outlets will continue to stock and promote Penderyn products for as long as they are in existence – in this way, they are guaranteed outlets.
2. Multiples such as the supermarkets, along with importers etc. are critical for Penderyn in that they offer widespread and high-volume distribution, however, the Visitor Centres facilitate Penderyn selling direct to customer, resulting in them contributing the highest profit margin of any retailer.
Again, discounting Covid-19 impacts, the significant increase in Average Spend Per Individual (at 17%, or approx. £5 per individual) for the year up to end of August 2023 (figure 3.3.1) is a strong indicator that visitors are purchasing more freely and a higher value level than they were pre-pandemic, underlining an improved brand awareness and a greater degree of curiosity in other dimensions of the brand (such as limited releases and Visitor Centre exclusives). This can be translated, then, into a greater level of brand involvement – suggesting an increase in brand loyalty.
Table 5.3.3 is critical for demonstrating the value of experiential tourism to brand loyalty at Penderyn; of the approx. 47,889 bookings made via the Penderyn’s online booking system since the beginning of 2017 (not all visitors will register with the online system, and some will make bookings by phone/in person and so their bookings would not be included in this number):
· 33,130 (69.18%) are booking a visit for the first time
· 3,890 (8.12%) have booked once before
· 1,514 (3.16%) have booked between 2 and 8 times prior
· 9,354 (19.53%) have booked 10 or more times prior
Figure 5.3.3 – Returning customer data (Penderyn Checkfront CMS, 2023)
	# Prior Bookings
	# Individuals

	0
	33,131
	69.18%

	1
	3,890
	8.12%

	2
	780
	3.16%

	3
	300
	

	4
	145
	

	5
	114
	

	6
	49
	

	7
	72
	

	8
	54
	

	9+
	9,354
	19.53%

	Total Bookings
	47889



N.B – these figures relate to bookings only, regardless of the number of individuals contained within each booking.
These statistics illustrate very clearly the value of experiential tourism to Penderyn by way of brand loyalty, supporting the work of (Cobb-Walgren, et al., 1995), (Heller & Kelly, 2015) and (Hoyer & Brown, 1990); to have almost 31% of visitors returning, with a number of these coming back for the 10th time (or more) within the space of 6 years is substantial, particularly when the products and experiences offered by Penderyn sit firmly within the premium/luxury category. These returning visitors are powerful for Penderyn not only from a returning revenue point of view, but because these are the consumers that are highly likely to promote Penderyn so heavily in their own social groups.


[bookmark: _Toc160624601]6.0	CONCLUSION – THE VALUE OF EXPERIENTIAL TOURISM TO PENDERYN 
The data reviewed makes clear that experiential tourism has a clear and defined value to Penderyn within the facets of developing brand awareness, maximising the preferred brand perception and driving subsequent brand loyalty. 
However, the experiential tourism model does not influence these factors equally; for a consumer (or potential consumer) to actively choose to visit a Penderyn Visitor Centre, they must first become aware of them, and thereby the product (or brand) that they are linked to. In this way, then, consumers are more likely to be predisposed to visit in the first place, and so a level of brand awareness is likely pre-existing. Therefore, it would be apparent that there is a higher value to Penderyn in using its experiential model as a strategy to shape brand perception and initiating, and maintaining, brand loyalty, above its value to brand awareness. 
The opportunity to interact with customers on a continuous and direct level is a valuable one; whilst some of the data interrogated in this study was derived from a very in-depth market research study, the costs for such events are incredibly high, and are often prohibitive, regardless of how valuable their insight may be. Penderyn certainly could not justify (or even, afford) to run such studies annual, so to have such insights facilitated by experiential tourism makes it a powerful tool for brand growth.
(Chow, et al., 2017) and (Ehrenberg, et al., 1997) are clear that for brand awareness to be maintained, and thus make conditions optimal for brand loyalty to develop, there must be repeated positive and immersive efforts to absorb consumers into the brand story, particularly when considering a high-involvement brand such as Penderyn; this makes clear, then, supported by the data provided in both the market research study conducted on behalf of Penderyn, and the customer satisfaction surveys completed by visitors, that the personal interactions offered at Penderyn Visitor Centres are positive and effective tools for brand loyalty – a point proven so well by the level of returning visitors referenced in section 5.3.
Additionally, it must be acknowledged that the experiential tourism model at penderyn also provides a tangible contribution of 7% of the company’s overall turnover. Whilst this may appear a small proportion, when it is accepted that the company exports to over 50 countries, this input is not insignificant and, with preferential margins fully considered, makes a clear impact upon the company’s annual operating profit.
However, it must be recognised that the experiential tourism model is directly effective only within a specific geographic span, i.e. Wales. Therefore, its true value must be considered in the greater scheme of, and indeed, supported heavily by, the other pillars of brand growth at Penderyn which have a wider reach, recognised as:
· Experiential tourism via the Visitor Centres
· Consumer and trade show events (approx. 50 per year, domestic and global)
· Digital marketing and communication strategy
· PR engagement and management (consumer and trade)
· Promotional programmes and other ‘activations’ (domestic and global) e.g. free-with-purchase, discounts, subsidised discounts etc.
In summary, then, the experiential tourism model utilised by Penderyn is a positive tool for the development of its brand, albeit its power is more apparent in terms of promotion of its desired brand perception, and nurturing brand loyalty. It has an additional, tangible value as an additional revenue stream, supported by its preferential margins when compared to other carriers of the product and its stability as a guaranteed retailer of the brands products. Finally, a smaller advantage is recognised in the Visitor Centres being ‘brand homes’ for Penderyn, offering corporate hospitality facilities that allow Penderyn to conduct commercial business in an optimal environment to showcase its range.
[bookmark: _Toc160624602]6.1	RECOMMENDATIONS AND FUTURE STEPS
In light of the findings of this study, there are several key steps that could be taken to increase the effectiveness of the experiential tourism model at Penderyn with regards to brand awareness, perception and loyalty, and thus, brand growth. Most notably, these are outlined below:
1. Investigate further the potential for creating a virtual experiential tourism model at Penderyn; as acknowledged in section 1.4, the sites are limited in their reach to residents or visitors to relatively small geographic areas, but when visitors do attend the sites, their resultant brand loyalty and perception of the brand is increased significantly. A virtual offering would ensure a greater reach, not only geographically, but also from a social aspect; people who are less mobile, for example, or more constrained by cost could more readily join the experience and thus become a ‘brand ambassador’
2. Align with other luxury/premium food and drink producers offering experiential tourism to create a strategic group to share customers, develop best practice and build inter-brand awareness, modelled on the Scotch Whisky Trail; this would allow for greater brand awareness and synergy, with a customer base already primed to find the Penderyn experience attractive
3. Explore the opportunity to widen the experiential offerings on each site to include VIP/luxury experiences and build-on experiences i.e. to encourage those who have visited previously to return for another experience, which may be more in-depth or delivered via a different mechanism, with the aim of strengthening brand loyalty and increasing the return rate of visitors
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Foundation context ‘ ’
Whisky drinkers are easily able to map their preferences ==

Which demonstrates a good understanding across the broad whisky landscape

Scottish

Singlo Malt: Understand reglon-specific characterlstcs (age can be a factor)

Mostly blend: Jameson, Bushmills, Tullamors etc,
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Realise the relationship between
provenance and flavour

Driven naturally by food and drink culture
- Interest in regionality reflects inherent behaviour

On one hand.. ...On the other

Appreciate how region/locality forms

an integral part of the spirit
characteristics and distilleries’ identity

This all manifests in an openness to new whisky producing countries
and the experiences that they can deliver.

- Heard the broadest range of whiskies enjoyed: Scottish. Japanese, Irish, American,
French, Taiwanese, South Korean, other European...And Welsh

You can discover different types
of flavours - these are special
moments. Each brand has a
completely different taste and you
can find lots of different origins of
Water, barley, even peat
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Foundation context

A broad range of understanding

Attitudes span from very casual, to highly developed

- Some consumers, despite drinking quite a lot of ‘Scotch” don't
know much about it..

- ..Whilsk others have impressive levels of expertise

Some more “traditional’ viewpoints may be more
aligned with British consumers

There are multiple influencing factors across
the whisky landscape.
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A sense that the world of whisky is opening up

- Driven by Japanese whiskies which are helping to broaden mindsets and drive
awareness of ‘new world’ quality

Across markets, there’s a positive recognition that women are also
growing this cohort, which is also helping to break down convention
- Particularly the overt masculinity of traditional whiskies
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Originally led by a ‘friendly expert’ - family, friend or colleague

Bartenders/specialist retailers are key introducers

- All experts are valued to impart further know|

dge and stories
- Experiences are furth

developed through distillery visits, tasting events/fairs etc

Pack design can help them to take and pass on whisky stories

- Impactful talking points that help frame discussions around the whisky
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Penderyn is well-placed to take
ownership of Welsh whisky
Given the lack of spontaneous familiarity

with Wales as a whisky region, this is an
opportunity to drive the wole category

Therefore, there's scope for Penderyn to
be synonymous with Welsh whisky

To do so, the brand needs to be proud,
a leader, not an underdog

PENDERYN

NGLE MALT WELSH WHISK

MADEIRA FINISH

Welsh rooting builds a sense of
tradition without constraints

Celtic associations give permission for
Whisky production

But there’s scope to be different, which
opens the door for contemporaneity

Potential to use iconography and
imagery to subtly reinforce
‘Welshness’ without being too overt

Creating a sense of rarity builds
mystique and intrigue

Adds emotion & premium edge
Rewards the drinker for finding Penderyn

Unaware drinkers have been missing out
on a truly exceptional whisky experience

NB: Be mindful of pushing too far into an
overtly opulent and over-premium space
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Totals

IPS data revealed that in 2022 there were 686,000 visits to Wales from overseas
visitors, compared to 1,023,000 visits over the same period in 2019.

Despite no restrictions on international travel last year, overall visits to Wales
were 33% lower than pre-pandemic. Spend was also lower (-24%); Visitors to
Wales spent £391 million in 2022, down from £515 million in 2019.

Table 1a: Visits and spend from international visitors to
Wales in quarters 1 and 2 of 2022

Totals Quarter 1 Change since 2019 [%] Quarter2 Change since 2019 [%]
Visits 73,000 53% 184,000 -39%

Spend [£m] 45 7% 101 23%
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Table 3: Total visits and spend for international visitors

to Wales in 2022 by reason for vi

Reason for Total visits
visiting
Holiday
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Business
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VFR
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Other
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