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[bookmark: _Toc509782607]Executive Summary
Marketing is one of the most important management situations, and the most important concern is that everyone needs to understand that marketing is an approach and not just a concept. Wales needs to encourage tourists and travellers from abroad who commonly fly into Gatwick or Heathrow to visit London instead of travelling down to Swansea to experience the greatness that the city and The Gower has to offer. The issues in the country today have serious impacts on the present and the future of the tourism and events industry which causes economic decreases to the area. Many opportunities can be made to improve the beauty that Swansea has and the potential to become a well recognised city is achievable. The adrenaline seeking activity tourists look for the destinations that can provide new experiences, and are attracted to the scenery and rural areas that can give them relaxing and exciting bike trails to many water sport activities in the sea. 
Marketing teams must understand the objectives they set out to achieve when creating itinerary packages. One of the main points is to understand the customers and segments needs. It is extremely important to work through the marketing mix to make the idea of sale the most successful is can possibly be. Balancing out the product, price, place and promotion can bring the best out of a business venture. Research on segments and environment impacts internally and externally is the first step in creation of a genius idea before any of the planning begins. 










[bookmark: _Toc509782608]Destination & Product Description 
In the marketing industry fewer tourists are choosing the UK to spend their leisure time. In October 2017, overseas residents made 3.2 million visits to the UK and compared with the previous year in October this amount has decreased by 6%. Whereas UK residents in October 2017 made 6.3 million visits abroad, only decreasing by 2% in 2016. Having the UK residents making regular visits overseas and a smaller number of tourists visiting the UK, Wales as a country want to encourage an increase in tourists. During the peak month of August 2017 the UK residents (9,033 thousand) visited overseas and only (3,902 thousand) overseas residents visited the UK (see Graph – Appendix 1). Therefore the area of Swansea and the Gower has the potential and opportunity to increase tourists to visit the area in Wales. Swansea and the Gower have a range of thrilling sports and activities for the outgoing passionate, activity thrilling tourists. This product will take the natural beauty and scenery of the bay and bring a memorable experience for the customers taking on this action packed adventure. 
[bookmark: _Toc509782609]Situation Analysis 
Wales in 2016 has a mid-year estimated population of “3,113,200” (Ons.gov.uk). From the range of activities the itinerary will contain, the age could possibly range or attract ages from 12-40 year olds. In Swansea the population of 12-40 year olds is “93471”. (See Appendix 2). 
Swansea and The Gower have award winning beaches, it is one of the strengths of Swansea as a city and using the beauty of the beaches it captures many tourists to see its unique destination. This year Swansea hosts the famous Radio One Biggest Weekend in Singleton Park. Worldwide artists coming to Swansea will give Swansea the recognition to put them on the map. Swansea is in need of a unique selling point, a World class attraction or Event that can define Swansea. At the moment Swansea has good aspects but no unique offer. An opportunity to add a world class attraction would be a major stadium or venue to host large events which are usually held in larger cities such as Cardiff, Manchester and London. Also a gap in the market for Swansea and an opportunity to increase wet weather attractions would be an international ice skating arena. This would help us compete with our rivals Cardiff City as it is an activity establishment which could provide Swansea with hosting sports events and encourage more family fun during the winter months. The weather in Wales is a major threat to the tourism industry as many activity tourists like to visit Swansea for their magnificent outdoor attractions. Swansea does include indoor attractions but very few of them. The main indoor activity is the LC2 centre where they have a variety of different sporting activities going on, and the pool, slides and surf machine.   
The UK as a whole is about to experience political issues due to Brexit. If tourists coming from the EU are required to have visas, and the British are required to have visas to travel to Europe. This might create significant decrease to travel to and from the UK. European travellers would consider another European destination to travel to where they will not require a visa than travelling to the UK, where they will have more hassle and extra cost. Economically in 2014 the value of UK domestic tourism is higher in the South West and London. Also there is a higher domestic spend in Scotland than Wales, proving Wales isn’t generating as much income as these areas. “World Economic Forum’s 2015 study on international competitiveness shows that because of high travel related taxes the UK ranks 140th out of 141 countries in terms of price competitiveness” (Tourism Alliance 2016). 
For people in Wales activities are great for people to have a break from their normal routine, benefitting mental health and well-being in a positive way. It also encourages social interaction and the strengthening of family relationships. There are situations with mental health affecting people’s social interaction with activities in Wales. 25% claim their condition limits their day to day activities; this is impacting on their participation in leisure activities. The city of Swansea must take into consideration the small minority of people in encouraging people with illnesses to participate in leisure activities within Swansea (Wales talks about social tourism 2017). 
In the country today, technology is becoming a part of everyday life and is affecting the tourism industry on a large scale. Having information and reviews on the Swansea and Gower areas can have as much a negative impact as it does have a positive one. This is because companies and businesses are using technology and the internet to promote their products. However not all ages and tourists look online and they prefer to see leaflets and brochures. The extent of how the television marketing has increased is extremely expensive to promote products on television. In other cases, having the packages online and booking online has become a quick and easy method where tourists can purchase leisure activities at their fingertips. 
Most of visitors and tourists who visit Swansea believe that their main method of transport used to reach Swansea bay is their own private transport either car or van. A massive 83% of people who took part in this survey said they use private car transport. With the issue of petrol prices increasing and the increase of road users and road difficulty including traffic and crashes on the road. This could seriously affect the tourism within the Swansea area and this can lose income for the city. 
[bookmark: _Toc509782610]Analysis of Key Market Segment
Swansea has well established sport and outdoor activities and some world class sports. More branding needs to be made for sport products they have to offer. Activity tourists are attracted by the beautiful beaches and location that Swansea Bay and The Gower have. Over the last 20 years there has been an increased focus on healthier living; therefore activity tourism has been growing strongly and now with a wide range of activities, activity tourism is one of the largest in the tourism industry. 
Activity tourists are also known as adventure travellers, they tend to be around 25-55 years old; however there are many soft adventure travellers 55+. The activities which are known as more strenuous are usually appealed to by younger males but male and females take part in activity tourism. These segments are likely to be married and travel with their partner or friends and also travellers are educated with degrees. This implies that income for this type of tourist is higher than the average traveller; they may often come from a professional or managerial occupation. 
The type of destination that activity tourists look for is often chosen on the scenery. For example the physical features like rivers, lakes, beaches or the opportunity for new experiences. The activity tourists like places with a unique twist from others, to gain challenging experiences to gain memories that they can cherish. They are attracted to a destination with good facilities, and a variety of activities at an affordable cost. (Tourism Report 2001).   
[bookmark: _Toc509782611]Marketing Objectives 
From the results of a survey it was found that the majority of visitors to Swansea stay in Swansea for around 2 or 3 nights. This implies that visitors like to come for a weekend visit or long weekend stay. The itinerary in place is 4 nights which is close to the number of nights a visitor would normally stay in Swansea. This allows visitors to enjoy what Swansea has to offer in an action packed activity itinerary. The main decision of the public to attend Swansea is the coast/beaches and the scenery. It is the job of this product to increase the visitors to come to Swansea to take part in outdoor activities and attract the activity tourists. (Swansea visitor survey 2015). 
The aim of the marketing plan is to achieve AIDA, this means Attention by gaining the attention of the activity tourists followed by their Interest making sure the product is of interest for the segment and target market. Then alternating the product for suitability for the customers by their desire, and then finally taking action by the sales of the product for the specific customers. The objectives are identifying market opportunities, react to market trends, keeping up with competitors, targeting specific customers, meeting customer needs, attracting new customers, encouraging customer loyalty, getting it right every time and finally noting customer feedback for future product marketing. By doing these will provide the company with economic benefits to the company and city, also other products can give the company a good reputation and a good reputation for the Swansea and The Gower. 
[bookmark: _Toc509782612]Marketing Mix 
All product sales in the tourism industry must be looked at in depth before launching the product to the public. The factors that need to be considered are customer care, selling, influenced trends and attitudes, research, segmentation to appropriate areas, targeting, creating experiences and the marketing mix which should include all the 4 P’s – Product, Price, Place and Promotion. Each of these needs to be balanced to create the perfect launch of an idea or product, if just one isn’t taken into consideration it is likely for the idea to become a failure and not succeed in the market. 
Firstly the product, the accommodation in the Village was chosen as it is in a great location just a 5 minute drive from the city centre; with friendly staff and excellent facilities include a swimming pool, sauna and steam room. The opportunity to have an ice staking rink in Swansea was chosen due to a fantastic opportunity for an indoor adventure activity with a challenging edge. The foot golf in Swansea for the activity tourists is a competitive game to compete against others. Walking around the Bay is an activity that brings a large amount of the public to Swansea as the scenery is a view to be seen. Adventure tourists don’t mind a splash in the mud when it comes to quad biking, they are extreme sports which give a memorable experience for the visitors, followed by a fishery experience to enjoy and relax after an energetic morning on the quads. Preparing for a full day of activities down the Gower surfing and coasteering will provide the adventure travellers with an adrenaline day out. For the final activity, cycling is popular to take in the scenery and beauty of the country and areas of Swansea and the Gower. 
Additionally, 22% state they cannot afford a holiday away from home, so finding a package at a reasonable price is important for the people wanting to visit Swansea’s destination and purchase the activity package (Wales talks about social tourism 2017).  The price for all these magnificent activities costs £162 and the accommodation costs £197 for 4 nights. All together for the package per person costs £359. 
The place for the itinerary needs to include the correct facilities for the customer needs. Things that need to be considered when picking the Swansea location are, transport, environmental conditions, accommodation, parking, facilities, affordable food and beverage, and a place that has a unique offer that other competitors do not have. Swansea and The Gower is becoming a more known city and is determined to improve and gain a strong reputation. 
To promote the Itinerary to the public the methods to use will be social media, this is a method that is one of the most cost-efficient marketing strategies that will increase brand recognition and reach a wide range of consumers. TV advertising reaches a bigger audience than radio advertising, however the radio is a better way to pin point the close market to the area of the itinerary which will attract them to purchase this product. Leaflets and brochures in tour operator offices and online will be a good promotion technique however there is a limited amount of the public that go into travel or tour operator offices they usually go online instead. Finally one of the strongest promotions is customer relations and word of mouth; this could help with business investments in the product to promote this opportunity. 
[bookmark: _Toc509782613]Summary 
This report has analyzed opportunities in the market for new ideas, also understood the internal and external benefits and issues in the environment. By looking into the key segment and target market it was a method that could be used to produce an itinerary for the activity tourists. SWOT and PEST analysis was undertaken to fully in depth understand the marketing area. Overall, looking into Swansea and The Gower as a destination for this marketing plan made good analysis of what Swansea can offer activity tourists. 
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	Internal Research – SWOT Analysis

	Strengths 
	· Award winning beaches, with beauty to capture many. 
· Host city of Radio ones biggest music weekend 2018
· Exploring the adventure the Gower has to offer with fabulous activities such as surfing, paddle boarding, coasteering or many more thrilling activities. 
· Unique coast and rural scenery, whether you enjoy a relaxing walk or more of a cycle experience Swansea bay and the Gower can accommodate the perfect location.
· LC2 Leisure centre is a great indoor attraction for Swansea, including a day of family fun. 
· It has been mentioned that Mumbles Pier was the most talked about in a survey in 2012.  

	Weaknesses
	· Parking and traffic congestion is becoming an issue for Swansea in general. Limited areas for parking around Swansea Bay for the public and difficult access. 
· Many outsiders from Wales do not recognise Swansea as a well known city. To overcome this weakness, and put Swansea Bay on the map, more large scale events need to be hosted. 
· Cleanliness of streets

	Opportunities
	· Following on from making Swansea better known, a new featured opportunity could be a large stadium/concert venue to compete with local Cardiff’s Principality stadium and Motopoint arena. 
· Swansea is becoming a well developed city in Wales improving to be bigger and better. Having such a breathtaking glamour around the bay and Gower Swansea has the ability to hold more and more events. 
· A gap in the market for Swansea would be an Indoor International Ice Skate Arena. Cardiff is their close competition and Swansea aim to be as big and strong as the capital city. 

	Threats
	· Weather is seen as a major threat in Wales, this is causing more tourists to travel to hotter countries for summer activities. Swansea Bay and the Gower are affected by the recent climate changes in Wales. 
· Competition with other areas within Wales, for example the rural countryside of North Wales and the lack of attractions compared to Cardiff city.
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	External Research – PEST Analysis

	Political
	· Due to the recent decisions and brexit. It is causing more expense for tourists travelling to the UK. 
· Leaving EU is bringing in having visas for Europe to come to the UK. 

	Economic 
	· From the political issues, there are issues with the referendum vote, causing devaluation of the pound. It is expensive for tourists coming over to the UK. 
· Stakeholders that invest into Swansea can be a real strength to the area as their word of mouth would bring in economic success to the area. 

	Social
	· Mumbles in Swansea has new infrastructure, this will increase popularity and social activity in the area. 
· Swansea has a selection of cafes, bars and restaurants. 
· Also Wine Street in the centre is a very social attraction for over 18’s. Clubbing today is a wide attraction for the public and Swansea is a city to hold a good night out.  

	Technological 
	· Having most information on areas displayed online, Swansea websites and online itinerary booking is made easier for tourists. Also reviews can be found easily on places which can promote or have a negative effect on an area.  
· Having the ability to book leisure, travel activities and holidays from their smart phones is increasing the travel and tourism industry at an extreme rate. 
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	Activity Tourists (20 Visitors) – 4 Day Itinerary

	
	Wednesday 6th June 
	Thursday 7th June
	Friday 8th June
	Saturday 9th June
	Sunday 10th June

	Morning 
	Travelling
	Foot Golf in Mumbles. 
£10
	Quad Biking Pontardulais.
£40
	Surfing down Caswell Bay.
£40
	Final Cycle along the promenade to experience the views.  

	Lunchtime
	Arrivals
Check into The Village Hotel Swansea. 
£197pp 4 Nights. 
	Fish and Chips on the front, looking over the beach. 
	Refreshments and light snacks available at Quad Biking.
	Café for sandwiches and refreshments.
	Check out!

	Afternoon
	Opportunity in the market for Ice Skating arena in Swansea.
£7
	Walk and explore the scenery over into Bracelet Bay, Rotherslade Bay and Langland. 
	Fishary and Boat experience at Blue Thunder Swansea. 
£25
	Coasteering at The Gower Centre Rhossil. 
£40
	Travelling 

	Evening
	Evening Meal in The Bank Statement Wine Street.
	The Woodman’s for a Hearty Meal. 
	Evening swim in the spa at the hotel with food in the restaurant. 
	La Brassiere in Wine Street for food and a relaxing evening. 
	Travelling
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Figure 1: Overseas residents&#x27; visits to the UK and UK residents&#x27;
visits abroad
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