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Speech: 
First slide – Coastal destination Strategy of Swansea 
Introduction: 
· Swansea is a coastal city and county located in South Wales.
· As the second-largest city in Wales, it plays a significant role in supporting the Welsh economy through tourism, commerce, and culture.
· The city is also renowned as the birthplace of the celebrated poet Dylan Thomas, adding literary and cultural value to its identity. 
What makes Swansea especially compelling as a destination is its variety of coastal 
which include the:
· Swansea Bay
· Gower
· Three Cliffs Bay
· Rhossili 
These coastal destinations already attract a significant number of visitors each year, however it could bring more international visitors to Swansea. 
The aim of this presentation is to evaluate Swansea’s current performance and propose a coastal destination strategy to attract more international visitors. 

SWOT Analysis
I have conducted a SWOT analysis for the current performance of Swansea. 
The strengths include:
· The destination has iconic coastline such as Gower
· It is Accessible from Cardiff and Bristol 
· It is a diverse destination as mentioned earlier, it blends the coast and the city together which helps to bring visitors
The weaknesses include:
· It has a low global brand awareness, meaning not many countries outside of EU may know about Swansea 
· It is also weather dependent 
Opportunities of the destination include:
Opportunities for Swansea include the growth of eco-tourism and slow tourism, which can be leveraged across areas such as Gower Peninsula and Swansea Bay to attract environmentally conscious visitors while promoting sustainable, longer-stay travel experiences. 
Digital marketing reach, meaning they can improve on their digital marketing it could reach the international visitors for the brand awareness.
Lastly are threats:
· The competition from Cornwall
· The climate and weather unpredictability 
· Overtourism could be a threat in the peak areas because it can be damaging for natural environments

The PEST analysis was also conducted to identify these factors for destination management
From a political perspective, government policies play an important role in shaping tourism development, particularly through support from Welsh Government. However, post-Brexit travel perceptions have created some uncertainty, particularly among European visitors, which may impact inbound tourism demand.
From an economic perspective, the current cost-of-living crisis and rising inflation are affecting travel behaviour, as tourists become more price-sensitive. Despite this, tourism remains a key contributor to the Welsh economy, reinforcing the importance of developing a strong and competitive destination strategy.
In terms of social factors, there is a clear shift in consumer behaviour. There is growing demand for authentic, nature-based experiences, alongside a rise in eco-conscious and sustainable travel. Additionally, tourism is increasingly linked to wellbeing and lifestyle, with visitors seeking coastal destinations that offer relaxation, outdoor activities, and escape.
Finally, from a technological perspective, digital platforms such as Booking.com and Airbnb now dominate how tourists search and book travel. At the same time, destinations are beginning to implement smart tourism technologies, including AI, to enhance the visitor experience and remain competitive.
Strategy justification 
Coastal tourism is central to the identity of Swansea, with its coastline acting as one of its most distinctive and valuable assets. This makes a coastal-focused strategy particularly relevant when aiming to attract international visitors.
However, as highlighted by Agarwal (2002), coastal destinations must continuously reinvent themselves to remain competitive. Traditional seaside tourism alone is no longer enough, and destinations need to evolve in response to changing market demands.
This is especially important as Swansea’s coastal offer aligns strongly with current global tourism trends. There is increasing demand for nature-based tourism, sustainable travel, and more experiential forms of tourism, where visitors are seeking authentic and immersive experiences rather than passive holidays.
Furthermore, Swansea can be understood through Butler’s Tourism Area Life Cycle model. At present, it can be positioned within the development stage, meaning it is experiencing growth but still has significant potential to expand its international appeal. However, without careful planning and sustainable management, there is a risk of stagnation in the future.
Therefore, a well-designed coastal destination strategy is essential to ensure Swansea can capitalise on these trends while maintaining long-term competitiveness and sustainability.
Core strategy
Building on the analysis, this strategy positions Swansea as a sustainable coastal experience destination aimed at attracting international visitors while ensuring long-term environmental and economic viability. 
For the product development, the focus is on expanding Swansea’s coastal offer beyond traditional tourism. This includes activities such as surfing, coasteering, and kayaking, alongside the development of coastal walking routes across Gower. These initiatives align with the growing demand for active and nature-based tourism, which has been identified as a key trend in contemporary tourism development. (UN Tourism, 2022) 
In addition, investment in eco-lodges and boutique coastal accommodation will help attract higher-value international visitors. It is important that these developments must be supported by sustainable management practices, including protecting the coastal ecosystem, introducing visitor caps in peak periods. This reflects the principles of sustainable tourism, ensuring a balance between environmental protection and economic growth. 
International marketing is a key component of the strategy. The target markets would include Germany and Netherlands, where there is a strong demand for outdoor and nature-based tourism, as well as the United States, where visitors are attracted by heritage and landscapes.
And to reach these markets, Swansea must adopt a digital-first approach, using social media storytelling, influencer marketing and targeted digital campaigns. Research highlights the growing importance of digital platforms in shaping tourist decision-making and destination choice. 
It is also important to address seasonality. Currently, tourism in Swansea is heavily concentrated in the summer months. To overcome this, the strategy proposes promoting autumn and winter coastal escapes, as well as wellness tourism focused on relaxation and nature. Events such as food festivals and coastal marathons, like are happening in Tenby. Which could help to drive year-round visitors. This links backs to the TALC model which highlights the importance of managing demand to avoid stagnation, as well as the role of events in supporting destination development. 
Slide 7
This strategy is underpinned by both sustainable tourism principles and experience economy theory, recognising that modern tourists are seeking immersive and memorable experiences rather than traditional services. (Pine and Gilmore, 1999) 
By combining product development, targeted marketing and sustainable management, Swansea can enhance its international appeal while ensuring long-term destination resilience. 
Case study – Cornwall 
First case study is Cornwall, which is widely recognised as one of the UK’s most successful coastal tourism destination. Its success is largely driven by a strong and consistent coastal brand, centred around surf culture, lifestyle and wellbeing.
Cornwall has effectively positioned itself as more than just a seaside location. It offers a wide range of coastal activities and experiences that appeals to both domestic and international visitors, which particularly includes surfing.
The destination has addressed the issue of seasonality issue of developing a year-round tourism. Which includes events, food tourism and wellness experiences such as spa retreats which helps to attract visitors outside of the traditional summer peak. 
2 case study 
The second case study is Wild Atlantic Way in Ireland, which provides equally successful example of coastal tourism strategy. It is a 2,500 km route developed to connect destinations along Ireland’s west coast into a single cohesive tourism experience.
A key strength of this strategy is its emphasis on local heritage, traditions and cultural identity. Rather than promoting isolated attractions. It creates a narrative that encourages visitors to explore the entire coastline. 
The introduction of ‘discovery points’ enhances visitor engagement by highlighting key locations and stories, helping to create a strong sense of place.
This approach aligns closely with experience economy theory, which suggests that tourists are increasingly seeking immersive and meaningful experiences rather than passive consumption 
Overall, the Wild Atlantic Way demonstrates the power of route-based tourism and storytelling in attracting international visitors

Slide 10
From these case studies, several important lessons can be applied to Swansea.
Firstly, there is a clear need to focus on experience economy principles. Both destinations show that success comes from offering immersive and memorable experiences, rather than simply relying on natural assets.
Secondly, Swansea should develop integrated coastal products. This means linking attractions, activities, and locations, particularly across the Gower Peninsula to create a more cohesive visitor experience.
Thirdly, strong branding and digital marketing are essential for increasing international visibility. Both Cornwall and the Wild Atlantic Way demonstrate how a clear identity, supported by effective promotion, can significantly enhance competitiveness.
Finally, sustainable management is critical. Protecting coastal environments ensures that tourism growth can be maintained in the long term without damaging the very assets that attract visitors.
KPI slide
To evaluate the effectiveness of this strategy, a range of key performance indicators will be used.
Firstly, visitor metrics will measure overall success in attracting international tourists. This includes increases in international arrivals, length of stay, and visitor spending.
Secondly, economic indicators will assess the wider impact of tourism. This includes growth in tourism’s contribution to the local economy and increased off-season income. Tourism generates broader economic effects across income, employment, and economic activity, making these measures essential.
Thirdly, seasonality will be monitored by tracking off-peak visitor numbers and event attendance, ensuring that demand is spread more evenly throughout the year.
In terms of sustainability, indicators such as environmental impact, visitor satisfaction with sustainability practices, and the use of green transport will be measured. This reflects the importance of managing tourism responsibly.
Finally, marketing effectiveness will be evaluated through website traffic from target markets, social media engagement, and online reviews, which are increasingly important in influencing travel decisions.
Overall, these KPIs ensure that success is measured not just in terms of growth, but also sustainability and long-term competitiveness.
Conclusion 
By leveraging its coastline strategically, Swansea can transition from a domestic seaside destination to an internationally recognised coastal tourism hub.









