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The report will try and give recommendations on how the line and trail for the Heart of Wales line for the next stage of growth by end of 2022. It will be looking at possibilities that have not been explored by Transport of wales and Community railway group. Also look at many viable options to progress the rail and trail to make it a more attractive for local communities and tourism by working with local businesses and volunteers.
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This report will be looking at particular integration of transport modes for The Heart of Wales Line, also making strategic recommendations to politicians and transport planners as to what could be done by key stakeholders to further develop rail-based tourism to take advantage of this increased capacity. It will be looking at pest and swot analysis and will be comparing to Devon & Cornwall rail Partnership and also The West Highland Line, it will be comparing and contrasting with these other destination attractions whilst critically analysing what’s on offer by heart of Wales line and trail.
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[bookmark: _Toc26178856]Heart of Wales Line and Trail

The heart of wales line is run by Transport for Wales which is one of many key stakeholders and the line turned 150 years old back in 2018, running from Swansea to Shrewsbury. Alongside the line there is a walking trail that runs from Llanelli to Craven 141 miles according to heart of wales line (2019). The lines aim for the next 3 – 4 years is to expand the capacity of the trains from 64 seats to 120 seats with an extra service taking it from 4 trains each way to 5 each way every day according to heart of Wales (2019). With the heart of Wales line there is a trail which exists because of Prof Les Lumsden according to Community railway group (2019). Being a rambler enthusiast Lumsden was very eager to work with the heart of Wales Line and together created the trail. The trail is run and encouraged by the community railway group who are one of many stakeholders with the line. 
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[bookmark: _Toc26178858]Volunteers

There are many stakeholders in the project of the Line and Trail, these include volunteers who run and maintain the train stations. According to G. Kuhn. Et al (2002) explain one of many reasons people volunteer is because of interest, feel valued and enjoy interpersonal relationships. You can see this when visiting Llandovery train station which is run by volunteers who value the line and its importance to the community and have a sense of value that link them to the line and the relationships they gain by giving their time to volunteer, in theory they are the heart of the line that keeps it going. They also give a voice for the local communities that surround the line and trail without them it cannot simply survive.

[bookmark: _Toc26178859]Government & Council

Another key stakeholder is government and council which is also one of the key  suppliers in Porters five Forces which is in the appendices 1.1 and pest analysis in 1.5, one of many reasons are because of the funding and accreditation the government give to the line and trail which according to transport for wales (2019) which says that the line has seen community railway partnership gain accreditation from both government and transport for Wales, which in turn will see more funding from ACORP and will have a louder voice for possible investment.  With government they can help the line with marketing the rail and line by using visit Wales which in turn will have a positive benefit for adding numbers to the future plans of transport for wales trains with doubling seating in 2022. This also relates back to the five forces in appendices 1.1 where government is assisting instead of providing to competitors. 
[bookmark: _Toc26178860]Tourism
Linking government with the line and trail, visit Wales who is owned by the government this will provide more tourists to the line and trail. The best market to target would be Adventure tourism, scenic explorers and cultural explorers. Also, there is a market in Europe with Germany and Netherlands as they are very active type of tourist according to owner of the caravan site in Llandovery (2019).  When you look at Wales tourism strategy 2013- 2020, according to gov. Wales (2013) it promotes:
· Develop tourism activity and specialist markets.
· Work to extend the tourism season and associated benefits.
· Identify funding opportunities to improve the visitor infrastructure and product in Wales.

[bookmark: _Hlk25828082]  All of the points made above from 2013 until 2020 show that the possible chance of making this a viable option for the tourism niche market that the line and trial are trying to attract. Looking at statswales (2017) in appendices 1.2 it shows that percentages of tourists that stay for one night or more. With help from this the line and trail could easily be full and fill the seats needed to make it a success. figures could rise, such as the figures for the Devon & Cornwall rail partnership since figures came out in 2001. When looking at the figures from 2001 which is in the appendices 1.3 even with the lowest figure of 49% according to dcrp.org.uk (2019) that is still an impressive growth for a train line. There are no figures provided by the heart of wales line to compare. When looking at five forces appendices 1.1 under suppliers it shows product differences and brand identification issues according to F.M. Morhart. Et al (2009) “brand identification can generate resistance to change”. One of the main issues with the line is whilst being 150 years old, it should be defined as a heritage line.  links between Llandrindod wells and the line defined by heritage. Most stops on the line are based on culture and heritage, this is one of the niche markets it should be targeting. Heritage and culture, it is defined by sense of place and belonging which links to the word Topophilia which according to Collins English Dictionary (2014) “the love of or emotional connections with place or physical environment”. This links to the passion and emotional connection that the volunteers have for both line and trail, but its due to the tangible and intangible of the environment they live in, in turn brings in a representation associated to the village or town. 

[bookmark: _Toc26178861]Llandrindod Wells – Links

[bookmark: _Hlk25847375] Looking at Llandrindod wells that has an abundance of hotels and a central location in Wales which makes the town an ideal tourist destination for mid Wales and surrounding area according to travelaboutbritain (2019). By looking at five forces appendices 1.1 this is could be considered as threat of new entrance. on the other hand, it’s an opportunity to develop and establish the trail and line as its targeting a richer clientele. By looking at appendices 1.4 heritage walk map of Llandrindod it takes tourists around of many important and heritage sites there are in town, which can be linked up with the trail which can become more enticing to the current visitors to both parties.  With the line and trail they can create a downloadable app for a brochure and an audio guide that links to different destinations on the line such as llandrindod. According to museumsandheritage (2018) audio guides are one of the most powerful ways of getting visitors attention and engaging them in to the experience.  This Links to technology which is also one of the key five forces on appendices 1.1 which is going to spoke about next.
[bookmark: _Toc26178862]Technology 
Technology is part of a pest analysis in appendices 1.5 and five forces in 1.1, would attract tourists in ways of planning an itinerary by an app. It would search their location and bring suggestions on what is available in the surroundings, such as heritage trail and the line trail being compatible. Looking at a case in Italy where a group of engineers in 2012 according to S. BARILE. (2017), designed an app called Explorer, and that “Tourist tours” describes a tourist route in the city, organized according to the time/weather of the day. This would be a benefit for tourists and can plan new and better designed routes for the line and where people can visit as such places as Llandovery castle, llandrindod wells and Shrewsbury.  
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Benchmarking according to Julien, F. W. (1993) “is the continuous process of comparing and measuring an organization's business processes against those of business leaders anywhere in the world. The objective is to identify and understand best practices”. Realistically the line and trail should be looking benchmarking, their benchmark is the highland train line and the Devon & Cornwall railway partnership. 
[bookmark: _Toc26178864]Highland railway    

By looking at the highland railway they engage more with the communities such as local businesses and volunteers, one issue that the heart of wales had was engaging with local businesses by creating food hampers which you can eat whilst looking at the scenery and is filled with local produce that surrounds the line according to Scotrail (2019). The rail also has finding like the heart of wales but is still benefiting according to highlandmainlinecrp (2019) “The Government provided financial support to the Association of Community Rail Partnership (ACoRP) to progress the pilot scheme. This shows that the government are still satisfied abut the work being done to keep the project alive and how its effecting communities.
[bookmark: _Toc26178865]Devon & Cornwall

[bookmark: _Hlk26173392]Devon and & Cornwall success follows up with opening the line up to more rural but also holiday destinations which makes it more viable for the locals and its communities. They work with restaurants, shops, accommodation and other local businesses that benefit the line but also the community according to dcrp.org.uk (2019). They also work with students to give back to the community through projects like the time travelling train project according to dcrp.org.uk (2019). They also have a project called Friends of the Station groups where they support volunteer groups to transform local train stations According to dcrp.org.uk (2019).
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[bookmark: _Toc26178867] Recommendations 

There are several recommendations that can help the heart of Wales line such as creating an app that can help them plan day visits or over night stays and plan an itinerary which is in the technology section. 
[bookmark: _Hlk26174361] Also they need to engage with the community more, comparing it with the two benchmarked companies it also needs with local education such as schools or universities such as Llandovery college, Gov.uk (2019)  explains “that successful colleges respond to the needs of their local economies, rather than targets set by central authorities”, this shows that education is important and vital not only for college but the economic impact it has on the local area as working together with a company such as the heart of wales brings in more skills.

[bookmark: _Hlk26175387]Another recommendation would be Expanding the line looking at appendices 1.3 it shows the length of line and the figures on how its grown since 2001 according to dcrp (2019). Growth is important to any company, according to nibusinessinfo.co.uk (2019) explains why growth is important:
  
· take advantage of new opportunities
· expand your products or services
· attract more customers
· increase sales
· employ more staff

it’s important for the growth of the line where it could expand to Carmarthen for example, there is a line already links to Llanelli and can open a wider audience for more people on seats while also keeping the line as a heart of wales line Carmarthen is a hot spot destination and has many linkages to other destinations in wales.

 This links with Heritage and Culture to Expand products and services as it will give more meaning to the line as Heritage and culture is one of the biggest markets in tourism. Some examples of statistics:

· oxfordeconomics.com (2019), “tourists made 192 million trips to visit the UK’s cultural, historic and natural heritage assets”. 
· heritagefund.org.uk (2019), “Heritage-based tourism is worth £20.2billion to the UK economy”. 
· [bookmark: _Hlk26176679]britishdestination.com (2013), “The heritage GDP is £5.1 billion excluding natural heritage”. 

These points show how important heritage is to tourism and should be seen as an opportunity for the line to work on and also create a trail of heritage like Llandrindod.
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To conclude if the trail and rail look at the recommendations it can fill seats on trains that are expected to rise by 2022. Take advantages of making it a heritage themed attraction in itself, also expanding to Carmarthen to open up new opportunities to wider the consumer geological destination to create more consumers for seats available. while using the app would create a more interactive and easier way to create an itinerary which links to local businesses with options of attractions and places to eat. which keeps money within the local economy. Also working with colleges and schools will encourage the youth of today to maybe looking at a career on the line at the same time the knowledge of the line will expand with the minds of todays for the future. 
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  Government scrap funding.  Changing legislations  Policy changes  Provides assistants to other competitors       Brexit      Inflations on material       Inflation on mo ney      Rise of ticket prices      Rise on fuel       Locals not benefiting  from the scheme.      Bad reviews.      Advertising from social  media and how it will  affect the line.       Updating  technologies on  trains.      WIFI on all trains  that work.      Digi tickets       Digital tours by QR  Codes.      App for the trail.  
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  Only type of line in wales.  Attracting visitors yearly.  Competitive prices.  Working with locals and councils.  Expansion in 2022.   Part of a not for profit company.       Not used for its full  potential.      Few local companies  are aware of the line.      Not attracting the  intern ational tourist.      Not offering as much  destinations as other  similar lines.       Expansion of wales such  as Carmarthen to  Aberystwyth. North  Wales.      Marketing more  international.      Communications with  local companies much  better.       New company  expanding wales  train   lines.      Better facilities and  trains available on  other lines similar.      Communities go  against the project  as not enough  investment is being  produced by this  line.  

 


