


Executive summary


This report will provide strategic recommendations to increase rail-tourism. The main areas analysed are transport connections, strategic recommendations and stakeholders involved on the Heart of Wales line. With the analysis of the opportunities and threats facing Transport for Wales and stakeholders a pestle analysis and swot has been conducted in the appendix of this report. The current plans for Transport for Wales in to increase capacity by 2022, with this development this has been evaluated in creating strategic ideas to improve rail travel and tourism on this rail line.

The findings have shown through benchmarking from other rail organisations such as Western rail Scotland, Great western railway and Cornwall and Devon. With their success of strategies used to increase capacity, this can be adopted onto the heart of wales lines and strategies can be developed.

It is recommended through linking though other transport methods and local stakeholders, packages and deals can be away to promote both rail and local businesses of the area. Adverting, creating more awareness of the Heart of Wales line and the key attractions can be another method. Cycling tourism can be adapted in a form of bike hubs, more storage and the marketing of the scenery the route has to offer. Through events the communities hold, linking transport by putting more trains on during the day and doing discounts on event entry can be away of increasing tourism to the area. 
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The Heart of Wales line is operated by Transport for Wales and the route is over 121 miles long (Lumsdon, 2019). Transport for Wales (2019) have implemented that with the capacity of the service expanding in 2022, the railway needs strategies to be made to take advantage of the increased capacity and increase tourism on the area of the route. Steiss (2003) states that with a structured organisation, with the right resources provides the constructed strategies to be implemented. With the walking scheme path, there could also be a development more to target more groups of people to the area. Key stakeholders therefore can get involved by marketing their products and using the local businesses as a key factor in further attracting people to the area. By using the west highland line in Scotland this has been used to help make strategic recommendations. Additionally, Porters five framework has been used to analyse and contribute to the need of strategies.

[bookmark: _Toc26129181]2. Strategy

The term strategy can be seen as a long-term goal for a company and the initial input (Whittington, 2014).  Alfred Chandler defines strategy as ‘the determination of the long-run goal and objectives of an enterprise and the adoption of courses of action and the allocation of resource necessary for carrying out these goals.’. (Whittington, 2014 pp.4). By using the three-step strategic model (Whittingham,2014) strategic recommendations can be made to take advantage of the increased capacity by 2022. The first stage of the strategic position. One way to be aware of the strategy processes is to conduct a pestle analysis to give an understanding of the organisations position strategy context (Phillips,2011). An opportunity identified to by the pestle in appendix 7.1 is the collaboration with other transport, stakeholders and businesses. Organisation are affected by their stakeholders, by analysis, stakeholders relate to the company’s success and effectives which can be key for achieving aims (Todd et al, 2017).
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[bookmark: _Toc26129183]3.1 Strategy 1.

Key stakeholders can contribute extensively if they work together with Transport for Wales in order to bring in more tourism according to Steiss (2003). Strategic planning brings stakeholders together to develop and implement objectives (Cooper & Hall,2012). According to Cooper and Hall (2012) consumers are more likely to go on a trip if it offers good service. In order to achieve the organisations strategy, the rail organisation and stakeholders can come up with package deals to encourage more capacity such as family package deals. The power of buyers by Porter (2008) states how it’s important to provide quality service and down prices which can be considered by stakeholders. With this strategic choice stakeholders can view a range of options by analysing the resources they have to encourage consumers to choose this which makes the strategy feasible (Tribe,2010).

A key stakeholder that can be identified is the customers and with the development of recommendations this can increase rail-tourism. With the small towns along the Heart of Wales line, a town identified is Llandrindod Wells. This can increase tourism in the area by doing deals with the train. The accommodation options there such as Hampton hotel and Llanerch Inn can offer free train tickets if consumers stay with them (Lllandrindod Wells, 2019). From the train station, there is an opportunity to provide free shuttle services to travel to the accommodation. The area can also promote the attractions by offering discount entry into their museums and the lake paddle boats so people will want to spend the day at the location. With the local culture and businesses the Heart of Wales destination has to offer, it would be an idea to market the destination to create a stronger brand identity. By using the tourism product market by cooper et al (2005), this can link transport and local businesses together. For example, by purchasing a ticket on the line, local businesses can have a deal of a certain percentage off either accommodation or meals. 
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Figure 1. source:  Cooper, C. & Hall, C.M., 2012. Contemporary Tourism An international approach2nd ed., Oxford: Goodfellow Publishers Ltd.
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Many tourists are motivated by using the rail line in Wales to travel to a destination. Le-Klähn (2014) did a study and tourists preferred to travel by rail due entertainment on trains and the environmental factors. Contrasting this, visitors did not travel by train due to lack of awareness and unsuitable connections. According to Aklekar, R, (2010) people prefer to commute in fast and comfort trains. With increased quality trains promised, the solution to this to improve facilities such as increasing comfort with modern interior. To target the stakeholder customers and the trains suppliers, an example of a train service option to be added can be using a food cart, or discounted vouchers to purchase food at local cafes on the route of the line. Example of Llandovery’s café, the train service can promote its local products of a way of encouraging people to get off at the location and creating awareness of the line. Also, by using different trains such as going through local attractions with a steam train.


While looking at threat of entry of Porter’s five forces (Porter,2008), the threat of other similar products can have an impact. Therefore, the line needs to consider faster community times and entertainment to encourage passengers rather than them taking other forms of transport or choosing another destination. With the volunteer scheme, the rail stations are kept tidy and more scenic which provides a more quality service. Combing tourism and its stakeholders, the capability of stakeholders can have an extensive success on the tourism process highlighted by Waligo (2015).

[bookmark: _Toc26129185]3.3. Strategy 3

The attractions used to be promoted can include the Cynghordy viaduct, the river between Llandeilio and Llandovery (Dalling,2018). With the scenery, attractions the Heart of Wales line has to offer, with the coloration of packages and deals discussed in strategy 2. Combining that with promotion and advertising, they are non-mutually exclusive. Benchmarking advertising with Great Wester railways campaign can be seen as a solution to increase tourism and capacity. With their campaign of the famous five which is based on a book. This promotes the destination travelled through the rail (GWR,2019). Local stakeholders and tourist board can use this method to create awareness of the attractions the Heart of Wales lines goes across. This can be seen as a feasible strategy as it has increased passengers on the higher capacity on the GWR trains (Gwr,2019). By using these route and attractions, this can be a catalyst to encourage travellers to take on rail which therefore encourages people to get off the train and go to these local attractions which benefits the community. With the 2-1 tickets entry on attractions in London if you pay for a ticket on a train, this can be used to offer can offer discounted rates or entering attractions.

With the partnerships and stakeholders Heat of Wales line has and through the pestle (appendix 7.1) .With the rise of technological advancements, the development of audio systems and apps can be used on the walking scheme and whilst on the train. This will increase awareness on local site and history on the line. This can target the market that Transport for Wales by encouraging adventure, day visitors and overnight.
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To encourage the target market of adventure consumers, Transport for Wales can use the strategy used by West highland line of Scotland and consider increasing space in the carriages for equipment and bike storage (BBC News,2019). This has been proven to be a success for the Scotland train line. To collaborate with the walking trial, a bike trial for adventurers as well as families can be associated to encourage more people on the train. This is innovating what has already been developed by adapting a new market with in it (Whittingham,2014). By offering a bike hub at stations, this means it is convenient for people to travel after the train service by being connected to bikes. This can attribute to non-locals and day/ overnight visitors (Taylor, 2015). To deal with the threats identified in the pest analysis, this encourages people not use forms of vehicles but the nature side and trains. 

Cycle tourism can bring benefits such has leisure time and viewing what the scenery has to offer highlighted by Roberts et al (2001). An article by South Wales (2015) have shown how people have stated that the line offers one of the best walking routes in the country and the train, buses can make this easily accessible. The volunteers of the line and local business can also use their facilities for bike storage as well as using their social media marketing strategies as a way of promoting this idea by using scenery in the destination as a way of increasing non- locals and more tourists to the area.

In Craven Arms, many people walk the Shropshire Hills, businesses such as the sun inn can combine a service for storing luggage which once people have done their walk/cycle, they are more likely to dine out at the local pub if their service is good. With the walking trail, local communities can increase their quality of service by providing a service for people to store their equipment or transfer their luggage to the next stop that consumers are going to. This can increase stakeholder’s reputation by connecting with the railway line which can further increase tourism and capacity on the train. 
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With the events that are held in the Heart of Wales line, more can be recommended to encourage people to destinations on route. According to Livtin (2013) events that can attract visitors to travel rather than just locals can contribute to more people travelling on public transport. By using the natural environment or local venues, communities can market these events and do certain deals to attract consumers to use the train to travel to events. South Wales (2015) highlights some events that are on and suggests how more the destination can promote more cultural events with some of the heritage can be a factor in encouraging tourism. 

Shrewsbury hold many events through the year such as Fake festival, river festival and regatta. With the events that are already held stakeholders can create a deal with transport for Wales to promote the event as well as deals with tickets to encourage more travellers to the area. By developing offers to encourage tourists to travel to local attractions and events, this can break barriers to traveling by rail (community rail,2019). Event tourism can only occur with the key involvement of stakeholders as they hold roles which can contribute to an organisation which in terms is the Transport for Wales.

[bookmark: _Toc26129188]4. Recommendations

It is recommended for action that to increase capacity on the heart of Wales line and tourism to the areas of this line, by working with stakeholders, packages and deals are recommended. With the background and strategies discussed in this report, working with businesses, communities, government, customers and suppliers is to overall make awareness of the Heart of Wales line and to create deals to increase the people commuting and travelling on train rather than other forms of transport. By creating better transport networks, timetable changes to work with buses, bike hubs and businesses working together is recommended. It is recommended to further improve facilities on the train to meet the needs of passengers and modernise the comfort offered. Working with events the towns have to offer can bring more passengers by train to areas which makes travelling more convenient which will therefore encourage consumers to attend the events.
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5. Conclusion 

Overall, it is recommended to politicians and transport planners to increase rail-tourism by working together with other forms of transport like buses, bike equipment local businesses, this will allow people to explore the routes towns by making travel more comfortable and convenient. Stakeholders can be important to the development by linking in their business and the rail network by creating strategies to promote their business and encourage rail travel. By using other rail strategy ideas this is been beneficial in forming strategies that have been identified in the report as it has been proven a success in other parts of the country. This success can be adopted by Transport for Wales and used as a way forward to increasing rail-tourism.
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[bookmark: _Toc26129192]7.1appendix 1- Pestle analysis


	Political
	William review, Wales rail network underfunded, TWF may need to rely more on the Welsh Government (Gov,2019).

	Economic
	Inflation rates low which can affect the price of railway tickets. Retail prices index RPI-increase which caused a rise in ticket price. Also, people may be put off spending money now as it could be cheaper in the future. Economic growth slowly growing can encourage domestic and inbound tourism as consumers are paying money in the UK. More demand for rail travel

	social
	Belief and value, trends, experience and ageing population.

Need to build a local identity 
Demographic trends- ageing population

	technological
	Apps (smartphone), technology on the rise

	legal
	Laws and obligations and health and safety

	environmental
	Climate change, sustainability and environmental laws
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	Strengths
	Only company at the moement who goes on the heart of wales line so no competition
can take advantage of businesses
Faster transportation sometimes
No road congestion

	weaknesses
	Maintenance work
Crowded trains
Delays

	opportunities
	Can collaborate with other companies and take advantage of technology. Also use local business’
Marketing
Volunteer scheme

	threats
	Losing market share- people choose to drive or take other forms of transport.
Need to keep up with the trends e.g technology, 
Rising ticket prices can put off people.
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