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Executive Summary:
Within this document contains an in depth market research on the city of Swansea. The project explores a summary of primary research from past and potential visitors of Swansea from the use of an e-survey published across three several social media platforms. All research within this document was used to formulate recommendations to forward to the client ‘Swansea Tourism Council’. The majority of respondents from the e-survey have visited Swansea and was able to give their opinions on what they think is in demand for the city, such as a music arena and retail developments. Further, this project contains the motives of travellers to Swansea and the reasons of those who do not visit. The project looks at what can be done to attract a range of visitor profiles and moving out of the older visitor type perception from the use of primary research. 
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Main Body:
The purpose of this consultancy project is to undertake a thorough understanding of visitor perceptions of Swansea. The consultant will be trying to gain an understanding of the motivations of why people visit Swansea and what they require in demand for the city. The consultant believes from the use of this market research, they will be able to meet the aims and objectives of the consultancy project, which are listed below in further detail.
5.1 Aims and Objectives:
The consultant has one aim and three objectives of this consultancy project, created following the SMART formula. The consultant believes that the aim and objectives are achievable within the time limit available. 
Aim of Consultancy:
To conduct an in depth research project to be able to forward strategic recommendations to the Swansea Council Tourism Team.
In order to reach the aim, there has been a number of objectives created -
Objectives of Consultancy:
1. To successfully identify the demand from past and potential visitors to what would encourage them to visit Swansea 
2. Why tourists chose other competitive cities over Swansea
3. To help ease seasonality through the use of the consultants recommendations for the future.
The reasons for this consultancy project to be conducted is for university purposes, to fulfil the consultancy project module as part of the consultants degree requirements. Reasons for choosing the Swansea Tourism Council as the client is because of the loss of the city of culture bid and from own personal experience; therefore being the most suitable. As the consultant was once an outsider of the city and after moving to Swansea almost three years ago, the perception has been very different to what the consultant was first expecting. Lastly out of great interest to the consultant, to be able to conduct a project like this to discover what individual’s think of Swansea, whether they are past or potential visitors and also the city’s residents. As the consultant is a student, it is easier to gain and understand the opinions of students and secondly the consultant’s way of doing market research may be completely different to the clients due to age, knowledge, skills and experience. 
5.2 Project Formation:
The method of data collection used was primary research. This was done by the consultant, first and foremost the client produced an online survey via the website ‘Survey Monkey’. The survey consists of ten questions which are open and closed questions in order to receive the most reliable and formative answers by those who wished to answer the survey. The survey was named ‘Market Research – Swansea Perceptions’ and was published on three social media platforms; Facebook, Twitter and Snapchat. The survey was posted using a status update on Facebook, a snapchat story with the web link attached on Snapchat and a tweet on Twitter using several hashtags to get the survey the most responses. Secondly, the consultant found a Facebook group of residents in Swansea, Neath and Port Talbot where the consultant published the post within the group explaining the project and the aims.
Before conducting the survey, the consultant researched into the theory of surveys, specifically looking at e-surveys. From doing this research the consultant had more knowledge on e-surveys as a whole, especially when looking at the pros and cons. Also, on how surveys should be designed and implemented in order to create an effective e-survey and one that is appropriate for this form of data collection and for its variety of audiences. 
The e-survey published was a hybrid of both ‘convenience and probability’ samples. This is evident in how the survey was published to the audiences. The consultant by putting the e-survey publically on the internet making it un-controlled to those volunteering and self-selecting themselves to fill in the e-survey. But is also a probability sample by the consultant sending the e-survey web link directly to selected individuals- those who are students in Swansea, ‘Overheard in Swansea (student Facebook group of over twelve thousand members) and ‘Swansea, Neath and Port Talbot Residents’ (also a Facebook member group of over two thousand members). 
Deviations from PID: 
When planning the research, the consultant originally planned on gaining one hundred responses; the planning structure of the consultancy project has had deviations from the original plan. The consultant was only able to gain fifty three responses, although she had tried to promote and publish the survey over several times on all social media platforms there was a problem with gaining the intended one hundred responses. Although, when considering the e-survey the consultant predominately thought this was the best form of data collection, however this has seemed not as true as one thought. 
Secondly, only one e-survey was due to be created and published as primary research, however the first e-survey only attracted the audience of students. Having only responses from students was not good enough in order to fully gain and understanding of the projects aims and objectives. To overcome this problem, the consultant created a second e-survey, with the same questions, but had different options for participants to answer. The consultant wanted not just students to answer, but those in employment, those who have retired and parents. The second e-survey was published in the very popular online forum ‘MumsNet.com’. The consultant was able to gain an additional thirty responses from this one forum, which gave the consultant an additional ten questions to analyse, which allowed the consultant to compare and contrast from one group of people’s opinions to another. 
Further, another deviation from the PID was the decision to not hold interviews. This approach was avoided due to not wanting to repeat the same information, interviewees would have been people within the 18-25 bracket, and due to the strong responses of those in the survey being within this age bracket, it was one not needed and two very time consuming. 







Analysis of findings - E-Survey Number One. 
7.1 Question 1. 
[image: ]
The opening question of the e-survey ‘Have you ever visited Swansea’? This question was used in the survey to be able to identify the number of individuals who have actually visited the city (71.15%). Those who haven’t are (28.85%) of the respondents. Both types of respondents are essential when gathering market research, with those who have visited the consultant is able to identify their opinions of Swansea, and those who haven’t the consultant is able to gauge their reasons for why they have not visited, if they have heard of Swansea and what could possibly motivate them to visit. Both respondents become invaluable when drawing together conclusions on visitor perceptions and motives to visit Swansea over other competitive cities. Further, to avoid unreliable answers from potential visitors, they was instructed to skip to question four; questions two and three are specifically designed for those who have visited. 










Question 2. 
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Question two gave eleven options of motivations that drew them to Swansea. The respondents of this question are those who have actually visited before, (those who skipped are the individuals who was instructed to move straight onto question 4) the greatest reason to visit was to study (68.42%) here the consultant can identify that the mass of respondents are students, who have come to live and study in Swansea. This can be determined from the third highest response of ‘to live’ (28.95%). With two universities in Swansea being ‘Swansea University’ and ‘University of Wales Trinity Saint David’ and other learning centres such as ‘Gower College Swansea’ it is important that marketing methods from Swansea Tourism Council need to perhaps be re-adjusted to market students more. According to (swanseagov.uk) there is ’20,000 full time students 2015/2016’  thus proving there is a major market here to promote to, therefore could increase spending within the tourism industry if there is something worth advertising for which could be found within this consultancy report. 

	To Study
	 (68.42%)

	Night out
	 (39.47%)

	To live
	(28.95%)

	Shopping
	(23.68%)



This table represents the four highest answers to question 2. It is important that although these options are the highest rankings, this can show what Swansea is doing well to attract individuals to come to the city, however they should be kept at a working level and options for the client to maintain and improve in the future. The main focus should be on the motives that were answered with the least amount of answers- these are the real problems and those which need to be worked on by the client which could in the future attract potential visitors. 



	Employment 
	13.16%

	Attractions 
	7.89%

	Events
	5.26%

	Arts & Crafts 
	2.63%

	History
	2.63%



The table above shows the lowest rankings of what motivates people to visit Swansea. These are areas of concern which need to be tackled by the client. Attractions, events, arts & crafts and history are all factors of tourism, and with evidence showing that these are the least motivations, it is a clear problem for the tourism industry in Swansea which needs to be tackled.
Question 3. 
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This question was also specific to those who have actually visited. As seen within the results 82.05% of respondents were satisfied with their experience. Furthermore, 17.95% of responses show they were dissatisfied with their experience. Four individuals furthered there response with specific comments;
	Responses

	“The shopping is quite poor and I don’t find that there’s a lot of variety, and I was disappointed that most of the clubs shut earlier than in my homemade town (4am)”

	“The shopping I think is quite poor for a “city”, I expected more”

	“Quite un-kept”

	“Not a lot to do for young people”






Question 4.
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This question was designed to target the audience to express why they have not yet visited the city. As the graph shows the superiority of the responses show ‘Other’. Eighteen individuals furthered their response using the ‘other’ however fifteen of them was those who have visited and simply wrote ‘I have visited’ however those who haven’t gave the following statements;
	Responses

	“Too far away, don’t know of any attractions”

	“haven't got round to visiting yet”

	“Never had the chance”



The first statement, proves that if there was greater marketing of Swansea across the UK and what the city beholds it could be possible that potential visitors would visit, if it was marketed to the correct audiences and within the correct destinations. ‘The city does not appeal to me’ (20.69%) although this was six individuals responses Swansea cannot attract every type of visitor, the city draws people in for a variety of reasons, however will not appeal to all types and this is the case for many cities around the world. 







Question 5. 
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Question five was designed specifically to adjudge what individuals would like to see in Swansea, the consultant gave a selection of answers and another option with ‘please specify’. All of the options are developments witch co-inside within the tourism industry. The highest three answers being; retail developments (50.98%), beach developments (41.18%) and a music arena (41.18%).  The one answer ‘Music Arena’ being in the top three was surprising as it is a new development coming to Swansea in 2018; this may show that individuals are not actually aware of the developments and improvements planned for Swansea thus proving marketing is the dominate factor that is not being used to its full potential by the client.
From the following responses these are two areas in which the client can focus on for the future, to improve the areas. Retail developments are however being revised and upgraded especially at the ‘Parc Tawe Developments’ just a few minutes’ walk from Swansea city centre. Secondly the beach developments; although four of the beaches within the Gowerton are blue flag beaches, there could be improvements along Swansea Bay. 
With the response ‘More Events’(29.41%) responses were forwarded in further detail, by simply asking individuals which type of events they would like to have organised in the city;
	Responses

	‘Kids Activities’

	‘Festivals, comedy cabaret type things’

	‘Music events’

	‘More coherent city centre. Haphazard distribution of shops at the minute’

	‘Festivals’ 

	‘Festivals, concerts’




Question 6. 
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Question six asked respondents to rank the following four cities in order of their preference. This question was designed to compare Swansea with its surrounding cities in South Wales and Bristol only being eighty two miles away. 
[image: ]
Noticeably outlined in the graph the city of Cardiff is the most preferred by the respondents on the survey. With Cardiff being the capital city of Wales; it has a variety of tourist facilities, especially the range of attractions, stadiums, global events and upscale shopping centres. According to (businesswales.com) ‘During 2017, 21.30 million people visited the city last year, 5% more than the year before’. Cardiff visitor numbers are increasing each year, if Swansea tourism council was to use some of the strategies being used by the Cardiff tourism team, it could increase visitor figures in Swansea by using an evident popular cities strategies and specifically marketing tools to attract a variety of visitors. 



Question 7. 
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From the analysis of results here, a large majority of respondents are not aware of the planned developments (60.38%) compared to the 39.62% who answered yes. 
The imperative document ‘Swansea Destination Management Plan 2017-2020’ is un-doubtedly the best form of document which outlines exactly what is planned, happening and being considered within the city by those responsible. An invaluable recommendation here is to send this to residents, and make it a ‘pinned’ tweet on their Twitter account. 
Evidence of planned projects not being known by prospective visitors and past visitors is noticeable from this specific question and question five in the e-survey where the answer ‘Music Arena’ had 41.18% of the results and ‘Retail Developments’ was popular resulting in a percentage of 50.98%, both of these responses are already being worked on by the council; thus proving people are oblivious.
Thus far in the dissection of the results from the survey the main concern which is trending within the results is how prospective visitors could be put off visiting so easily, due to lack of marketing tools explored by Swansea council to market Swansea across the UK. Past or frequent visitors may be from Wales already, who are aware of what is available within Swansea, however marketing and advertising across the country correctly is going to be the essential strategy to gain a variety of visitor profiles to Swansea. 






Question 8. 
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Question eight is one of the most important questions asked within the survey, where the consultant can truly scrutinise their answers and use to collect strategic recommendations to the client. Here the consultant is able to ask directly if they believe Swansea Tourism Council are doing enough, and also encouraging them to state their reasons why by giving them a ‘other’ option. From the graph, we can clearly see ‘No’ is the majority answer with a response of 56.86% compared to those who answered ‘Yes’ with 43.14%. Alongside this, below is several of the most detailed and compelling statements given by respondents regarding their reasons for choosing ‘No’. 
Highlighted are statements which the consultant believe are the most effective and which will be used to draw together conclusions and recommendations through the use of others opinions and feelings. 
	Responses 

	“Because they are only socially active on Facebook mainly and then twitter, they lack with the Instagram to show what’s in Swansea and only focus on events they aren’t involved in or the beaches but Swansea has so much more to offer they should share the partners they have and what’s available etc to get more visitors and people in the area engaging more with them”


	“As a young person, I am not aware on any marketing or events in Swansea for my age group. I think there is very little to do in swansea for a young person aside from drinking. I don’t know if current marketing campaigns target older people but for me I feel like there is nothing to do in Swansea for a young person and if there is, I have not been made aware of it”


	“I have not seen or been made aware of any marketing campaigns or events attracting anyone to Swansea”

	“Not aware of any new developments Swansea isn’t a place I know perhaps not enough advertisements or knowledge about the place”


	“A lot more needs to be done in terms of advertising events that arent as big and try to appeal to outside cities not just internally”



Question 9. 
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As the beaches in Swansea is one of the main motives of visiting the city according to (Swansea.gov) it was important to question if individuals thought that the majority of marketing was for the beaches, and nothing else. However, as we can see from the graph the greatest response at 52.83% is ‘unsure’, following with 30.19% agreeing with the statement and ‘No’ at 16.98%. 
15.1 Question 10. 
[image: ]
Question ten was simply put into the e-survey for the consultant to be able to identify who the respondents are. From the graph, the majority of individuals who self-selected themselves to complete the survey are ‘Students’ 49.06% following with ‘Employed’ at 43.40% and ‘Other’ with 7.55%. 




Analysis of Findings - E-survey Number 2.
16.1 Question 1. 
[image: ]

This is the results from the second e-survey that was published on ‘mums.net’. Again, the first question was to find out which participants had actually visited Swansea. Here, from the results only 25.81% of respondents have visited.
















Question 2. 
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Question two aimed to find out the motivations of those who have visited; the consultant added more options of motivations in this e-survey to suit the audience of where it was going to be published. The biggest response was ‘Night Out’ with 7.14%. The ‘Other’ responses from respondent’s follows- 
	Responses 

	‘To visit the university’

	‘Wedding’

	‘To visit clients’

	‘Husband was on business’



Here, the consultant can see, that those who have visited are day visitors. Although this survey was published on mums.net it is very surprising that those who have visited do not visit for any type of family activity or family days out. The consultant believes that if there was more child friendly leisure activities or facilities within Swansea there would be an increase of these day visitors to come with their family, which could bring in a lot of revenue for the city, especially because if a family of four visits, there could be a lot of opportunity to spend. 







Question 3. 
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From this question we can see that 36.6% of those were satisfied with their experience in Swansea. However, this question cannot be truly analysed correctly, as there should have been ‘I have not visited’ option here, as the majority of respondents have not visited Swansea so they cannot be truthful here.
18.1 Question 4. 
[image: ]
This question is very good to establish the reasons why people have not visited the city. From the results, a high majority of respondents thought ‘the city does not appeal to me’ with 42.86%. The consultant is able to establish that there is just not enough in Swansea to attract a variety of visitor profiles. There is an obvious trend here, from the first survey and the second one, with both the same answer gaining the highest responses. Other respondents forwarded the following responses…
			Responses

	‘Never any reason to go’

	‘Know nothing about it’

	‘Not relevant’

	‘Just never had the chance to go yet’



Another trend is ‘know nothing about it, and never any reason to go’. The consultant truly believes if there was better marketing tools and strategies used to advertise the city externally it would bring visitors in. further, the need for more events; having a range of small and upscale events attracts a variety of visitor profiles, who are willing to travel if there is something worthwhile for them to see. 
Question 5. 
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Here, this question was to see what past and potential visitors would like to see in Swansea, or what could be developed. Unlike the first survey, the results here are very different, with the highest response being ‘beach developments’ with 33.33%. The second highest response was ‘Family Friendly Activities / Leisure Facilities’ with 22.22%. From the results the consultant is able to see that those who have answered the survey are those with children, so their preferences are very different to the first survey which was answered mainly by students.
19.1 Question 6. 
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This question is similar to the one asked in the first e-survey, however the consultant did not give options of cities, but gave a comment box to ask what city is their favourite within the UK. The most mentioned city was London with six respondents. It is not a surprise that London is the most preferred due to the amount that is available to visitors in the city, especially for families.



Question 7. 
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Here, the consultant can see that not one of the responses are aware of the developments in Swansea for 2018. Again, this is the same as the first survey, people are oblivious to the developments which are actually costing millions to build and develop within the city. It is crucial that developments in any city are marketed internally and externally in order to attract visitors, or they are easily wasted due to the reason of people just not knowing.
20.1 Question 8. 
[image: ]
A high volume of respondents chose ‘No’ to this question (43.75%) compared to the 12.50% who voted ‘Yes’. They are agreeing with the statements made by the consultant within this project, that marketing is just not being used to advertise the city.  Those who chose ‘No’ also furthered their response with the following statements…
	Responses

	‘Do not know anything about it’

	‘Never heard of it’

	‘No idea what they are doing, not seen anything’

	‘I don’t know, I’ve never paid attention to Swansea’



Question 9. 
[image: ]

This question was put into the survey as the consultant believes that the main marketing campaign in Swansea is ‘Visit Swansea Bay’, although the beaches may be the cities unique selling point, there is more to Swansea that has not been advertised as much as the beaches. The consultant believes that there should have been more options for respondents to answer this question, by making It an open question where those who have answered could have explained in further detail there answers, as a 78.13% response of ‘unsure’ is particularly difficult to analyse.










Question 10. 
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With the first survey being answered primarily by students, it was important that the second e-survey was answered by a different audience, in order to gather two types of opinions. Here at least 74% of the respondents are employed in either part time or full time work. The consultant is able to analyse the opinions of two types of visitors; with students having less disposable income than those in full time employment, there is a large division in what the two types of people will spend their money on and what they will do in their free time. Others who answered the survey using the option ‘other’ responded with the following…
	Responses

	‘Retired’

	‘Retired’

	‘Housewife’

	‘Retired’

	‘Housewife’













SWOT Analysis
Strengths;
· 2018 developments specifically retail developments & the music arena. As this was a large majority from Q5 these improvements should draw visitors to Swansea; however greater marketing is needed here. 
· 82% of visitors to Swansea are satisfied with their experience thus proving visitors are enjoying the city and what it has to offer. 
Weaknesses;
· Marketing tools are not being fulfilled to highest potential
· Weak advertisement across the UK 
· Advertising within Swansea, residents are oblivious to what is going on and planned developments.
· Young people are not aware of what is available within the city / responses believe marketing and events are more suited for the older visitors. 
Opportunities;
· From the use of the analysis of the e-survey the client can use these opinions of the public to focus on their next project. 
· Partnerships between event venues in Swansea – here the client and proposed partner can organise together events which would be of interest to the public from using Q5 responses. 
· Partnerships to be made across other parts of the UK, especially looking at London (partnership between London Paddington would be extremely useful due to it being the railway into South Wales)
· Engage further within the ‘student’ community of Swansea – organise days with Universities where employees from Swansea Tourism Council could go to universities for; workshops and presentations. 
Threats;
· Competitive cities – especially Cardiff. 
· Unable to attract a variety of visitor profiles due to type of events and tourist facilities in Swansea compared to other competitive cities such as; Cardiff and Bristol. 
· Loss of tourist spending in Swansea by not being able to fulfil a variety of visitor profiles needs and demands. 











Conclusion:
To conclude, the consultant believes they have successfully identified the demand from past and potential visitors to Swansea. The primary research has enabled the consultant to be able to reach out to individuals to gather their opinions and establish strategic demands that could be considered for the next upcoming years. The project has established what can be improved on in and around the city through the use of motivations and these can be looked upon by the client who can then decide what they would like to do next. 
The majority of those who answered the survey came to Swansea with the motivation to study, therefore showing Swansea has great opportunities to study for students. This has allowed the consultant to identify the amount of students in Swansea; the marketing tools used now should be re-adjusted to market the student groups, as those are the ones who are spending in Swansea. With the motivations, those which had the lowest ranking are the real areas of concern- especially events. To further, we have found out that Cardiff was voted the most preferred by the respondents- Cardiff holds major and low scale events across the year; if partnerships were made by both parties they could work together, and perhaps suggest events that would be suitable in Swansea to engage with a variety of visitor profiles, just like how Cardiff does, successfully. 




















Recommendations:
Once the collected research was scrutinised and analysed to the consultant’s full potential, the consultant is able to forward strategic recommendations to the client, in hope which will be useful to them for the future of their planning and strategies of tourism in the city of Swansea to attract a variation of visitor profiles. 
Firstly, the marketing strategies used by those involved within Swansea Tourism Council; from the primary data collected it is evident that Swansea is not marketed enough internally and especially externally. In order to do this, the consultant recommends using several social media platforms to their full potential. Social media advertising is a tool being used every day across the globe; it is free, from the use of a hashtag it can trend across social media, allows a large audience to follow and is fully accessible across the world. However, social media now is changing, with the idea of Facebook being more of the older generations favourite social media, in order to attract a variation of visitor profiles, the consultant recommends using ‘Instagram’ and ‘Snapchat’ to appeal to younger audiences. 
Secondly creating partnerships with event venues in Swansea. Although some have already been formed, it is important that the council and local businesses work together. Increasing events in Swansea is a matter that many of the individuals forwarded within the e-survey. Although this may take time, it is definitely something that can be considered further, once Swansea has the indoor arena as planned. Events such as the ‘BBC Biggest Weekend’ 2018 are also the type of events which are going to attract a mixture of visitor profiles, although the success of the event cannot yet be measured, if it does add social and economic benefits to city something like this event should be considered again for the next upcoming years – although all events do not have to be on such a large scale like BBC but events similar (music, art, comedy, kids). 
Lastly, upgrading Swansea Bay Beaches. The consultant feels there is real potential in this. A simple recommendation would be hiring deck chairs for the summer months – similar to Brighton. Secondly, perhaps beach bars, entertainment venues and catering establishments along the seaside. This allows visitors to enjoy the coast of Swansea; the consultant feels there is a high revenue opportunity here, which would also attract visitors to Swansea as it would be a new and urban development in the city especially within the summer months. 










Appendices:
First email sent by the consultant to client, explaining the project.
[bookmark: _GoBack][image: ]
Second email between client and consultant, confirming project go ahead.
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Email number three. Consultant and client first meeting. 
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During the process of the consultancy project. The consultant, emailed the client informing on the progress of the project so far.
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Questions from Survey One
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Questions from Survey Two
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From: Molly Allard [mailto:mollyaallard@hotmail.co.uk]
Sent: 12 February 2018 13:33

To: Williams, Geraldine <Geraldine Williams@swanse:
‘Subject: Consultancy Project - University Student

Dear Geraldine

Good afternoon! | am a third year university student at the University of Wales Trinity Saint David in Swansea and am
currently studying an integrated Masters of Tourism and Events Management. | am emailing you today as one of my
final modules for my third year is ‘Consultancy Project’, this module which includes working alongside an organisation
of our choice which would allow myself to do some research for you, and in the end give you my final consultancy
report. This will be marked by the university and is due by May. | already have some ideas for what | would like to do
for my consultancy project that may interest you.

Ifitis possible | would love to discuss this further with you, or anyone on the council which would be available to talk
to me so | could explain further, as it may be slightly difficult to explain exactly what it is over email.

Thank you very much for your time.
Yours Sincerely

Molly Allard

Mae'r e-bost hwn ac unrhyw ffeiliau a drosglwyddir gydag ef yn gyfrinachol ac at ddefnydd yr unigolyn neu'r corffy
cyfeiriwyd hwy atynt yn unig. Os ydych wedi derbyn yr e-bost hwn drwy gamgymeriad, dylech hysbysu'r gweinyddydd
yny cyfeiriad canlynol: gweinyddydd@abertawe.gov.uk

Bydd yr holl ohebiaeth a anfonir at y Cyngor neu ganddo yn destun cofnodi a/neu fonitro yn unol 8'r ddeddfwrizeth

g

Molly Allard
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Ad-Free Outlook.
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From: Williams, Geraldine <Geraldine Williams @swansea. gov.uk>
Sent: 13 February 2018 16:46

To: Molly Allard

Cc: Grove, Michelle

‘Subject: RE: Consultancy Project - University Student

Dear Molly,
Thank you for contacting the Tourism Team in Swansea Council

We always try to maintain a good working relationship with UWTSD, in fact we have just awarded one of
your fellow students a work placement with us over the next 10 weeks.

‘170“?

Molly Allard

x

It looks like
you're using an
ad blocker. To
maximise the
space in your
inbox, sign up for
Ad-Free Outlook.

We would be interested in finding out more about your project as we undertake regular visitor research and

monitor our STEAM figures carefully to gauge destination performance

I'am forwarding your email to my colleague Michelle who deals with most of our research, as she may be

interested in setfing up a meeting to discuss further.

Unfortunately, we are up against tight deadiines leading up to the end of the financial year so | cannot
guarantee we will have time to meet within the next few weeks.

It may have to be end of March if that’s not too late for you?

Kind regards,
<image004.jpg:
Geraldine Williams

Swyddog Datblygu Twristiaeth
Tourism Development Officer

201792 635214

S7anrald

g
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That's perfect! Thank you!
See you then!

Molly Allard

On 2 Mar 2018, at 14:13, Williams, Geraldine <Geraldine Williams@swansea. gov.uk> wrote:
Hi Molly,
Unfortunately | can't find @ meeting room for Tuesday — could you come in Monday at 3:30pm instead?
If you come to the main reception desk in the Guildhall, they can give me a shout and I'll come and get you

Thanks, Geraldine

From: Molly Allard [mailto:mollyaallard@hotmail.co.uk]
Sent: 01 March 2018 18:
To: Williams, Geraldine <Geraldine Williams@swansea.gow.uk>
‘Subject: Re: Consultancy Project - University Student

Thank you Geraldine!
Kind Regards

Molly Allard

Molly Allard

It looks like
you're using an
ad blocker. To
maximise the
space in your
inbox, sign up for
Ad-Free Outlook.
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Just to keep you in the loop, | am still working on the project, and all is coming along very well! My deadline for this is May 2nd, so | can email
you my final copy and/or come down to you to give you a printed copy?

Thank you again for helping me with this!

Kind Regards

Molly Allard
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