













Executive Summary 

In this assignment, there will be a marketing plan for four days, also there will be an itinerary which demonstrates how a family of four is attracted the Swansea City and The Gower Peninsula. The itinerary includes events such as the air show, and it also includes activities such as footgolf and lots more. The itinerary which includes accommodation, tourist destinations, events, leisure attractions, restaurants, and activities. These are all designed to appeal to the family market to attract them to come and visit Swansea.  Also, the finished itinerary is justified by a situation analysis, research into the segment market and discussion identifying market strategy.  


















Introduction

Stated by Kotler & Armstrong (2014) Marketing is the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. Leisure marketing is all about the customers, it’s all about making the customers happy and creating an experience. In this report, an itinerary for a family of four to go to Swansea for four days is created. The itinerary will be jammed packed full of family fun. 
Swansea is located in South Wales, it is a coastal city, and it is the 2nd most popular city in wales, after Cardiff. Swansea is situated in Swansea Bay and the Gower Peninsula. Swansea is very popular for the city life, as its popular with Wind Street, shopping centre, famous landmarks, sporting events and lots more. Not just the city life, Swansea is also poplar for nature, it has some of the most famous beaches in Wales, like, Mumbles, Rhossili, Oxwich bay, Swansea Bay and lots more.
In the itinerary that is created, there is a combination of city life and nature life, gone into the plan for a great weekend. Some of the things to do in Swansea includes swimming, bowling, outdoor activities, walks, cinema, and surfing and lots more. Swansea has a few historical attractions such as, Swansea Castle, Dylan Thomas home and lots more. Swansea has hundreds of things to do, but also, there should be lots of room for improvement.  In the itinerary, many of these are included for families to do.
As shown, Swansea is a great place for families to enjoy, but there isn’t enough to do as a family in Swansea. Also, there are a lot of factors why, shown by the SWOT analysis, shown in the appendix. The itinerary which is also shown in the appendix will include activities, events, attractions, transport, accommodation and restaurants in Swansea where a family can enjoy.  As the itinerary is focused on a family of four, who are in a fit financial situation, for four days, the things that should attract them is something that excites the children, and something that the adults can join in as well. The mission statement for the family is for overall to have fun!  















Situation analysis 

Doyle (2011) stated that, the approach to the achievement of marketing strategies and goals are, Steps in the process include SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis. A SWOT analysis is a review of a destination, the review includes the strengths, weaknesses, opportunities and the threats of a destination. The SWOT analysis for the itinerary will be included in the appendix. Phadermrod (2016) stated that ‘The main advantage of SWOT analysis is its simplicity has resulted in its continued use in both leading companies and academic communities’.  
Firstly, the strengths of visitors coming to Swansea, Swansea has a lot of things that other cities do not have, Swansea has a city life, and also a natural attraction life. Swansea has different cultures living within the city, also as it’s a busy city, transport is key for tourists to get around Swansea. But on the other hand, weaknesses for the business in Swansea is a big issue, as there is a crime issue and homeless issue in Swansea, which could be a big issue for one of our objectives, bad promotion for the city is an issue which couldn’t be tackled. Weather is unpredictable is Swansea, as attractions could not go well if the weather is bad, and then there are no activities in Swansea to do in the rain, which could be room for improvement. 
There is a lot of room for opportunities in Swansea, Swansea needs more visitors to make the city grow and get it more attention, more attention to the city, means more money for the city to use for other things. Swansea is the host of lots of events, as it’s such a great venue, more famous events, will mean more tourists visiting again, after the events. As more people visit, there will be more of an opportunity for smaller businesses to grow and open up new stores. Threats for Swansea is very high, as Swansea is the second biggest city in wales, it’s a very high risk city for terrorism, as every week, there is something in the news about terrorism in Swansea. For example, in June 2017, two people were arrested for suspicion of planning an attack in Swansea. 
Also, climate is a threat as it is unpredictable and it changes all the time. As the beaches in Swansea are such a big attraction for any type of visitor can visit, destruction of beaches for attractions or shops can be a big issue, destroying the natural beauty of the beach. With Anti – Social behaviour is at a high 25% in Swansea and sexual offences being 24%, crime rate is very high in Swansea, which makes visitors not wanting to go there, which makes negative publicity. 










Analysis of key market segment

The website Dobney (2017) described market segmentation as it is ‘concerned with identifying different groups of purchasers in a market in order to target specific products and services for each group or segment.’ The type of market which is targets family of four. The itinerary will include accommodation, tourist destinations, attractions, activities and events which happen in Swansea and The Gower. A family of four need activities to stay distracted, because of children. Families are an important market to target, with half terms off school, families are always looking for something to do then, and Swansea is a great example. Using Strategic Marketing website, it is found out that just 24% of visitors stay for a short break (1 to 3 nights) in Swansea, and 40% just stay for a day. So there should be more research done on why don’t families stay here, over a couple of days, and what should be done for it? 
Firstly, VisitWales.com has a whole section for families that are visiting Swansea and The Gower, on the website, a map of Swansea with lots of activities to do around the area, one of the attractions that are included in the itinerary is Swansea’s Waterfront Museum. On a survey done by Strategic Marketing, 57% of visitors visit the Waterfront Museum, which is a massive number. On VisitWales.com it states that ‘The National Waterfront Museum offers an interactive guide to the invention and innovations of Wales during the industrial revolution’. VisitWales.com has an article by journalist Iestyn George, he suggests that families defiantly visit the Gower as he describes it as ‘wild and wonderful’, that’s why in the itinerary, and the family do visit Mumbles and Rhossili Bay. On a survey done by Strategic Marketing, 16% of visitors do actually visit the Gower, which is a very low number, and there should be much more promotion about the Gower to visitors coming to Swansea. 
Also, another website which targets families are, dayoutwiththekids.com, the website provides attractions, activities and events around the area which is searched. Some of the things which are presented is, Limitless, Plantasia, and LC2 which is provided in the Itinerary. Also, VisitSwansebay.com has a full article of just free days out for families. Some of the things include beaches, Swansea Museum, Singleton Park and lots more. 
Doyle (2011) describes target market as, ‘A particular audience or segment that has been identified as likely customers of a product or service’. The itinerary will be set on the 29thof June to the 2nd of July.  The marketing strategy for the business is to try to make families trust within the business and for them to trust and not worry while being away. If the families enjoy and feel safe, they will likely tell their friends to try the business.  The objectives for the itinerary will be…
Get out doors.
Promote visitors to get out in the rain with they’re raincoats and wellies
Enjoy the beaches and coastlines
Feel safe and welcome in the city of Swansea


Marketing objective 

In the itinerary that is shown in the appendix, the itinerary is very packed and busy, just what the target market is looking for. On a survey done by Strategic Marketing, only 31% of visitors stay in Swansea and 54% stay in the Gower, so in the itinerary, the family will be staying in the Marriott Hotel as it’s in the heart of Swansea and on the marina, so everything is situated around there. The transport which the family are mainly using is bus or taxi, as only 4% of visitors use bus (according to Strategic Marketing), public buses need to be promoted more to tourists as cheap and easy ways to get around. One of the events that are included in the itinerary is the Air Show which is shown in Swansea every year, it’s one of Swansea’s most popular events. Also, a lot of activities is included within the itinerary, for example, footgolf in mumbles is included, and boat tours around the Gower is included with very little price. 
Lancaster,G And Reynolds, P (2005) stated that ‘Marketing is based on the premise that the customer is the most important person to the organisation’. Within an organisation, the customer is the most important person within the process, the organisation is trying to impress the customer to make profits. To get the customer to buy the product, companies have to make objectives. Study.com described marketing objectives as ‘goals set by a business when promoting its products or services to potential consumers that should be achieved within a given time frame.’ Any business that is targeting families for their target market needs to set objectives to reach. The objectives should be smart, Specific, Measurable, Achievable, Realistic and Timed. The marketing objectives for the business are…
Increase in similar organisations across Swansea (giving inspiration
Become no. 1 brand in the market
Increase awareness
With the marketing objectives that are set, the organisation needs to set goals on where they want to be, as with this organisation, they want to bring people to Swansea and get it more recognised and get more information for tourists that want to visit Swansea. On a survey done by Strategic Marketing, 54% of people did not obtain any information before going on their trip. There is lots of website on the internet to find information, but they are not recognised enough such as VisitBritain.com. This organisation wants to be recognised for putting great opportunities for families in Swansea and the Gower. Promotion that would go on is leaflets in Swansea, and promotions for visiting Swansea on television in England, Scotland and Northern Ireland. 








Conclusion

In conclusion to this report, a marketing plan for a 4 day itinerary is produced, the itinerary demonstrates how to attract a family of four visiting Swansea Bay and the Gower. The itinerary is designed to appeal to the family market. From this report, it is learned that Swansea is a great place for any type of visitors, and has lots of events and attractions to do. But, in the research which was followed, Swansea isn’t getting enough tourists as it should, or enough recognition from other places.  Also, marketing needs be improved to get tourists to the area, as crime and homeless rates are high in Swansea, people are put off going there, that’s why 52% of visitors stay in the Gower and not Swansea city. In conclusion, the target market for a family of four to go to Swansea is a great target market, but it does need more help with promotion. 
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Appendix 


	Strengths
	Weaknesses

	· Visitors wanting to visit Swansea again
· Different cultures over Swansea
· Many Historical monuments 
· Many natural places to visit
· Lots of transport to use to get around

	· Bad promotion of the city
· Weather is very unpredictable 
· Not many activities to do when there is bad weather
· Brexit could affect tourists coming over
· Not much support from the local council for visitors

	Opportunities
	Threats

	
· More tourists to Swansea
· More money to create new attractions
· Tourist telling friends and family about Swansea so they visit
· More events to happen 
· Creating more income for businesses 

	· Terrorism is high for Swansea
· Climate
· Environmental destruction of beaches
· Crime Rate is very high
· Negative publicity 



Itinerary Package for Swansea and The Gower Peninsula, for a family of four, on the 29thof June to the 2nd of July
Day 1 – 29th of June
· Check In at Marriott Hotel (Swansea SA1 3SS) at 11:00am
· Walk 10 minutes from the Marriott to the Pump House 
· Food in Pump House in SA1 at 12:30pm
· Walk 7 minutes to the waterfront museum 
· Visit at the waterfront Museum at 2:00pm 
· Walk around SA1 and Swansea bay area 
· Walk 9 minutes to wine street in Swansea city 
· 5.00pm food at Frankie and Bennies in Swansea’s Wine Street 
· Walk 3 minutes to Vue Cinema
· 7.00pm Vue Cinema to watch the latest movies all for £5 
· Walk 13 minutes back to the Marriott Hotel
Day 2 – 30th of June 
· Walk 12 minutes to Denny’s 
· Breakfast at the American diner Denny’s at 8:30am 
· Walk 6 minutes to the LC2
· Swimming at the LC2 at 9:30am 
· Coffee and cake at the café in the LC2 at 11:30am
· Bus picking up outside the Marriott at 12:00pm to travel to Mumbles
· Lunch at Copper Fish on mumbles pier at 1.00pm 
· Meeting at Verdi’s Café at 2:30pm, Gower coast adventures boat tours will take you on a spectacular ride.
· Fun in the arcade at 4:30pm 
· Bus picking up at Verdi’s Café at 5:30pm
· Walk 7 minutes to wine street in Swansea City 
· Food at TGI Friday’s at 6:00pm 
· Walk 4 minutes to cinema & co
· Children’s night at cinema & co to watch Ice Age while the parents sit in the bar to enjoy a quiet few drinks at 7:30pm
· Taxi back to the Marriott Hotel costing £5



Day 3 – 1st of July
· Walk 12 minutes to Zinco Lounge
· Breakfast at zinco lounge at 10:00am 
· Bus to Swansea bay at 11:00am
· Play footgolf on Swansea bay 
· the Air show at 1:00pm
· Food at the Coast Café on the marina while watching the air show – 2:30pm
· Bus back to Swansea city at 4:00pm
· Bowling at Ten pin bowling at 5:30
· Food while bowling at the alley.
· Free time 8:00pm Onwards
Day 4 – 2nd of July 
· Breakfast at the Marriot Hotel at 8:30am
· Bus picking up at 9:30 to go to to Rhossili Bay 
· Walk around the beach and explore at 11:00am
· Food at the worms head hotel at 12:30pm
· Rock Climbing and surfing at 2:00pm
· 4:30 Bus picking up
· Walk 12 minutes to Pizza Express
· Food at the Pizza Express restaurant at 6:00pm 
· Taxi back to the Marriott Hotel 
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