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Executive Summary
This report aims to demonstrate the strengths and weaknesses of Swansea and Gower as an activity tourist destination, taking into account the four principals of marketing (Kotler, 2017), along with local tourist information and marketing data. A full four-day itinerary will be prepared to demonstrate the findings.
The itinerary is specifically designed for activity tourists at a budget price, promotion of the product will include social media and local leaflet advertisement, to ensure that yield is not decreased through means of marketing. 
This report has shown that Swansea’s tourism rates, over recent years have decreased and the aim of the new business idea is to increase this number again, but also enhance community participation in the area. Furthermore, Swansea has opportunities to extend tourism through their few large-scale events, such as the Air Show and BBC’S Biggest Weekend in 2018, but also by their award-winning landscape and beaches. Therefore, a recommendation to improve the reputation of these aspects may be to expand the cities website and marketing methods.

















[bookmark: _GoBack]Destination & Product Description 
This report will review the extent to which Swansea and the Gower Peninsula is an attractive tourist destination for those considered to be ‘activity tourists’. 
Active tourism can be a combination of education, exercise and ‘active involvement’, (active-tourism.com). The aim of active tourism is to ‘combine recreation, education and bring benefits to both the tourist as well as to the visited land’, (active-tourism.com), it could also be considered as adventure tourism as they involve similar activities, such as, culture tours and expeditions. 
The Gower Peninsula was designated the UK’s first ‘Area of Outstanding Natural Beauty’ in 1956, (visitswanseabay.com).  It is also home to Rhossili which won the National Trust’s ‘favourite beach award’ and is ranked at the 9th best beach in the world. Additionally, Mumbles was voted the ‘best place to live’ in Wales, (www.bbc.co.uk). Many celebrities have travelled to Wales to experience Gower’s surreal natural beauty, such as, ‘Catherine Zeta-Jones, Mick Jagger and former Bond actor Pierce Brosnan’, (walesonline.co.uk). Gower is known for its rustic local pubs, luxury hotels and wedding venues, such as, Old Walls wedding venue, the Rake and Riddle pub and the Oxwich Bay Hotel.
Swansea holds large-scale events such as, The National Air Show, BBC Music’s ‘The Biggest Weekend’, The Waterfront Museum’s Winter Wonderland and more. This increases tourism and general and political reputation. Furthermore, Visit Wales has awarded Swansea Council a grant to deliver a ‘Gower Beaches: Managing Excellence Plan’, (Swansea.go.uk), which may further increase the reputation of the Gower Peninsula and tourism as a result. 
The council last did a Swansea population estimate in 2016, which was 244,500 inhabitants, which ranked as the 2nd highest population of 22 local Welsh authorities and 8% of the entire Welsh population, (Swansea.gov.uk). 

Situation Analysis 
Swansea is heavily restricted by its weather as many outdoor activity pursuits are not possible even though it has the right facilities and grounds to operate them, this contributes to the decrease of tourists. However, Swansea’s LC Waterpark is an indoor activity and has been awarded Trip Advisor’s ‘Traveller’s Choice Award’, a Swansea Bay ‘Tourism’ award and Swansea Life’s ‘Best Health Gym/Spa’ in 2017 and the Government’s ‘Gold Accolade’ award in 2018, (thelcswansea.com). An opportunity to gain more tourists would be to increase the number of indoor leisure activities in the area. Another factor which reduces the number of tourists visiting Swansea is the lack of large-scale events and communication between stakeholders to initiate this. In 2016, the tourist expenditure in Swansea was £400.3 million (-1.6% on 2015) and the number of jobs supported was 5,674 (-0.8% on 2015), (Swansea.gov.uk). Additionally, Swansea is lacking in marketing, public transport systems and tourist attractions such as arenas and shopping centres, all of which affect tourism levels and community participation. However, the council do have innovations for an arena being built in the centre and Theresa May has funded the city to invest in a new shopping centre in the city, also, the first ever Tidal Lagoon is being planned to locate on Swansea Bay.
An opportunity for Swansea could be to attempt to win awards for the Wales’ City of Culture, the Purple Flag Status and the City Region Status, this would improve Swansea’s reputation and therefore, encourage more tourists to visit the area. 
The economic recession in 2008 caused low interest rates in the UK. This increased the cost of food, clothes, petrol etc. Brexit has affected the UK in many ways as there was much uncertainty as to whether the UK will stay within the EU, and because the UK voted out of the EU, the pound was devaluated. Activity tourists from abroad may be attracted to the area as a result of this as it has made holidays in the UK cheaper, this would also encourage locals to engage in UK holidays instead of going abroad. Another opportunity to encourage tourists to the area may be to develop a new business idea in the area, this may also introduce a new market to the area. Also, developing short break packages in Swansea would develop tourism as it would extend the time that tourists stay, therefore increasing economy levels. The UK is ranked the 5th highest gross domestic product in the world and second in the EU, (data.worldbank.org) and has a population of 66,464,400, (worldometers.info). This large number of people allows small businesses to make a profit as well as the big organisations. Open to migration, making the area a cultured environment, 1/8 residents in the UK were born abroad, (ons.gov.uk), resulting in larger, cheaper workforces. However, there are some social disputes to migration from locals.
There have been a number of new leisure attractions brought to Swansea which have increased the levels of social tourism in the area, such as, Foot Golf, Limitless Trampoline Park and food and drink trends, such as, Turtle Bay, Denny’s Diner, Kaspa’s and Five Guys. The American food chains are a new and popular trend bringing tourism and income to Swansea. On the other hand, these trends brought to an area are time-bound, they are popular for a short time and eventually business starts to go quiet and organisations start to leave the city. However, bringing in these new trends does push tourism to get Swansea recognised and increases population.
The council last did a Swansea population estimate in the middle of 2016, which was 244,500 habitants. This was ranked as the 2nd highest population of the 22 local Welsh authorities and 8% of the entire Welsh population, (Swansea.gov.uk). 

Analysis of Key Market Segment
In 2016, the tourist expenditure in Swansea was £400.3 million (-1.6% on 2015) and the number of jobs supported was 5,674 (-0.8% on 2015), (Swansea.gov.uk). The Scarborough Tourism Economic Activity Model also showed that visitors to Swansea ‘spent over £360m in 2013’, 4% more than in 2012, (walesonline.co.uk). Swansea’s Rural Development Plan is mainly concerned with ideas to increase tourism rates and encourage people to stay in the area for longer in the more ‘rural’ parts of the city, (walesonline.co.uk).
Activity tourists are attracted to mainly outdoor activities, which are high intensity and thrill seeking. Furthermore, natural idyllic scenery, a clean environment and a good atmosphere is also attractive to tourists who enjoy engaging in outdoor activities. 
The itinerary displayed in appendix 3 is based on 4 activity tourists travelling to Swansea together for 4 days. The accommodation chosen is from a company called Scamper Holidays and the group will be staying in the ‘Rhossili Classic Shepherd Hut’, situated above Rhossili Bay with a bird’s eye view of the beach, see a photo of the hut in appendix 4. The accommodation sleeps 4 people and includes a kitchen with ‘cooking and dining equipment’, (scamperholidays.anytimebooking.eu). The hut also includes private parking, a gas BBQ and a shower and bathroom facility on the campsite. The price per person for the 4-day stay in the accommodation is £68.75, which totals £275. 
It may be argued that activity tourists main focus for a holiday would not be luxurious but rather just vital necessities. For this reason, the group travelling on the itinerary plan will buy a week public bus pass for £20 each.

Marketing Objectives
The aim of this new business idea is to create a compelling and thrilling travel package to increase the culture and the number of activity tourists to Swansea and the Gower Peninsula. 
The first objective during the initial year of the business is to achieve a 3% share of the economic tourism market. 
A second objective is to increase tourism and staycation levels in Swansea by 4% by building a good reputation of the area as one of the most cultural holiday destinations and offering an opportunity to experience activities out of the ordinary.
Lastly, to involve locals in an attempt to develop tourism and enhance community participation.

Marketing Mix 
The marketing mix is a set of strategies that an organisation will use to produce the ‘response it wants in the target market’, (Kotler, P. 2017, P. 49). The ‘product’ is the services the company offers. The ‘price’ is how much it will cost the customer to buy the product. The ‘place’ is the ‘activities that make the product available to the target market’, (Kotler, P. 2017, P.50). Lastly, the ‘promotion’ strategy takes into account the activities that ‘communicate the merit of the product’ and persuade people to buy it, (Kotler, P. 2017, P.50).
The itinerary made by ‘Roots of Gower’ consists of an entire 4-day plan of travel, accommodation, activities and culture. It is based on 4 activity tourists of ages 20-30. However, Roots of Gower offers options to make itinerary applicable to those of all ages and groups of all sizes for the same price. The itinerary product comes with a full plan of bus transport times and routes for the full 4 days accommodation in the heart of Gower and a range of low prices activities. Furthermore, the organisation has produced a new indoor leisure product for which the users of the itinerary get a discounted price. This is an indoor Ice Rink in Oyster Wharf, Mumbles. The original price of entry is £10 per person for one hour of skating, itinerary users enter for £7 each. 
The price of the itinerary is £300 each for 4 days. This includes, all transport for the 4 days, 3 nights Glamping in Rhossili, all activities and 3 evening meals. A survey from Barclays PLC showed that both domestic and international tourists will have an average budget of £954 for a UK holiday, ‘British visitors spend £309 on accommodation and £152 on buying food and drink’, (Barclays.co.uk). This would suggest that the itinerary made by Roots of Gower would be in the ‘budget’ range of holidays. The itinerary also promotes local businesses, resulting in bringing income to the local area and supporting small community organisations, this would increase economy and tourism rates. 
The itinerary encounters a range of indoor and outdoor activities at high and low intensity levels, therefore, is able to attract a wide target market, such as, families, couples etc. even though it is mainly aimed at activity tourists. The website of the organisation includes a booking process, whereby customers can see availability, book and pay for the holiday. There are also monthly instalment plans available. Activity tourists’ disposable income would be higher than other target markets for travelling. This is because their main interest is exploring a variety of activities around the world and they have a passion for it, therefore, are more likely to spend on these products than others.
The place the product is situated in is Gower, which is well known for its awards in natural beauty and award-winning beaches. This is a strong attraction for the product as many people are interested in exploring the area. The organisation keeps an inventory of their itinerary plans to promote to potential customers. Roots of Gower also offers the activities at a separate price or a bundle price to encourage community participation in the area as locals would not require accommodation. 
The Roots of Gower company communicates the merits of the product to local businesses and how it benefits them in order to build good relations to help promote the product by advertising in their organisations. Roots of Gower also offers a 10% discount for visitor’s next visit if they refer a friend as purchase incentives. The organisation also promotes by means of direct marketing through social media, as it is free and the most current form of marketing as most of the target market for the product will be young adults and families, most of which will access social media. This will be done through Facebook, Instagram and Twitter. This is also one of the main forms of advertisement that will reach foreign destinations. 
The council last did a Swansea population estimate in 2016, which was 244,500 habitants. This was ranked as the 2nd highest population of the 22 local Welsh authorities and 8% of the entire Welsh population, (Swansea.gov.uk). Swansea Council also published a report of Swansea’s demographics, showing the most populated area in Swansea to be Penderry and Castle, (appendix 7). This suggests it would be sensible for marketers to locate their materials in these areas as there are more people, and therefore more likely to be noticed. However, it may also be argued that this does not suggest that people in this area would be interested in the particular product. Appendix 8 was also in the report shown by Swansea Council showing ‘Swansea’s projected population by key age group’, (Swansea.gov.uk). The results showed that the main age range living in Swansea is 16-64. This is a positive for Roots of Gower’s product as these ages are their main target market and may be persuaded to participate in the local activities that the organisation offers. 

Summary 
This area review and active tourism itinerary takes full consideration of all that Swansea and Gower has to offer the activity tourist. Particular attention was paid to the marketing mix four Ps (Kotler, 2017) along with recent population data and current marketing trends to produce a comprehensive and affordable short break.
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Appendices 
Appendix 1 
A SWOT analysis of Swansea and the Gower Peninsula. 

	STRENGTHS
	WEAKNESSES

	· Gower has been awarded Britain’s first ‘Area of Outstanding Natural Beauty’, (walesonline.co.uk). 
· Rhossili has won the ‘Favourite Beach’ award from the National Trust, (walesonline.co.uk).
· Home of the premier league football team – Swansea City A.F.C.
· Swansea’s LC Waterpark has been awarded Tripadvisor’s ‘Traveller’s Choice Award’, a Swansea Bay ‘Tourism’ award and Swansea Life’s ‘Best Health Gym/Spa’ in 2017 and the Government’s ‘Gold Accolade’ award in 2018, (thelcswansea.com).
· Visit Wales awarded Swansea Council a grant to deliver a ‘Gower Beaches: Managing excellence plan’, (Swansea.gov.uk). 
· Wales Airshow and the Waterfront Museum’s Winter Wonderland are both large events held in Swansea and bring in many tourists.
· The decrease in the value of the pound, worked out to be a strength for tourist’s coming into the UK as interest rates are lower for them to change their euros to pounds. 
· Mumbles was voted the ‘best place to live’ in Wales, (www.bbc.co.uk). 
	· The weather restricts many activities = less tourists. 
· There are not many tourists coming to Swansea as there is a lack of large-scale events and a lack of communication between stakeholders to initiate this. In 2016, the tourist expenditure in Swansea was £400.3 million (-1.6% on 2015) and the number of jobs supported was 5,674 (-0.8% on 2015), (Swansea.gov.uk). 
· Lack of wet weather attractions. 
· Cleanliness – public toilets and streets are not maintained as well as other cities. 
· Setting up a new business idea is a weakness in itself as it is unsure as to whether it will be successful or not. 
· There is not enough marketing to promote Swansea. 
· There are not enough tourist attractions (arenas, shopping centres). 
· There is a lack of public transport systems. 


	OPPORTUNITIES
	THREATS

	· The bad weather could be an opportunity to encourage people to go out in their waterproofs and join in the outdoor activities regardless. 
· An opportunity for Swansea could be to attempt to win awards for the Wales’ City of Culture, the Purple Flag Status and the City Region Status, this would improve Swansea’s reputation and therefore, encourage more tourists to visit the area. 
· Improve the cities website and social media marketing to make it more appealing to tourists. 
· More public transport systems, to make it easier and more efficient for people to travel to the city. 
· Develop short break packages in order to extend the time tourists stay in the area. 
· Developing a new business idea in the area would attract tourists to the area. It may also introduce a new market to the city. 
· Swansea City Council have discussed developing a new arena and shopping centre in the city and also the first ever Tidal Lagoon on Swansea Bay. 
· The economic recession in 2008 caused low interest rates in the UK. This increased the cost of food, clothes, petrol etc. This could be an opportunity as people cannot afford to go abroad and therefore encourages UK holidays, which also increases tourism in the UK. 
· The devaluation of the pound may be an opportunity to increase tourism as it is now cheaper for people living outside of the UK to go on holiday to the UK.
	· The weather could be a determiner as to whether an event goes on or has a good turn-out of spectators.
· The economic climate would affect events and activities as people are not going to spend money on them in times of recession. 
· There may be a decline of marketers in the area as there are not enough events to work on in the area and therefore, they move out to a busier city. 
· High street branded shops may leave the city if they are not successful enough. 
· Negative perceptions of the area would affect the level of tourism.





Appendix 2
A PEST analysis of the United Kingdom. 
	POLITICAL
	ECONOMIC

	· The economic recession in 2008 caused low interest rates in the UK. This increased the cost of food, clothes, petrol etc. 
· The devaluation of the pound cause exchange rates to increase.
· Brexit – uncertainty as to whether or not to stay in the EU. 
· It is a relatively fair country and the public have an influence on the government. 
· The country has a proactive government. 
· The government is politically stable. 
· There is some well-hidden corruption, (www.theguardian.com).
· The government is split into national and local administrations. 
	· The economic recession in 2008 caused low interest rates in the UK. This increased the cost of food, clothes, petrol etc. This has been a slow recovery process.
· The devaluation of the pound caused exchange rates to increase, which would increase revenue in the UK as UK residents cannot afford to go abroad and therefore stay home or take UK holidays and it encourages tourists to come on holiday to the UK as it is now cheaper for them to change foreign money into pounds.
· The UK is ranked as the 5th highest gross domestic product in the world and second in the EU, (data.worldbank.org). 
· The UK has a large population of 66,464,400, (worldometers.info). This allows small businesses to make a profit as well as the large organisations. 
· Diverse economy with large public and private sectors. 
· Increasing foreign direct investment, (Santandertrade.com). 
· A lot of money is spent on free public services and financial aid, therefore, decreasing economy for the rest of the UK. 
· Theresa May has funded the plans for the new shopping centre in Swansea. 

	SOCIAL
	TECHNOLOGICAL

	· Theresa May’s funding into the city to extend the central Quadrant shopping centre will encourage more social tourism to the area. 
· There have been a number of new leisure attractions brought to Swansea which have increased the levels of social tourism in the area, such as, Footgolf, Limitless Trampoline Park and food and drink trends, such as,Turtle Bay, Denny’s Diner, Kaspa’s and Five Guys. The American food chains are a new and popular trend bringing tourism and income to Swansea. 
· The trends brought to an area are time-bound, they are popular for a short time and eventually business starts to go quiet and organisations start to leave the city. However, bringing in these new trends does push tourism to get Swansea recognised and increases population.
· Many free public services, for example, the National Health Service.
· The council last did a Swansea population estimate in the middle of 2016, which was 244,500 habitants. This was ranked as the 2nd highest population of the 22 local Welsh authorities and 8% of the entire Welsh population, (Swansea.gov.uk). 
· Open to migration, making the area have cultured environment. 1/8 residents in the UK were born abroad, (ons.gov.uk). This results in larger, cheaper workforces.
· There are some social disputes to migration from locals. 
· Education costs are high in the UK and are continuingly increasing. This restricts foreign students to move and study in the area. 
	· Swansea City Council have new innovations for the area. 
· There is many expertise in science and IT in Swansea. 
· There is a lot of internal business competition which stimulates growth within the city. 
· The UK has slow technological development rates in comparison to the US. 


Appendix 3
The 4-day itinerary by ‘Roots of Gower’. 

	DAY
	TIME
	TRAVEL
	ACTIVITY
	PRICE

	FRIDAY
	


Morning -









Afternoon –



Evening - 
	All week adults bus pass. 

Morning – Bus from Terminus (115) stop to St Helen’s Road stop (116).





Afternoon – already at location.

Bus from Recreation Ground stop (2A) to Oystermouth Square stop, short 2-minute walk to Oyster Wharf.



Bus from Oystermouth Square (2A) to Singleton Hospital to change onto bus (116) to Terminus stop to get back to Rhossili Bay accommodation.
	


Stand up paddle boarding on Swansea Bay. Just a short walk from the 360 Watersports Café for showering facilities and tea and coffee after the lesson, (gowerkiteriders.com).

Adult kayaking on Swansea Bay, (360swansea.co.uk).

Indoor ice skating arena, with café and bar. Situated in Mumbles Centre, Oyster Wharf. 

Have tapas and drinks in Croeso Lounge after skating, (thelounges.co.uk).
	Travel = £20pp.

£40pp.









£5pp.



£7pp for 1 hour.



£9.95pp for 3 tapas. £6.50 for Raspberry Fizz cocktail.

	SATURDAY
	



Morning –



Afternoon – 

























Evening -  
	All week adults bus pass.


Morning – walk from Rhossili hut.

Afternoon – Bus from Terminus Stop (115) to Singleton Hospital Stop, change to (2A) and get off at Southward Lane Stop & 20-minute walk to Oxwich.


Bus from Southward Lane stop (2A) to Singleton Hospital stop change to bus (115) to Terminus Stop to get back to Rhossili accommodation.

Evening – already at location.
	



Walk to Worm’s Head, Rhossili.


Gower Foraging Course. A trek through Caswell woods collecting and learning about wild food to cook after it, (wildplantguide.com).




















Have a BBQ overlooking Rhossili Bay outside their hut with the Gas BBQ provided. Get a ‘luxury BBQ hamper’ from Scamper Holidays, the pack includes ‘Gower Salt Marsh Lamb Burgers, Minute Steaks, Chunky Sausages, Cheese, Bread rolls, Coleslaw, Marinade, Crisps & Sauces’,
(scamperholidays.co.uk).
	Travel = Paid all day.

Free.



£20pp.

























£10pp.

	SUNDAY
	



Morning –















Afternoon – 











Evening - 
	All week adults bus pass.


Morning – Bus from Terminus stop (116) to Bethesda Church stop change to (117) to Golden Grove stop, change to (118) and arrive at Perriswood Turn stop.





Afternoon – Short 14-minute bus trip from Perriswood turn (118) to Shepherds stop.






Evening – Travel back to Rhossili Bay by bus from Shepherds stop (117) to Bethesda Church stop, change to bus (116) to Terminus stop.
	



30-minute lesson of archery, (perriswood.com). 

Falconry session – includes cakes and tea and a ‘bird of prey display’ to hold birds, (perriswood.com). 

Air Rifle Shooting – 4 X 10 magazine, (perriswood.com). 

Gower heritage Centre. Tour around the crafts centre learning about the heritage of the ‘water powered corn and saw mill’, (gowerheritage centre.co.uk). Take part in pottery, wool spinning, see the animals and taste the Gower beer in the café. 

Set up a beach fire on Rhossili Bay with wood from the beach and roast marshmallows, bought from the National Trust shop in Rhossili Bay’s car park area.
	Travel = Paid all day.



£11pp.



£12pp.





£9pp.



£6.95pp entry fee.










25 pence pp.

	MONDAY
	



Morning –












Afternoon –










Evening -  
	All week adults bus pass.


Morning – Bus from the Terminus stop (116), change at Parkway Flats and get on bus (20) to Craddock Street, the centre is on that street.




Afternoon – Get on bus (118) on Craddock Street and change at Perriswood Turn to the (117) bus to Oxwich Cross.




Evening – Already back at Rhossili. 




2-minute walk back to Rhossili Glamping Huts.
	



Breakout room experience. The ‘Mumbles Bunker’ experience from (breakoutsswansea.com), whereby, players are locked in a room, given a murder story and have to work together to find out the ‘killers identity’ and escape within an hour.

Gower Coast Adventure from Oxwich to Worms Head. An experience of ‘wildlife encounters’ and Worms Head. Learn about the history of the caves and ‘smugglers haunts’, (gowercoast
adventures.co.uk).


Have a welsh meal and cider in The Worms Head Hotel, overlooking the views of Rhossili Bay, (thewormshead.co.uk).
	Travel = Paid all day.

£14pp for 90 minutes.










£45pp for 2 hours.









Around
£15pp for a meal and a drink.



Appendix 4
A picture of the ‘Rhossili Classic Shepherd Hut’, (scamperholidays.anytimebooking.eu). 
[image: ]

Appendix 5 
A picture of the sleeping area of the accommodation, (scamperholidays.anytimebooking.eu).
[image: ]

Appendix 6 
A picture of the kitchen and dining area of the accommodation. 
[image: ]




Appendix 7 
A map to show the estimates of Swansea’s population areas, (Swansea.gov.uk).

Figure 1: Population density by Ward 
Source: Population Estimates (ONS, 2011) and land area (sq. km). 
[image: ]









Appendix 8
A graph to show ‘Swansea’s projected population by key age group’, (Swansea.gov.uk).
Source: Local Authority Population Projections for Wales (2014- based), Welsh Government. 
[image: ../Desktop/Screen%20Shot%202018-03-25%20at%2019.15.38.png]
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