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Executive Summary 

This report outlines Zip World within the tourism industry which is based in Wales with three locations in North Wales and one in South Wales. The report conducts a comprehensive internal review to evaluate the effectiveness of the organisations current strategies within the marketing sector of Zip World. The report aims to provide a comprehensive marketing strategy including online presence, customer engagement, partnerships, competitions, social media, events, and sponsorships. Zip World refers its product and services as an adventure tourism to create great experiences with its activities offer, this includes zip lines, adventure courses, coasters, and other outdoor pursuits. It involves ensuring the quality and its uniqueness of these experiences to meet all visitor expectations. 

The report’s methodology involved a thorough analysis of Zip World’ internal strengths and weaknesses, secondary research involved a review of the tourism industry reports within the competitor analysis. The sources that will be used are academic resources including E- books and Journals alongside other resources using Zip World’s website. By implementing these strategies, Zip World can navigate the complexities of the industry, responding to the changing marketing dynamics and foster sustained growth. 

Zip World’s Vision is to expand within the locations they offer visitors already and introduce more activities within them. According to director Andrew Hudson, Zip World are not all equal across their sites and has lots of approaches from different locations around the United Kingdom and the world and that the explanation may be in the horizon. It is also believed that “the heritage is so important to us” so that therefore, the heritage will remain within the attraction. (Taylor, 2023)

Zip World’s mission is to enhance a visitors experience to the extraordinary adventure for all types of visitors such as family, groups, solo, adventure visitor days out. Additionally, making the adventures as safe as possible. (Zip World, no date)

Zip World’s values are authentic, loyalty, sustainability, responsibility, and compassion. (Rushton, 2002, p 137-139)

“Zip World’s ambition is to cause as little environmental impact from our business as possible – both across our three sites and along the North Wales, Adventure Highway, between our locations” Sean, Taylor, Co- Founder. (Zip World, 2016)

Introduction 

In this report, there will be a framework model which is a PESTLE analysis, this will be integrated to consider external and internal factors influencing the adventure tourism within Zip World. A PESTLE analysis includes Political, Economic, Sociocultural, Technological, Legal and Environmental factors. (Rastogi, Trivedi, 2016, p. 384- 388) When sourcing information the 4 P’s will also be added, this stands for Product, Price, Place, and Promotion. (Karim, et al, 2021, p. 231- 245). This will give an understanding of the influences that may impact Zip World’s operations, market positioning and reputation. 

Zip World had achieved a strategic approach to digital advertising through online platforms whilst delivering an engaging creative name whilst maximising the industry trends such as experience gifting. Since opening Zip World, the results have been significant by visitor numbers and revenue growth which has abled the business to improve and create further projects by expanding and collaboration. (Navigate Agency, 2023)

Zip World do face several challenges within the adventure tourism industry, being able to maintain and manage potential safety risks is very important as any accidents or incidents do have a legal, financial, and reputational guidelines and consequences that they must follow. Zip World must ensure that balancing the thrilling activities are ensuring safety is the main priority to avoid consequences. (Shale, Nthebe, Swart, 2022, p. 579-591)

Another challenge Zip World face is seasonal fluctuations in visitor numbers which can affect the economic challenges, however, Zip World uses the opportunities to create different seasonal events during off peak seasons which require creative marketing strategies, and the events are ‘Zipmas’ and ‘Fright Nights’ for Halloween, this attracts demographic visitors. (Zip World, 2023). Since 2013, Zip World believes that sustainability is important to the business as they protect the environment and surroundings within the activities and attractions. 

Generally, these challenges and opportunities require a combination of strategic planning, monitoring the market regularly to stay up to date with the latest trends, commitment to safety rules, sustainability, and customer satisfaction. 

Main body 

Political  

Zip World have marketing guiding policies in which they need to follow for their branding. Ethical advertising and customer engagement is permitted to sure Zip World’s consistency with defining their target market audience and are set standards for promotional materials. (Eshuis, Braun, Klijn, 2013, p. 507-516). Also, Zip World must incorporate compliance with data protection regulations in which these policies are a safeguard for visitor’s privacy and this should not be leaked, otherwise this leads to business failure and fines. (Hoofnagle, Sloot, Borgesius, 2019, p. 65-98). Marketing policies are outlined by crisis communication strategies and social media guidelines to keep a positive brand image. Another policy Zip World had to follow was when the coronavirus had started, and they had to follow all government guidelines to ensure all safety of visitors and staff, this includes a reduced number of visitors per activity, open certain times and days, catering was closed, and one-way systems had to be followed for visitors. (Gupta, Smith, 2023)





Economic 

Zip World has economic strategies which helps the sustainable growth within this sector. Pricing models are implemented where dynamic pricing changes where this varies based factors on demand, peak times, competitors, and perceived value by visitors which can optimize revenue for the business. Strategic partnerships with local businesses can stimulate economic activity within the region and creates mutually benefits for both collaborations. 
Some of Zip World’s partnerships are. 
· Parc Eirias Stadium, Colwyn Bay. 
· Hospitality Tram at Stadium Zip World. (Zip World, no date)
· Parc Y Scarlets in Llanelli, South Wales. (Scarlets, no date)
Their competitive market is Go Ape, which is another adventure park activity that provides the same geographic region which are the competitors for Zip World. (Go Ape, 2023). Continual investment infrastructure and expanding the range of activities that are offered ensures Zip World’s diverse revenue growth. Additionally, contributing to the local employment by hiring from the community and providing skill development programs alongside all training reinforces a positive economic impact. (Turok, 2001, p. 120-127). Balancing economic strategies considering short and long term will ensure sustainability for the economic health of Zip World. 

Sociocultural  

Zip World has sociocultural marketing strategies which involves the understanding and incorporating the social and cultural aspects of the target market and communities where Zip World operates based in Wales. Zip World invests in marketing Campaigns to attract more visitors and leveraging data analytics to understand market trends and staying competitive, Zip World advertises and promotes the business through their own social media platforms, visitors will spread word of mouth and online presence. (CTIDigital, no date). Marketing materials are used inclusively and diversity that are reflected regularly so that all visitors can participate in all activities no matter the demographic and geographic. It is important that Zip World communicates the safety measures in a culturally way where this is educating all visitors following all safety procedures during the activities. (Minett, 2021). When promotions are available to see for visitors, potential visitors will be attracted to this adventure tourism depending on its place, where the exact location is, ease of access and any partnerships with local businesses or tourism networks. Within consideration these sociocultural factors create marketing strategies that contribute to the communities nearby and potential visitors visiting the attraction. 

Technological 

Zip World do offer some technological strategies which focus on enhancing the visitor experience and efficiency. Zip World offers an easy access booking system through their website online which helps Zip World’s marketing to stay focus on visitor numbers per day and per session of activity. This also allows the visitor to plan and customize their activities easily, the website can be accessed on all smart devices such as laptops, mobile phones, iPad etc. (Zip World, 2023) Imposing social media platforms for targeted advertisements with engaging content will enhance brand visibility and attract a diverse audience. Integrating virtual reality (VR) or 360-degree videos into the marketing materials provides previews of each activity within the attraction. Zip World enables personalized marketing campaigns by utilizing visitors’ information to send emails to them of an automation promotion and newsletters to gain feedback and loyalty, this helps Zip World to promote their business easily. Using technology ensures that Zip World remains to the current digital marketing trends and maximizing their audience to reach their goals. (Meyer, Loch, 2007, p. 27-48) 

Legal  

The legal marketing strategies includes transparent communication and compliance, Zip World must ensure all promotional materials are accurate and up to date to align with regulations to minimise legal risks. (Trofanchuk, et al, 2021). The terms and conditions must be clearly displayed and detailed as well as adherence to data protection laws in visitor communications and safeguard against legal complications. When Zip World collaborates with local businesses the legal professionals plan the marketing campaigns which helps navigate potential challenges. Furthermore, Zip World obtains permissions for any intellectual property used in their marketing materials and securing the correct and proper licence which contributes to legal actions. (Zip World, 2023). By incorporating these legal considerations, Zip World can execute marketing strategies effectively while maintaining legal compliance and protecting its brand integrity. 

Environmental 

Zip World’s environmental strategies are to prioritize sustainability and conservation within the surrounding areas and implementing eco-friendly practices such as investing and developing new vehicles for Zip World for their employees to commute and to drive to the three Zip World locations in North Wales. (Zip World, 2016). This will reduce the carbon footprint which is important because it reduces the effects of the global climate change and boosts the economy which helps to ensure clean air quality for the local surroundings.  Zip World reduce waste through recycling programs which they produce bins all around the attraction and adopting to low impact construction methods which demonstrates a commitment to environmental responsibility. (Sharma, et al, 2010, p. 330-341). In 2019, Zip World was set to go up to the next level after the arm of Lloyds investment who took minority stake within the attraction, now the Lloyds Development Capital (LDC) have bought two shareholders who will provide the cash injection and additional expertise to expand Zip World further. Zip World has opportunities to expand further than Wales and Zip Worlds values the business reach a Net worth of £45 million. (Hughes, 2019). Educating visitors is another strategy about the local environment and the importance of conservation will give awareness and responsibility within. To help with this, regular environmental audits are completed and monitored will ensure the ongoing compliance with green initiatives.  Zip World minimizes the environmental impact, but they also contribute to the preservation of natural resources, enhancing its reputation as a sustainable adventure tourism destination and attraction. (Preseli Venture, 2018). 



Conclusion 

In conclusion, the comprehensive internal review of Zip World’s marketing strategies, incorporating the PESTLE analysis and the 4 P framework, this reveals both strengths and weaknesses where Zip World has areas for improvement within the marketing sector. The PESTLE analysis had examined a facilitates a holistic understanding of the market context. Within the 4 P framework an evaluation highlights effective aspects of Zip World’s current approach. However, the opportunities for enhancement emerge particularly aligning products with evolving consumer needs, optimizing pricing strategies for the competitive market and maximizing promotions as much as they can. The synthesis of the improvements could help Zip World’s marketing presence to ensure they adapt within the businesses landscape and sustaining the success within the adventure tourism industry in which they navigate. 

Recommendations 

Furthermore, the writer believes that there are many recommendations to include that will enhance Zip World’s marketing strategy for future customers and business opportunities. Some recommendations include.
· Exploring the Virtual Reality (VR) for the website which will enhance customers experience online to preview the attractions that Zip World offers before them visiting onsite as this is only done through their social media. 
· Invest the marketing approach with a mobile phone app for Zip World, in which could be quicker and easier than Zip World’s website and which will appeal more to customers. 
· Forming more partnerships and collaborations with travel influencers through social media platforms to help expand Zip World and reach high credibility and/ or collaborating with local businesses to create bundled packages which encourages joint marketing efforts, this could include accommodations, food and beverage and attraction tickets with discounts. 
· Implement customer loyalty programs with rewards for repeat visits across all locations of Zip World. 

These recommendations are aimed to enhance Zip World’s marketing strategies with effectiveness, customer engagement and aligning with branding to keep up to date current market trends. Often monitoring the success of these strategies through key performance indicators which are essential for ongoing refinement and optimization. 
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