Executive summary 
A three-day itinerary in Swansea for a family with young children has been created. The aim and objectives of the itinerary is to be cheap and affordable, but action packed to ensure a memorable stay. Research will be carried out in order to discover what the market segment wants and what Swansea can offer the segment. 
Destination and product description 
Swansea is a small city situated in Wales. Swansea is known for being Wales’s waterfront city (visitswanseabay, 2018).  The city is surrounded by a numerous number of beautiful beaches. Although the city is not the largest, it holds a variety of hotels, restaurants, shops and things to do. 
Throughout the United Kingdom the majority of the population have very little disposable income which has resulted in low confidence in the market. Swansea is a mid-price destination and can potentially offer an affordable holiday which includes a variety of activities. Compared to other cities such as Cardiff and London, Swansea is much more affordable and reasonable. 
Swansea has a lot to offer but it is not always recognised.  A three-day itinerary in Swansea has been created for a family with young children. The itinerary would take place in the summer time in order to be able to experience the hot weather and the majority of activities selected rely on decent weather. 
There is a gap in the market in Swansea for more attractions as Swansea does not have many that stand out. An example of an area that has successful attractions is Pembrokeshire. Pembrokeshire has three well known attractions that families would travel long distance just to visit. The three attractions are Oakwood theme park, Blue stone and Folly Farm and Zoo. Swansea would benefit greatly if it had an attraction like Pembrokeshire’s as it would appeal to families.  
Situation analysis internal and external 
The external factors that were considered were the competition, consumers and economic conditions. A few of the internal factors that have been considered are the cost, product life cycle and the promotional activity. 
During 2015 there was a survey carried out by Gov (Gov.wales, 2015). The survey was based on the most visited attractions in Wales. Swansea bay had 9,880 visitors during 2015. Attraction competition for Swansea would be Folly Farm and Zoo as it had 500,000 visitors in 2015. Swansea’s most popular attraction in 2015 was the LC as it received 803,498 visitors during 2015. 
From research founded by Travelmole (Travelmole, 2018) states that the average UK family costs on their 2017 has increased by £200 per person. 
Research also founded by Travelmole (Travelmole,2018) suggests that one in five said that Brexit has impacted their summer travel plans. Brexit has resulted in people not wanting to go abroad during the holidays. 
Online booking is growing and becoming even more popular as the years go by. Abta (Abta,2017) states that bookin online is increasing as 83% people use this method to book a holiday. 
From research created by ABTA (Abta,2017) states that the number of young families that go on UK holidays is 2.4 and the number of young families that go on holidays abroad is 1.7. Young families opt for holidays in the UK opposed to abroad which suggests that the itinerary would appeal to this market segment.
Analysis of key market segment 
The key market segment selected is families with young children. Research found from ABTA (ABTA, 2016) states that domestic holiday-taking is growing in the UK. An extensive number of 71% of the population have taken a holiday in the UK. ABTA also states that young families were the main market segment that took the most holidays in the UK, the average 26% going on more than four domestic holidays.  
During the year of 2008, Seddon, C (Seddon,2011) states that domestic holiday tourism had risen by 12 per cent. In 2008 75 million trips were made in the UK. In 2009 a large number of 84 million trips were made. 
It has been discovered by Seddon, C (Seddon, 2011) that 87% of 25-34-year olds spend time with family and friends in their leisure time. Seddon, C (Seddon,2011) also discovered that 65% of 25-34-year olds go on days out during their leisure time. 
Leisure and entertainment research was carried out to find out key information about the chosen market segment. Seddon, C (Seddon, 2011) states that in the year of 2009 an extensive number of 89% of the population of England watched numerous amounts of TV in their leisure time. 
Ofcom (Ofcom,2016) states that children from the age of 5-15 are spending up to 15 hours a week using technology. 
By creating an action packed outdoors and indoor three-day holiday, it enables families to disconnect from technology and experience life around them with their loved ones. 
From reviewing research gathered by a Swansea visitor survey (Swansea, 2015), key information was discovered to help create an itinerary tailormade for families with young children. When viewing the survey, it had been discovered that Swansea’s main market segment is families. 
Marketing objectives
The main objectives from creating the short stay holiday for a family is to for them to discover and explore Swansea’s outstanding heritage. Another objective is to showcase Swansea and put it on the map for a cheap holiday. The itinerary needed to be affordable to attract domestic visitors as it would be too expensive to go abroad. 
Another market objective for the itinerary would be to increase awareness and increase market share. The mission statement for the holiday is to be able to encounter the culture and traditions Swansea has to offer.  
Marketing mix
The price of the product is an essential component of the marketing mix. 
The first day of the three-day itinerary in Swansea prices are affordable for a family holiday. The first activity of day one visiting Plantasia (Swansea,2018) would cost £3.95 per adult and £2.95 per child. This activity appeals to the market segment chosen and is also affordable. The next activity at the Ten pin bowling (tenpin, 2018) would cost £7.95 per adult and £6.45 per child. The night stay at Premier inn (Premierinn,2018) on the date of Friday 13th July 2018 would cost £78.98 for a family room which includes breakfast. The overall cost for day one of the itinerary would be £121.58. 
The second day’s activity at Swansea VUE cinema (myvue,2018) would cost an adult £5.74 and a child £2.87 which is a very reasonable price. The cost of the accommodation at the Travelodge (Travelodge, 2018) would cost £85.50 for a family room which includes breakfast. The overall cost for second day would cost £102.72
The third day visit to the attraction LC would cost an adult £7 and a child £5.50 to use the swimming facilities during peak times. A night stay at the hotel ibis (Secure.Ibis, 2018) would cost £66.70 which is for 2 rooms one being a double bed room and one being a twin room. The overall cost of the last day of the itinerary would be £91.70. 
The overall cost of the three-day itinerary based on two adults and two children activities and accommodation would be around £316. The price of the three-day holiday needed to be low cost and affordable which is what the itinerary final cost is. Most of the itinerary activities do not have an entry cost. There is a high demand for an affordable holiday
The itinerary was built to meet the needs of families with young children. The itinerary was created from researching what appeals to the key market segment. Research was very important in order to create the product. 
Customers would look for this product online as it is more accessible online and can reach a wider audience. Potential customers often book their holidays in a travel agent or online. 
Promotion is a key component as it can help the product gain recognition and can have an increase in sale. There are many promotional techniques which can be used to promote the three-day itinerary. The main promotional technique to advertise the product is by using social media campaign. Social media is used by many organisations to gain customers. A way in which the product can reach potential buyers is by sending marketing emails with deals and information. Undertake research on competitors to find out their promotional strategy.  
Summary
In conclusion, the itinerary created reaches out to families with young children as it provides everything that Is needed for that specific market segment. The itinerary meets the aims and objectives by it being a low-cost holiday which showcases Swansea and what it has to offer. 
When researching what Swansea has to offer, a numerous amount of attractions was found. The itinerary showcases Swansea and proves that there can be affordable holiday in the city.
From carrying out research about what Swansea has to offer, it was discovered the city could gain potential future customers by adding more low-cost family attractions. 
The itinerary understands and complies by meeting all customer needs. Not all customers have the same needs, so it was important to take this into consideration. 







Appendices 

	SWOT

	Strengths 
	Weaknesses 
	Opportunities 
	Threats

	Cheap and affordable part of the UK. 
	Attractions can be expensive for a family. 
	Put Swansea on the map for an affordable family holiday. 
	Poor weather conditions. 


	Waterfront city.
	A lot of cities offer similar attractions and accommodation. 
	Support local businesses. 
	Cheaper holiday offers abroad. 

	Natural surroundings you would not see with any other city (beaches, costal paths). 
	
	Bring in revenue to the city. 
	

	Full of attractions that will appeal to all market segments. 
	
	
	

	Educational city. 
	
	
	




	PEST

	Political 
	Economic
	Social 
	Technological 

	BREXIT having an impact on all the UK. 
	Customer’s levels of disposable income are falling. This can have a negative impact on the whole population which results in spending less money on holidays. 
	Population growth rate is increasing. 
	Other competitors may have access to technologies that could attract more customers.

	
	The current economy is declining which can impact organisations. 
	
	Technology can increase sales of the product. 






Three-day Itinerary for a family visit to Swansea from Friday 13th July to the 16th July 2018
	Time
	Day one
	Day two 
	Day three 

	9am
	Walk from Swansea train station to the crepe vine Swansea. 
	Breakfast at Swansea Premier inn hotel.
	Breakfast at Norton house hotel. 

	10am
	
Walk around the city centre and explore the shops. 
	Option of walking or bus from Swansea Premier inn hotel to Mumbles Arcade. 
	Option of bus, walking or taxi to Swansea marina.  

	11am
	
	Explore the arcade and take a short walk onto mumbles pier. 
	

Trip to Swansea LC to go swimming and learn how to surf. 

	12pm
	Lunch at Denny’s diner. 
	Visit Mumbles lifeboat station.
	

	1pm 
	Visit Swansea Plantasia. 
	Lunch at Verdi’s Italian restaurant. 
	 Lunch at the Grape and Olive. 

	2pm 
	Check into Swansea Premier inn hotel. 
	Check into Swansea Travelodge. 
	Check into Swansea ibis hotel. 

	3pm 

	Bowling at the ten-pin bowling Swansea.
	Bus to Swansea Vue Cinema. 
	Visit Swansea waterfront museum.

	4pm 
	
	
Watch a movie at the cinema.
	

	5pm 
	Evening meal at Swansea Las Iguanas. 
	
	Visit the Dylan Thomas Centre. 

	6pm 
	Evening meal followed by a trip to Swansea Kaspas dessert house. 
	Evening meal at Swansea Nandos. 
	Evening meal at Swansea Mamma Mia. 

	7pm 
	Go back to hotel to rest ready for the second day. 
	Go back to the hotel to rest ready for the third day. 
	Go back to the hotel to rest ready to go home the next day. 
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