



[bookmark: _Toc509674294]Executive Summary
This report includes a marketing plan for a 3-5 day itinerary for Swansea and the Gower Peninsula to a specific market segment “Over 50’s”. The itinerary was created through online research from reliable and appropriate resources. The marketing plan includes a product description, a SWOT and PEST analysis, marketing objectives, the key market segment analysis and the marketing mix was spoken about in further detail. The final section of the marketing plan outlines who the key market segment are and how the product appeals to the market segment, why it appeals to the market segment and if there is a need and want for this product and how the product reaches its customers. 
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[bookmark: _Toc509674295]Destination and Product Description
The destination as stated above is Swansea & the Gower Peninsula. Swansea is Wales’s second largest city, and within is a blend of a lively city, gorgeous coastlines and stunning countryside all in one area. Within Swansea tourist can get a taste of the local and cultural food Wales has to offer such as cockles, lava bread and welsh cakes from Swansea Market which is Wales’s largest indoor market. Swansea’s night life is very popular among the young crowd where Wind Street is the place to go, however for people of all ages Uplands is a great spot for bars and restaurants and less lively. Swansea is also the home to the famous and well known poet Dylan Thomas and there are many exhibitions and festivals in Swansea and around Wales celebrating Dylan Thomas. Swansea bay is only a 10 minute walk from the city centre and has superb views of the coastline. 
The Gower Peninsula was the UK’s first ever Area of Outstanding Beauty that was awarded in 1956. Since then it has attracted many tourist to the coastlines and is famous worldwide. The Gower Peninsula is surprisingly only 16miles long and 7miles wide and is made up of over 50 beaches, some of which can only be reached by foot. Located on the beaches or close by are tea rooms and cafes which are on the more popular beaches, there are chip shops, traditional pubs, boutique hotels and fine dining restaurants nearby some of the beaches too. 
The product created is an itinerary, a marketing plan has been devised because as stated by Westwood, (2002) “No company can survive in the modern world unless it plans for the future. Marketing planning is the technique that enables a company to decide on the best use of its scarce resources to achieve its corporate objectives.” The full itinerary can be seen in Appendix A. The itinerary includes accommodation, attractions, activities, events and restaurants for this specific market segment. SWOT and a PEST analysis has been undertaken focusing on the external and internal factors that can affect the product which can be seen in Appendix B & C and spoken about thoroughly in situation analysis section. 
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Situation Analysis
The situation analysis that was undertaken identified the external and internal factors that affect the product. The external analysis being PEST the political, economic, social and technological factors and the internal analysis being SWOT the strengths, weaknesses, opportunities and threats of the product. The importance of a situation analysis in a marketing plan is vital as it is an assessment of the environment the product is in. Taken from Wong, (2011) “A situation analysis is an assessment of the environment in which the organization operates and of the organization itself….. This analysis assists marketers to determine what the organization does well and what it does not. It also identifies the issues that need to be improved.” 
Beginning with the external factors affecting the product, the PEST analysis can be seen in Appendix C. The political factors that has an impact on this product is the result of Brexit. This result may encourage more people to go on domestic holidays rather than inbound holidays. This is due to the currency exchange rate from pound to euro after the referendum seen the pound drop by 19%, alongside this is British citizens potentially needed a visa to travel to Europe and this may put people off. The specific market segment that may well be put off more than others is the “Over 50’s” as they may not want to deal with the hassle of completing forms to go abroad and therefore will stick to a domestic holiday. Not only is this cheaper but also they get to experience beautiful beaches and the events the city has to offer that they may not have taken much interest in before. 
The economic factors that affects the product is the transportation options needed for this itinerary to work. Firstly petrol prices may become expensive due to the amount of driving that is essential for this itinerary because it involves seeing the coastlines, some of the countryside and involves going into the city to explore further. Furthermore for this itinerary they could opt to use transportation such as buses or taxis, taxis is included in the itinerary and can be seen in Appendix A, however this can add up to being even more expensive. This therefore may appeal to only the individuals in the market segment “Over 50’s” who own a car. 
Similarly to political factors the social factor identified is that the market segment “Over 50’s” are more attracted to domestic holidays more than they are to going abroad. This may be because they are slightly older and prefer to be closer to home but also to explore their surroundings now that they have more free time on their hands.
The last factor is the technological factors this is the effect technology has on today’s generation as it gets used on a daily basis such as mobile phones, laptops, televisions and so on. This itinerary appeals to the older market segment as it’s a way for them to escape all technology that’s out today and enjoy their surroundings and take a break.
The internal factors that has been identified through using the SWOT analysis are as follows. The location of the destination is a strength as Swansea and the Gower Peninsula has a lot to offer and many attractions, events going on along with beautiful scenery to enjoy. This makes it a great destination to visit and the itinerary produced involves some great attractions, events and coastlines to visit. Secondly the itinerary produced is designed specifically for the market segment “Over 50’s” and involves attractions that appeals to that market segment greatly. 
The weaknesses of the product outlined was that the itinerary may not appeal to everyone in the market segment, as much as the activities chosen are specifically for one age group it can be seen as being stereotypical and not all people in that market segment enjoys the same activities as everyone is different. 
The opportunities this product provides to the area is that if the tourism within the area grows especially with the market segment the product is targeted too it could lead to even more businesses opening such as coffee shops opening and tea rooms as this is one attraction that this market segment enjoys visiting, and along the coastlines is a great location.
The last factor is the threats the product could deal with, one being extreme weather conditions. As the location of the itinerary is Wales, summer time in Wales doesn’t always mean sunshine and therefore the itinerary could get ruined with the possibility of some rain days that could affect the product greatly. The last threat is that the itinerary requires customers to have their own transportation as it’s easier to travel around the destination and to the different attractions, however not everyone has their own transport and this can also affect the itinerary.


[bookmark: _Toc509674297]Analysis of key market segment
The market segment for this product is “Over 50’s”. The needs this market segment has is to be close to home, the need not to travel too far, and an itinerary they can enjoy. 
The product is specifically aimed at the age group over 50’s, all activities and events included in the itinerary is aimed to suit this market segment the best. The gender this product appeals to is both male and female and mainly towards couples in this market segment who enjoy going on nice long walks and who enjoy being outdoors. The product is friendly to individuals in this market segment as it is not too expensive and can be altered slightly to suit individual’s budgets. This product appeals to people who want to be close to home and not have to travel too far as this can be tiring and therefore for this reason it is best suited to over 50’s, the itinerary is full of exciting activities to do but is not too much where they don’t have time to relax. As previously mentioned this itinerary suits those in the market segment who enjoy being outdoors, exploring and experiencing new activities. Included in the itinerary is walks, well known attractions, evening events, and eateries for the ineptest of those in this market segment.
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The first marketing objective for this product is to attract more people in this specific market segment to Swansea. There is so much for individuals in this market segment to enjoy, take part in and experience. This itinerary will help those who wish to visit Swansea and the Gower Peninsula to visit key attractions and help guide them through the city during their stay. 
Another marketing objective is to encourage people to be more outgoing and active. According to theguardian.com, (2016) “tracking 9,000 people over four years, has found that enjoying life and having a positive outlook in your 50s is linked to longevity.” This study suggest that those who decide to go out and enjoying themselves is linked to living longer and this is what the itinerary encourages people to do in this market segment is to go out and enjoy.
The last marketing objective is to provide this market segment a step by step guide to the most popular attractions, must see coastlines, and must do events in Swansea. It is not always easy for people to plan their own holidays and especially what they should prioritize visiting when on holiday, this itinerary is aimed to help those individuals with an itinerary to follow with the best places to visit when on holiday that is designed to suit their market segment. 
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The marketing mix definition taken from marketingmix.co.uk, (2015) “It is about putting the right product or a combination thereof in the place, at the right time, and at the right price”. 
The first element of the marketing mix is the product. This product does in fact have a current market place as there is always individuals seeking help to plan out their holidays especially the market segment “Over 50s”, who may find it particularly hard if they do not have access to a computer or laptop where they can access the web. People who use this product will be those who want to go out and explore the area of Swansea and they may or may not have visited before. The product will typically be used in the summer time in Wales during the months of June, July and August however can be used in other months depending on the weather. If the weather is too cold or wet it is not going to be enjoyable and so therefore it is best suited to the warmer months and could be used during the spring season. The difference about this product is that it is a step by step guide on exploring Swansea and the Gower Peninsula and has accommodation option, restaurant options and some of the main attractions Swansea has to offer that individuals in this market segment will enjoy.
Price is the second element of the marketing mix. The price of the product is important, it should be too expensive where the majority of people in the market segment can’t afford. It has to be a suitable price so that the majority of people can enjoy. Factors that have to be taken into consideration for the price is that this product is ideally going to be used during the summer months where prices are considerably higher than other months, therefore accommodation for example will be a higher price. The prices of attractions included in the itinerary do not change depending on time of year and therefore that does have a considerable effect on the price. The restaurants included in the itinerary will be good value for money so this does not have a significant effect on the price of the product either.
Place is the third element of the marketing mix, this is where the product is most likely going to be purchased. This product will most likely be sold in the area of Swansea and online.
The last element on the marketing mix is the promotion. The promotion of this product will be done so online, social media, newspapers, and in the area of Swansea. For this market segment not everyone is online or on social media however if they have family members who are they can access the advertisement through them. Newspapers is for the older people in the market segment and this is useful to promote in newspapers as this will reach many people. Lastly promotion in local businesses or larger businesses within Swansea and further afield will reach many other people in the market segment.
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In conclusion this product suits the Swansea and the Gower Peninsula area perfectly as it has all the attractions, events, accommodation options needed for the market segment “Over 50’s”. The marketing plan clearly displays the research undertaken to provide a produce an itinerary. Such as the SWOT and PEST analysis that was undertaken to identify factors that could effect the product. Marketing objectives set were clear and achievable for this particular market segment and product. Lastly the marketing mix was also analysed and spoken in detail about how the product would be marketed to the public and target audience which is the hardest section to produce. 
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Appendix A: Itinerary
	Itinerary: 7th June-10th June 2018


	Day 1: 7th June

	Afternoon
	Arrive at hotel Parc- Le- Broes 

	Afternoon 
	[bookmark: _GoBack]After check in take walk along Rhosilli bay which is a 20 minute drive away from the hotel

	Evening 
	Dinner in the hotel

	Day 2: 8th June

	Morning 
	After breakfast head to mumbles look around the prom and arcade 

	Morning 
	Visit Love Spoon Gallery

	Afternoon
	Grab a bite to eat in Verdi’s Cafe

	Afternoon 
	Visit the National Front museum which is in Swansea city

	Late afternoon
	Head back to hotel and relax until evening

	Evening
	Travel into Swansea city by taxi and enjoy Under Milk Wood By Dylan Thomas performance at 7:15pm

	Evening
	After the show head back to hotel via taxi

	Day 3: 9th June

	Morning
	After breakfast head into Swansea City centre and have a look around Swansea market

	Morning
	After Swansea market on way back towards hotel take a stop and take a trip on Swansea Community boat (Copper Jack) for and 1 ½ hour ride along the river 

	Afternoon 
	Visit Gower gallery and see some lovely paintings 

	Evening
	Head out for dinner at King Arthur Hotel

	Day 4: 10th June

	Morning
	After breakfast check out of hotel and head to Oyster mouth Castle

	Morning
	After Oyster mouth Castle visit beach

	Afternoon
	Before heading home grab some food in Grape and Olive overlooking Swansea Bay

	Afternoon
	After delicious food with an amazing view of Swansea Bay time to head home



















Appendix B: SWOT Analysis
	Strengths
	Weaknesses

	· The location of the destination being Swansea and the Gower Peninsula has loads of attractions and beautiful sceneries means that there is a lot to work with to create a good itinerary
· Itinerary is unique and specific for the market segment “Over 50’s”
	· Itinerary may not appeal to everyone in the market segment as in the activities included may not be enjoyed by everyone and activities chosen could be seen as being stereotypical  

	Opportunities
	Threats

	· If tourism within this area grows this could mean the opening of new coffee shops as the amount of beaches around this area could do with more coffee shops as this is a great location for customers
	· Extreme weather conditions, summer time in Wales doesn’t always mean sunshine every day and therefore this could be a threat to the itinerary that has been put together 
· Customers for this itinerary need their own transportation which not everyone has




Appendix C: PEST Analysis
	Political
	Economic

	· The result of Brexit and the pound to euro exchange rate may now influence people to do more domestic holiday rather than inbound holidays, this is especially true for  the older market
	· Petrol prices may become expensive to travel around the destination of Swansea and the Gower and other transportation options may become expensive too

	Social
	Technological

	· This itinerary appeals to the “Over 50’s” market because domestic holidays are more appealing and popular among OAP’s market
	· These days technology is everywhere and gets used on a daily basis for the “Over 50’s” market they may enjoy being away from technology for a few days
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