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The purpose of this report is to produce a marketing plan for a 3-day itinerary, designed to attract families with children to Swansea Bay and the Gower Peninsula. 
In order to produce an effective itinerary, multiple research methods were carried out. These methods of analysis included external and internal research, as well as exploration into the key market segment (families). 
Below are the summarised findings from the research:
· ‘Family tourism’ is an ever-changing demographic 
· Families are less likely to engage in cultural trips
· Grandparents play a greater fundamental role within the family unit
Using this research, the report is broken down into several subcategories. These categories include destination and product description, situation analysis, analysis of the key market segment, marketing objective’s and the marketing mix. 
Throughout these categories the report addresses the marketing findings and uses this knowledge to produce a practical itinerary that achieves the marketing objective – which is too help build Swansea Bay and the Gower as an area that promotes activities that families can participate in with children. 
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Swansea Bay is a coastal city and county that is situated along a 5-mile beach in the Gower Peninsula, South Wales. The Gower peninsula itself is nearly 15 miles long of beaches that begin from West Swansea. 
Swansea’s coastal location means it hosts a wide variation of beaches, cliffs and countryside, making it an ideal location for outdoor activities that may attract to children as well as adult’s. Swansea and the Gower are famed for incredible beaches and are home to Wales’ best beach along with the 10th best beach in the world. 
In addition to this, the area also experiences the second greatest tidal range in the world, making the coastal area a haven for water sports. 
In 2014, Swansea was reported as having a population of 241,300, making it the second most populous area in Wales. 
The finalised itinerary is a combination of indoor and outdoor activity in different locations across Swansea Bay. It looks to satisfy the needs of family tourists through memorable experiences provided by the area. 
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As a result of a PEST analysis, there were multiple socio-economic factors that were addressed that could impact an individual’s desire or capability of visiting the Swansea Bay area.  One of these social impacts is changes in family structure’s and a greater influence of grandparents on the family unit. Research done by Dr Ian Yeoman, 2012, discusses that “According to the Future Foundation in the UK, over a third of 7-15-year olds saying that they spend a lot of time with their grandparents. As people live longer, grandparents will most certainly become a more active and powerful force within the family group (particularly as incomes remain under pressure in the short-term future). This will stimulate a growing number of targeted offers, for example Key Camps ‘grandparents go free’ initiative”. This idea that grandparents are playing a bigger role on the family unit could potentially be used to help influence families of this kind to the area. Swansea has a number of locations and activities that may appeal to several members of the older generation, but it could be argued that there are not enough scheme’s in place to attract this market in the first place. 
In addition to this, there were also external economic factors that could have a key influence. Further research by Dr Yeoman, 2012, addresses that “In the UK, a survey by the Future Foundation found that nearly 80% of people now agree that children are financially dependent on their parents for longer than in previous generations. More, as the age at which adults buy their first property rises, so greater numbers of children are living in their parents’ homes into adulthood”. This could suggest that there is greater financial stress on the family units of today and that potentially the family tourism industry would need to focus more on cost effective activity and accommodation. This cost factor was considered when creating the itinerary. 
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As a result of a SWOT analysis, the strengths and weaknesses of creating an itinerary were addressed. One strength of the Swansea Bay area is the outdoor landscape. Swansea’s location along the coast makes it ideal for outdoor activity as well as an idyllic location. The Gower itself was the first place in Britain to be named an Area of Outstanding Natural Beauty (AONB). This reputation and title is known internationally and is something that can be used when attracting families to the Gower. The Gower peninsula is also home to Rhosilli bay, which was noted as one of the UK’s top 10 beaches by ‘Trip Advisor Traveller’s Choice Awards’ and is also commonly referred to as “the supermodel of British beaches”. This beach can be used as a base for some of the activities and used to attract individual’s keen to see award winning beaches. 
According to Wales Online, 2014, “The latest figures released by STEAM (The Scarborough Tourism Economic Activity Model) show visitors to Swansea Bay spent over £360m in 2013 – that’s 4% more than in 2012. STEAM is an economic model that measures the local economic impact of tourism from both day and staying visitors. The new statistics also show over 4.3 million visitors came to Swansea Bay last year – about 200,000 more than the year before”. These figures suggest that tourism in Swansea is on the rise and generating a huge economic impact for the area. 
One weakness however is the lack of access into the Gower. The roads that infiltrate the Gower Peninsula are extremely thin and narrow roads, that quite often possess national speed limit. Road accidents as well as road closures are common in the area. This was a key factor when devising transport to and from activities in different locations across the Gower. The Gower is an attractive area of Swansea and would be an ideal location for outdoor family activities. Route’s and transport methods into the area needed to be carefully considered to make sure that tourists can be transported as safely and comfortably as possible. 
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There are several issues that affect tourism in the Swansea Bay area. One of these issues is antisocial behaviour. When considering travelling in Swansea, High Street is the main gateway into the city centre. According to the BBC, 2011, “High Street, which runs from the train station to Castle Street, is badly run down and suffers from drug taking and dealing, drinking and antisocial behaviour”. This is an issue that could affect both transport as well as activities that would be taking place in this area. This is a factor that needed to be considered when planning the itinerary as antisocial behaviour could have an extremely negative impact on families visiting Swansea and could cause detriment to the reputation of the area. In addition to this, there is also the issue of seasonal tourism. As discussed in the Destination Swansea Bay, 2013-2016, “the tourism sector locally is not without its own set of challenges. It relies heavily on seasonal business, it constantly needs to change to meet customer expectations and most of all, it has a vast number of stakeholders who all play a different part in delivering the customer experience”.  These factors needed to be taken into consideration when planning the itinerary as influences such as seasonal weather could impact tourists desire to visit the area and what activities they plan to participate in. 
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The key market segment of the itinerary was families with children. According to Dr Heike A. Schänzel, 2015, “Families represent a large and growing market for the tourism industry. Family tourism is driven by the increasing importance placed on promoting family togetherness, keeping family bonds alive and creating family memories”. These were used as the foundation when planning each activity in the itinerary. It became important that the itinerary included activities that parents, and children can do together as a way of creating lifelong family memories. Schänzel further goes on to discuss the idea that “families are less likely than other segments to indulge in the local culture. Seeking destinations for relaxation is the largest differentiator for families compared to non‐families”. This was an area to consider when planning the itinerary as it suggests families will be less likely to be looking for culture and more likely to engage in some relaxation. An option for relaxation was then filtered into the itinerary as a result of this research. 
There is also evidence to suggest that there are various forms of family tourism. As Schänzel, (2015) discusses, “there are several demographic trends that are slowly changing the structures in society leading to more complex and diverse family models. The resulting changes include increasing longevity leading to stronger multigenerational ties; trends to smaller families leading to stronger social networks outside the immediate family; and increasing blurring between various forms of partnerships”. This theory suggests you cannot create an itinerary aimed directly at families as the term ‘family’ is now an extremely diverse and ever-changing demographic. 
Another statistic by Dr Ian Yeoman, 2012, discusses the theory that “According to children, families spend a lot of time undertaking group activities; over 80% of 7-15 year olds say that they regularly watch television, eat meals and go on days out with their parents”. This is positive evidence that though the definition of family is ever-changing, the idea that families enjoy family activity still remains. This study can be utilized throughout the itinerary and used to help achieve the overall objective’s. 
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The mission statement for the Swansea Bay itinerary is:
“Creating tomorrow’s memories today”. 
The overall aim of the itinerary is to present Swansea Bay and the Gower as an ideal destination for all types of families. In order to achieve this aim, the following objectives were set:
1. To strengthen family bonds through outdoor activity.
2. To create an enjoyable and memorable family trip.
3. To create a lasting impression of Swansea Bay as a family friendly destination, 
In order to achieve these objectives thorough research was carried out. This research looked at the product destination, as well as the needs and trends of the key market segment. Using the findings from this research, an itinerary was created that attempted to promote Swansea’s greatest feature’s and target the needs of family tourism through direct marketing. The itinerary is using the market research to combine the interest of the area as well as the consumer. 
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The strategy of the finalised itinerary was to create a mix of activity and rest that will appeal to families regardless of age category. Another tactic was to focus on cost effective activities and comfortable but basic accommodation that were centrally located for exploring the area. 
The overall cost involved in booking this trip is £552 (based on a family of four:  2 adults 2 children). The cost includes 2 nights’ accommodation including breakfast, 3 activities and 3 lunch time meals for after the activities. This cost also includes a minibus hire for the full 3 days to take the individual’s to and from accommodation, and also to the various locations included. 
The price families will be charged will be £600 meaning there will be a £48 profit generated from each family that books. This overall figure means the trip will cost on average £150 per person. This figure is a relatively comfortable amount and an easy figure to pitch when promoting this trip. 
Social media will be the main platform used in promoting this trip to the public. The social media promotion will include major site’s such as a Facebook, Twitter and Instagram. The reason for this is that social media is a key way of reaching further audience’s. Forbes, 2014, discusses how “According to HubSpot, 92% of marketers in 2014 claimed that social media marketing was important for their business, with 80% indicating their efforts increased traffic to their websites. And according to Social Media Examiner, 97% of marketers are currently participating in social media”. This suggests that social media is becoming one of the biggest influencers in marketing and used effectively, can attract a large audience. 
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To summarise, an itinerary has been created designed to attract family tourists to the Swansea Bay and Gower area. This itinerary has been produced as a result of thorough market research into the destination and the key market segment using various forms of exploration, including SWOT and PEST analysis. 
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Appendix A: SWOT & PEST analysis notes
S – STRENGTH – Ideal landscape for outdoor activity
W – WEAKNESS – Transport into the area and within the area (Gower etc)
O – OPPORTUNITY – Appealing to varied types of families – changing demographic 
T – THREAT – Cost of accommodation that still appeals to families in Swansea very high. Tourism in Cardiff is a big competitor. 

P – Brexit? Organized crime? 
E – Single parents – income may affect participation 
S – Swansea’s reputation – bad newspaper article’s effecting perception. Aging population – a lot more grandparents in place of parents – age profile changing
T – Lack of investment in Swansea? Lack of advertisement of local area encouraging people to visit?

Appendix B: Itinerary 
Day 1: 
Accommodation:
Location: Village Hotel Swansea
Duration: 1 night stay
Description: Located opposite the Kings Dock, Village Hotel Swansea is just a 5-minute drive from Swansea’s city centre. A heated indoor swimming pool, sauna and steam room feature in the hotel’s health club.
Price: £98 (based on 2 adults and 2 children) & includes breakfast 
Activity:
Location: Plantasia = Animal Zone: Exotic Animal Rescue
Duration: 12.00pm – 2 hours long
Description: Meet some friendly rescue animals including smuggled tortoises, stowaway insects and giant reptiles which grew too big for the average home. 
Price: Child £4.50 (Children under 3 free) Adult £5.50
Food:
Location: Denny’s American Diner – 2-minute walk from Plantasia 
Duration: 2 hours approx.
Description: American diner and the only Denny’s open in the United Kingdom.
Price: Roughly: £7 per person
Additional activities:
Hotel is located opposite Swansea Marina and minutes from Swansea beach. Families can enjoy a stroll along the beach, a play in the marina park or the free hotel spa facilities. 
Transport:
Briggs coaches: Half 11 pick up from hotel, going to Plantasia and returning to the hotel after Denny’s. 
£146

Day 2:
Activity:
Location: LC2 waterpark
Duration: 12.00pm – 3 hours long
Description: home to  Wales’ biggest indoor Waterpark, Swansea's most state-of-the-art gym and now TripAdvisor Traveller's Choice award winner. The LC also features a legendary indoor surf machine, the Board rider, a four storey interactive play area, a 30ft indoor climbing wall and a multi-purpose sports and exhibition hall - you can have an epic adventure all under one roof.
Price: Roughly £4.50 per person
Food:
Location: Frankie and Benny’s (5 minute walk from LC2)
Duration: 2 hours approx.
Description: Family friendly American Italian restaurant. 
Price: Roughly: £10 per person
Additional activities:
After arriving at the hotel in the Gower, guests have the opportunity to enjoy incredible views from the hotel of Worms head or enjoy a beach walk. 
Transport:
Briggs coaches: Half 11 pickups from hotel, going to LC2 and transporting to hotel in the Gower after Frankie and Benny’s. 
Accommodation:
Location: Worms Head Hotel
Duration: 1 night stay
Description: The Worm’s Head Hotel is a family run hotel with stunning views of Rhossili Bay and the Worm’s Head.
Price: £135 Family room (based on 2 adults and 2 children) & includes breakfast 
£193

Day 3:
Activity:
Location: Surf lesson Rhosilli Bay (Llangennith beach surf school)
Duration: 12.00pm- half day surfing
Description: Adults and children can learn to surf on one of Europe’s best beaches.
Price: £35
Food:
Location: Eddy’s Café Br
Duration: 2 hours
Description:  Beachfront family friendly café with beach views
Price: Roughly: £7 per person
Transport:
Briggs Coaches: picking guests up from hotel at 7pm and transporting them home. 
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