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Key stakeholders 
How to fill 120 seats (64 to 120 by 2022) on the train from a tourism perspective?
Should the train be an experience on its own or more a way to facilitate visitor numbers 
Identify key business or attractions on the whole line 
How can we turn a normal train service into an advantage for tourism?
How can we engage businesses with the line?
Key point
How to get people off the train and engage with different communities?
What are other train services offering/why is it working/attracting visitors – how can this be implemented/changed to fit in for the heart of Wales?
Construct an argument throughout the assignment for what they could/should do 
[bookmark: _Toc25828768]What is the heart of wales doing? What does it want to do? Do they want to be more sustainable etc… (Compare against West Highland Line)?




Executive Summary
[bookmark: _Toc25828769][bookmark: _GoBack]Introduction 
This report will offer strategic recommendations and use these to draw on a conclusion which will offer possible solutions to improve the Heart of Wales line. Further strategic recommendations will be made on the integration of transport modes and how key stakeholders could get involved with both the train line and also the hiking trail. The Heart of Wales train line is a historic railway going from Swansea to Shrewsbury according to the Heart of Wales Organisation. The rail line has been running since 1868, covers 121 miles and takes 4 hours to complete from start to end. The Heart of Wales line covers more than 30 stations however some are request stops. However, in more recent time a hiking trail has been added to compliment the line making it possible to walk from one station to the next. This was done in part to help revive the communities this railway helps serve with the trail stretching 140 miles (Anonymous, 2018). The train itself can be an attraction and between 2017/18 an estimate of 562,272 visitors used the train line (Khonje, 2019).
[bookmark: _Toc25828770]Main Body
As it currently stands the Heart of Wales train only has a capacity of 64 however this is set to change by 2022 and will be able to hold 120 passengers. The train is currently struggling to reach capacity as it is so how will it be able to fill these new seats? This is a normal train service which runs up to five times a day with exceptions throughout the year for events. The train offers idyllic views throughout the journey but not much else and this is where the issue lies. However, the focus is not solely on the train line but also on the hiking trail and connectivity of businesses along the line. While the train line is an important feature perhaps the focus should be for the train to facilitate visitors to different communities along the line and to the trail. Unlike other rail lines the Heart of Wales line does not have to worry about the threat of new entrants according to Porters 5 forces (AYDIN, O. T, 2017) and this is a huge advantage as this gives them complete control over prices etc. This allows them to be flexible and adapt to their passenger trends. This line connects many remote and rural towns throughout Wales however the argument should be made that since this is a normal train service that this line should focus on bringing tourism into these towns and businesses. “Public transportation increases the opportunities for travellers who want to visit out-of-town attractions” (Kantawateera et al., 2014). In this quote ‘opportunities’ is aptly used because other than a select few who actively choose to use transportation as an experience the majority of people simply use it as a way of getting to a destination to participate or experience something new. The increased capacity of the train should be used to bring in tourists to the businesses along the line rather than tourists staying on the train and never venturing past the stations. 

To do this however these businesses must integrate themselves with the train service and make it, so people want to get off the train and stay at their hotel or come and eat at their restaurant. In the report from Uitp they state that in Geneva, Switzerland that businesses located in the operating area of a public transport operator have lower fares for the amount of travel passes its employees have. This can be adapted for businesses along the Heart of Wales line as businesses could offer discounted prices to customers with a Heart of Wales travel pass or for those that arrive using that line and presenting them the ticket they used.
An example of good practice to compare against is the West Highland Railway. The West Highland Line is a total of 205 miles however journeys are spilt as the track splits off. Unlike the Heart of Wales line, the West Highlands offers different services such as sleeper cars and luxurious cruise trains (Smith, n.d.). This in itself makes the train a tourism generator and is helped along by a group called ‘Friends of the West Highland Lines’. This group has been around for 36 years and has helped promote the line and helped achieve goals of making the line more tourist friendly (Westhighlandline.org.uk, 2019). One of the key aspects that make this rail line so exceptional compared to others is the different types of experiences they offer when travelling on this single line. They offer steam train journeys in first-class, luxurious land cruises with accommodation and offer a wide selection of items onboard from wine down to afternoon tea. Certain journey’s offer excursions outside the train before setting off again. While the Heart of Wales line can not offer the same standard as this there are some idea’s they could borrow from.
[bookmark: _Toc25828772]There are many stakeholders in the Heart of Wales line however some have a more vested interest than others. There are key businesses along the line that would like to see the railway become more successful so that their visitor numbers may be boasted and see their profit go up. These types of stakeholders include local businesses such as hotels, local shops etc they need the line to succeed because the more people that use it the more customers they will receive. Other stakeholders such as volunteer groups, students, passengers all heavily rely on the rail as a simple means of transport while volunteers help to show pride in their community. 
[bookmark: _Toc25828773]Conclusion
While the Heart of Wales line has many dedicated to its good service giving up time to ensure all feel welcome and It shares similarities in terms of aesthetics with other great rail lines, not enough is being done to utilise its full potential. Many businesses along the line have not formed a partnership with the railway to maximise on the potential benefit that the Heart of Wales could bring. Most of the communities are rural so that makes them harder to access however, the railway can bring a mass injection of tourism into these areas quite inexpensively.





Recommendations 
There are many recommendations that could be done to both the train itself but also the local communities could do to attract more visitors. The best way forward is by forming public-private partnerships with businesses along the line and according to an International Business & Economics Research Journal they are “widely regarded to be the operative model for the future”. In one of the most prominent communities, Llandovery, the Castle Hotel is one of the highest-rated businesses however has no links with the Heart of Wales line. If they were to offer pickup services from the station to the hotel as part of their booking package this could help increase usage of people using the train. Other similar businesses could also go down the route of offering vouchers for a free tea/coffee by showing their train ticket. By forming a public-private partnership and using promotional schemes such as this one both businesses will greatly benefit from increased use/bookings while at the same time promoting both the Heart of Wales and the businesses connected to it. As for the train itself that could be transformed into more of an experience replacing its current train cars with steam or even 1920’s vintage train cars for select times throughout the year. Heritage railways are valued at an approximate £250 million to the UK leisure economy (McGrath, 2016). This means that instead of the line becoming a heritage railway that they can simply use heritage/vintage train cars to add luxury and a taste of something different that has proven widely popular in other countries such as Scotland’s West Highland line. However, tourists should not solely stay on the train but instead venture out to see and participate in different communities and one way to do this for local communities to host events/festivals to make tourists want to come and visit. To maximise tourism value communities should follow the Portfolio approach set out by Getz, 2008. They must decide what they want from events, look at the benefits and how they will measure their value. This will help them have a more strategic management approach when it comes to tourism and this will help communities realise what they have that’s unique to them (Zlatanov, 2015) further increasing tourist numbers. The hiking trail that runs along the railway should also be incorporated into how businesses can attract tourists. A high percentage of passengers who use the train come for the trail however, local businesses are not actively involved with the hiking trail. Accommodation business and caravan parks could sell or rent hiking gear to their visitors which would allow many people to pack lighter when travelling but also gives the opportunity to those that only discover the trail once they are there. Huts or camping pods could be set up along the trail which would allow tourists to stay on the trail over night and pickup where they left off and this could work well with packages offered combining train usage, overnight stay and a tour of the trail. 
Strategic recommendations – how the integration of other forms of transport could link up with the heart of wales line
Can different services be joined up/connected?
What promotions/schemes can be offered to people who use the train
Local goods sold on the train?
Can we find ways to turn it into a rail holiday/how?

Executive summary (does not affect word count)
Different stakeholders and their perspectives 
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