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The purpose of this report is to provide strategic recommendations on how to increase rail-based tourism within Wales, with specific focus of the Heart of Wales Trainline. 
The report is broken down into the three key recommended strategies. These strategies include the introduction of audio guides on the carriages, a new cycling scheme and a newly formed partnership with local B&B’s. Each of these strategies includes thorough academic research that indicate how these strategies could improve sustainable tourism within Wales. 
The report findings show that the key to tourism products being successful ultimately lies with meeting the needs of its stakeholders. These needs include satisfying customers and locals, contributing to the local economy and having a limited detrimental impact on the environment. The report also discusses how each strategy can work in conjunction with the other to ultimately promote Wales as an ideal sustainable tourism destination. 
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The purpose of this report is to offer strategic recommendations to develop rail-based tourism within South Wales, specifically focussing on the Heart of Wales Train line from 2022. TopRail Project Manager Vanessa Pérez (2017) points out the extensive link between transport and tourism, with the combined industry being responsible for 10% of global GDP and quickly becoming one of the fasted-growing economic sectors in the world. This suggests that now is a vital time to boost rail tourism to maximise visitors to the local area whilst creating a substantial economic profit. Early research by Prideaux (1999) has suggested how train travel has more recently become the focus of the tourist experience, which is fuelled by tourists need for nostalgia. Scotland has begun to meet this tourist need by investing largely in its rail tourism industry, with a large focus on the West Highland Railway Line. The railway line has created 13,000 jobs and added £668 Gross Value to the Scottish economy (Transport Scotland, 2016). This is evidence of the large potential economic profit and sustainable benefits that can be generated from rail tourism. Taking these factors into consideration, three strategic recommendations regarding the Heart of Wales line have been created that aim to work in conjunction with one another to successfully develop rail tourism in Wales and advertise the area as an ideal sustainable and outdoor tourism destination. 
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As discussed by Blancheton et al. (2013);
“The term ‘rail tourism’ can also characterize forms of tourism in which the railway is, to varying degrees, a matter of interest, or even the object of tourism itself. Thus, the interest of a given passenger in the world of rail is a first dimension of analysis”. 
As the Heart of Wales Rail line runs through a scenic area that is rich in history, this could indicate that the rail passengers have a keen interest in the local area and the history it holds. Developing on from this, one recommendation is to create a brand-new rail experience known as ‘The 1920’s rail ride’. This would include:
· The re-decoration of a singular rail carriage to be transformed into a 1920’s themed train, creating the illusion that the rail passenger has travelled back in time. 
· Surround sound audio informing passengers of Welsh history.
· Added sound effects on the carriages for a more interactive and emotive experience.
· The option to purchase tickets for the audio experience on Weekends.
· The option for rail riders to sit in the vintage carriages throughout the week at a slightly higher price ticket.
The multi stakeholder involvement management framework (MSIM) addresses three key levels that are crucial in sustainable tourism. One of these levels includes integration. The integration level aims to achieve a sustainable objective such as creating a healthy economy through the facilitation of stakeholder collaboration (Waligo, 2013).  ‘The 1920’s rail ride’ would be the first of its kind in Wales and creates a unique and educational experience that all ages can enjoy, whilst helping to promote the cultural history that Wales has to offer. It also provides the opportunity to generate a higher income than standard rail fare by integrating tourism with local culture and thus is a key integration element of the MSIM framework. 
Research carried out by Csapo (2012) identifies how tourism trends have altered in recent years, with more visitors actively looking for cultural activities. Audio guides are also becoming increasingly popular at tourism destinations due to being simple, convenient and yet offering a fascinating way of discovering a new destination (Lee, 2017).  This new experience would be actively targeting both of these trends. 
As discussed by Liu (2016) “By participating in new activities or entering a new environment, people can recover from the fatigue that they feel in their daily lives.” The audio option on the carriage provides tourists with the opportunity to immerse themselves in an alternate world. Porter’s five forces model discusses the importance of differentiating tourism products in order to attract customers (Dobrivojevic, 2013). Several reports have shown that the use of audio guides in the tourism industry not only offers a personalised experience but also creates a richer and more meaningful experience (Alfaro et al, 2004). The provision of the audio guides is an example of a unique and differing tourism product and so could potentially help attract a wider tourism audience. 
Furthermore, Grundy (2006) discusses how Porter’s model also highlights the importance of finding gaps in the market which provide greater national opportunities for superior gain when striving for a competitive business. This strategy would create the first rail carriage of its kind in Wales and so target’s a market gap, whilst creating the opportunity for continued profit growth opportunities. The additional growth could also bring further employment opportunities and so again is evidence of this strategy targeting the needs of different stakeholder groups. 
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Research carried out by Bull (2006) addressed the continual rise of participation in cycling tourism since the 1980’s.  As a result of this, the second recommendation is to adopt a new cycle scheme in conjunction with the rail line. The cycle scheme would consist of:
· Offering a bike rental scheme running at each train stop in conjunction with the seven local long distance path’s that the train line runs along. 
· The creation of new defined cycle routes along the path’s, as well as clear signage guiding tourists from the rental paths to the correct routes.
· Strategic marketing focusing on highlighting the use of the train line and cycle routes as a combination of cultural and sustainable tourism within Wales.  
· The option of discounted family rental passes and the option to rent any necessary biking equipment. 
This scheme could be largely used to integrate local transport methods. Mrníková et al. (2017) notes how;
“It is crucial to create some interconnection between integrations to establish an optimal setting for transport serviceability system”. 
By promoting additional transport methods, it allows easier access to smaller areas within Wales that in other circumstances may have been more difficult to access. Increased transport integration will also benefit local residents as key stakeholders of the rail line. Additionally, both trains and cycling are viewed as sustainable modes of transport and advertising the two in conjunction with each other will help promote the area as an upcoming sustainable region in tourism development. Recent academic literature on sustainable tourism has suggested that the resilience of an area is deeply tied to how that area progresses within sustainable tourism development. Holladay (2018) notes how;
“Setting short-term goals (among all social, economic, institutional, and environmental factors), while administering monitoring protocols and utilizing experimental adaptive management techniques, may help the system remain in this zone of highest resilience”. 
Similarly, the promotion of a newly created cycle scheme in partnership with the rail line could be largely seen as an example of the short-term goal’s discussed by Holladay and therefore allows Wales to remain in an area of high resilience, contributing to tourism development within the area.
Additionally, the cycle scheme and the rail line will work in parallel with one another as they both offer tourists the opportunity to view Welsh landscape. It provides tourists with more than one method of discovering hard to reach areas of Wales. Research by Liu (2016) suggests that with more choices, people have more free will to select the most satisfying option for themselves. This could suggest that by increasing the choices available to tourists, they are more likely to pick the option most suited to them and therefore will increase levels of tourist satisfaction. 
The fundamental starting point of the strategic management process is appraising the current situation (Grant, 2018). This strategy is focusing on utilising the resources and landscapes that are already in place. This is evidence of assessing the current situation and resources available to utilise for tourism purposes to help contribute positively to long term regional development within Wales. 
When analysing data relating to users of UK cycling routes, Weed et al. (2014) found that 63% of the users were tourist day-trippers. This suggests that people from outside the area are highly likely to use a cycling route when visiting an area. As a product of sustainable tourism, the scheme could also benefit the local area as well as offering a healthy and enjoyable experience for the tourists. Neves et al. (2011) addresses how ;
“Cycle tourism also promotes local businesses that protect the environment and cultural heritage, hence, improving the wellbeing of the visited communities”. 
This suggests that this scheme could use tourism to further benefit the local communities as key stakeholders of the rail line by bringing the potential of both direct and secondary expenditure into the local economy. Secondary expenditure as discussed by Hodur (2006) can;
“arise from the spending and re-spending of the initial expenditures (direct impacts) within the study area economy and are sometimes termed ‘multiplier effects’”. 
The ‘multiplier effect’ would suggest that an increase in spending within the area would increase the spending cycle within the local economy and ultimately have a larger positive economic impact on the area. An addition of income to the local area could also then be used even further develop rail tourism, with profits being used in continuing to extend the rail line and rail facilities to achieve its maximum potential. 
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One third and final recommendation is to create a partnership with the local B&B’s in the towns that run along the Heart of Wales line. Studies by Buning (2016) into tourist expenditure found there was a “higher visitor spending from tourists that are willing to travel the furthest and stay the longest”. This suggests that if tourists were to stay for longer in the area, there is a potential that their spending will be greater. Additionally, the Heart of Wales train line aims to bring in greater tourist numbers. With this increased capacity of visitors, it is an ideal opportunity to further benefit other local businesses in a way that can maximise profit for both ventures. This strategy would include the following elements:
· A marketing strategy that advertises using the rail line to travel to selected B&B’s and promoting both as a method for tourists to experience local Welsh landscapes. 
· Offering discounted B&B rates for tourists who use the rail line, and discounted rail line tickets for tourists who stay at local B&B’s. 
· Encouraging tourists to travel on the rail line whilst providing them with the options available to stay longer in the area. 
· Marketing the Heart of Wales line as a mode of transport into an ideal short or long stay local family holiday destination. 
Despite stakeholder management being seen as a corporate social responsibility, the current economy is also seeing sources of value creation shift from tangible assets to human capital instead (Gill and Williams, 2005). As such, businesses are now focussing on the importance of stakeholder relations. Stakeholder theory is also vitally important for tourism in rural areas. Rural areas are often subject to lack of resources or face more difficulties than more accessible, well-known areas. However, businesses can outperform competitors by using effective stakeholder management to constitute for any areas where there may be insubstantial resources (Hillman and Keim, 2001). This strategy would effectively improve stakeholder relations through job creation, increased local economic gain, further sustainable business opportunities and minimal impact on local culture. 
Findings from Byrd (2014) highlight that statistically, first-time visitors in an area spend significantly more than repeating visitors. Yet with that being said, it is equally important for the tourism economy within an area to target both first-time and repeat visitors. This strategy will not only attract first-time visitors by offering the option of a longer stay, but it also offers choice for repeat visitors. With the rail line expanding, it gives tourists the option to stay in different areas and explore different towns therefore creating motivation for a return visit. The microenvironment can have a significant impact on business strategy success. The customers using the rail line are a key micro environmental factor and so considering strategies that provide this category of people with greater variety will offer an increased chance of success. Other research carried out by Chia-Wei (2018) suggests that the B&B industry’s ability to provide customers with memorable experiences indicates the industry’s shift towards focusing on innovative products and activities. Expanding the local B&B industry to combine with educational scenic rail tourism and the promotion of Wales as a sustainable outdoor cycle destination, is a large progression in terms of innovation and will help sustain tourism within the area. 
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To conclude, developing rail tourism within Wales will not only contribute positively to the local economy, but will contribute to the overall tourism development of the region. Further stakeholder analysis suggests that in order for tourism to be sustainable, the needs of its stakeholders must be met. These needs include creating a healthy economy, protecting the local environment, meeting the needs of the locals and satisfying customers (Hardy, 2005). The recommendations of an audio experience, a new bike scheme and the promotion of local B&B businesses are all realistic and measurable strategies that can work in partnership with one another to ultimately increase the use of rail tourism whilst directly meeting the needs of stakeholders. 
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