
MARKETING PLAN
Swansea Bay and The Gower Peninsula 


Executive Summary 

This report focuses on creating an itinerary for tourists to Swansea Bay and the Gower Peninsula. The itinerary produced was for the chosen market segment, 'families with children'. It was designed for a three-day visit. The research undertaken to produce this itinerary included a PEST and SWOT analysis. These two forms of analysing internal and external factors were performed to understand what the destination has to offer, as well as where Swansea is in terms of current trends, such as political and environmental. 
The market segment ‘families with children’ was chosen following research into the types of typical guests that visit the area. The ideal ways to target this segment were also researched as well as previous research into tourism numbers in the area. These helped to understand the market and know what objectives to create. The different styles of media to use for advertisement were considered, with social media chosen due to its low cost and potentially large reach.
The itinerary was devised to be educational and action packed, as well as providing family based activities. It focused on the time scale Friday 29th June to 1st July 2018.
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1.1 Introduction

Swansea Bay and the Gower Peninsular are fast becoming popular tourist destinations. Over recent years there has been lots of development in tourist provisions as well as activities in the area. With developments such as 360 WaterSports, a multi-million pound, not for profit, investment which is run by Swansea University and Bay Leisure (BBC NEWS, 2012) as well as a potential multi million pound investment to Mumbles Pier in the near future. 
In 2013, more than 4.3 million visitors came to Swansea Bay, which was an increase of about 200,000 from the previous year (Wales Online, 2014). According to Swansea Government (Swansea Gov, 2016), in 2016 the number had also risen. 4.59 million visitors to the area which was an increase of 0.6% from 2015. They also state that 5,674 jobs were supported by tourism in the year 2016. In 2014, tourism was estimated to worth £390 million to the Swansea Bay economy (BBC News, 2015). This number again rising by 2016, to just over £400 million (Swansea Gov, 2016). 
Swansea Gov class one of their most popular visitor segments as ‘mid income families with children’. This is the segment that this marketing plan will be tailored towards. They also state that the majority of their visitors travel from Midlands, London, South East and the M4 Corridor (Swansea Gov, 2016),  
Swansea Bay is home to many award-winning beaches including Rhossili Beach, which in 2017 was voted 10th in the world, beating popular UK beaches such as beaches in Cornwall and Devon (Independent, 2017).
The Gower was also voted as the UK’s first Area of Outstanding Natural Beauty in 1956 (Visit Swansea Bay, 2018). It boasts a nineteen-mile-long peninsula which is famous for its coastline and beaches, which is highly popular with walkers and surfers. Thirty three percent of the Gower Peninsula is classed as a Site of Special Scientific Interest.



1.2 Environmental Scanning 

The number of tourists visiting Swansea can be influenced by many different factors. Current trends in the economy as well as politics, social trends and technological trends can all effect tourism, how it is performed and who visits an area.
By undertaking PEST analysis (as seen in Appendix 4.2), these factors were looked into. In terms of political trends, with Brexit on the way, the number of visitors from outside the UK is uncertain as we are still unsure what changes will be implemented and how this could affect holidays to the UK. It must be considered, however, that it will be cheaper for outside visitors which will hopefully encourage visitors from outside the UK.                                                                                                                 Another political factor, which also falls into economic trends is that Swansea City Council are in debt (Wales Online, 2017). This will have a major effect in where they spend any investment in the tourism sector. Investment will be limited and probably be very sparsely given to guaranteed successful provisions, rather than starter or risky projects.                                                                           
Although we are unsure about the number of visitors from outside the UK due to Brexit, it does mean that it will cost UK residents more to holiday outside the country. This increases the social trend of 'staycations', where people holiday inside the UK. Thus meaning that holidays to Swansea will hopefully continue on the up, bringing even more visitors and expenditure to the area. If Brexit decreases the number of visitors to the area from outside the UK, it could mean that there will be less money in the economy for investment in cities and councils and even for local businesses as there will be less money in the economy for UK residents.                                                                                                If the number of staycations increase and brings in more money to local businesses and leisure facilities, this could increase the amount of investment these companies undertake and will also increase the likeliness of new businesses and developments.                                                                                                    In terms of social demographics, the average age of people starting families is on the increase. According to Office for National Statistics (2016), the average age of women having their first child in England and Wales increased to 27.5 in 2007 from 26.1 years in 1997 and 23.7 years in 1971. This means that parents usually have higher incomes and savings when raising children as they’ve worked longer and are therefore often after a higher quality product. This increases the need for higher class hotels as people's expectations also are increasing. We have also seen that the population has increased at a high rate, with the UK population showing its sharpest rise in nearly seventy years (The Guardian, 2017) meaning the number of families visiting on holidays are also on the increase, many with numerous children.                 
Technological trends are ever changing. Swansea is provided with reasonable transport links. The city has good bus connections to most places across Wales as well as good train connections across the country, including easy links via train to major airports. This allows people to visit the area using public transport. Other forms of transport, such as taxi's can now be ordered via a mobile phone app. Most hotels in Swansea are also now available to be booked online which provides potential guests with a quick and simple method of booking, rather than phoning or even booking through other companies, such as travel houses which helps utilise technology for the benefit of tourists. Most restaurants in the city having a book a table option via a mobile app. or even the ability to book a takeaway or delivery via online apps. This is an advantage that Swansea has over potential threat destinations, such as Pembrokeshire, where the choice of food available to order via mobile phone apps is currently rather limited. 
By conducting a SWOT analysis, we can see what Swansea as a destination has to offer tourists.                                                                                                                         As seen in Appendix 4.3, the results of the SWOT clearly show that Swansea as a tourist hotspot has many strengths.                                                                                        By looking at the strengths in Swansea as a destination, there are currently lots of activities available to tourists across the city, with new developments opening regularly. The city centre is currently in the middle of many redevelopments. Swansea City Council approved a £550 million city centre regeneration project in 2017, which if successful, will include an arena, boutique cinema, offices, shops and housing (BBC NEWS, 2017).   
Swansea has numerous activities for families on offer, such as Swansea Leisure Centre, Limitless trampoline park, a number of museums as well as a large number of beaches and coastal walks. This clearly show that Swansea targets a broad range of people of all ages. Looking at the family market, we can see a lot of activities are tailored towards this segment.  
With Swansea Gov classing middle income families as a popular segment, and with the increase in paid leisure activities as well as high class restaurants, such as in SA1, and increase in educational activities we see this segment is being provided for.                                                                                                                             However, the weaknesses in the area could be seen as the lack of guarantee over the weather. South Wales is notorious for rain, which provides uncertainty when tourists are looking at visiting Swansea. When going on holiday, people want the weather to be good enough for them to enjoy all the activities they want to and not have to be limited by poor weather. This is an external weakness, as obviously it cannot be changed or helped. Another weakness could be seen that this is a new marketing plan and business model, so it is uncertain how it will be received due to the lack of feedback or experience it has. However, without launching it, the possible success will not be known. Swansea has a lot of opportunities for new business to try out any ideas and see what may work with visitors as well as locals. 
The council provide local start-up businesses with grants. The external threats to tourism in Swansea Bay and the Gower could be seen in local competition. All cities and towns are competing for visitors and in doing so, any available investment is being tailored towards potential guests needs. Other nearby tourist destinations could be seen as Cardiff due to the Bay, shopping and leisure facilities. Pembrokeshire National Park is also a tough competition for the area, but with the transport links to Swansea a lot better than Pembrokeshire's transport links, Swansea has a major advantage. 
1.3 Analysis of key market segment

The chosen market segment ‘families with children’ was chosen as lots of the activities based in Swansea are targeted towards families and children. It is also an easy market to target, as targeting either the children or adults could potentially be successful. By looking at Census results from 2011, we can see that 41.6% of families in Wales as well as 43% of families in England and Wales combined have dependent children (Census, 2011). This means there are over six million families in England and Wales which provides a good platform to aim for. 
Guests now have higher expectations and want more for their money as well as a higher quality in both their stay as well as any activities they undertake. Parents want their children to enjoy their holiday, as well as being educated and remaining active. Swansea Bay and the Gower Peninsula fulfil all of these categories. With the number of museums, beaches and activity centres as well as events the council put on throughout the year, Swansea is successful in delivering all of these to tourists.

1.4 Marketing Objectives 

Given the external, internal and research into the segment of 'families with children', the three marketing objectives have been devised:
Increase families desires to visit Swansea by seeing it as an all-encompassing destination which delivers everything a family would want in a holiday.
To enable families to see Swansea as a destination that provides a memorable visit through various unique experiences and adventures which promote fitness and active participation.
For Swansea to be seen as a hub of activity and growth in the sports, leisure and educational industry that continues to improve and adapt to current visitor trends. 
Swansea is a destination that can provide families with a safe, educational, action packed holiday for all ages to enjoy. The marketing need to demonstrate to potential tourists that Swansea can deliver on these objectives. 
1.5 Marketing Mix

The product devised after looking at the chosen market segment, as well as the internal and external research is a three day activity for families with children. The itinerary features a museum visit, pier visit, beach visit, air show, as well as numerous sports activities.  
The location was chosen to suit the middle-income family, with an apartment chosen to suit children and of a high standard to suit the parents. It is located near to the activities which are either accessible via a walk or a short trip on public transport if not using own transport. Most of the activities chosen are free of charge or relatively priced. The itinerary is action packed which will suit children who want to experience as much adventure and excitement as they can. The museum as well as the Wales National Air Show were chosen to have an educational and historical element to the trip which will satisfy parents. All activities are available for all ages and members of the family, but also children can enjoy unaccompanied if preferred. 
The chosen location is an apartment located in The Mumbles, called One Slade Gardens. The cost for the two nights stay for four people is £250. The reason this apartment was chosen is so that there is room for children, distance between neighbours as well as parking and the option to eat in, instead of having to dine out at restaurants.  The total cost for the accommodation as well as the activities is £493 in total (two adults and two children). This is including five sports activities as well as other activities that are free but offer additional activities at a cost. To sell this package as a family activity packed three-day holiday that provides something for every member, a price of £550 is recommended so that a profit can be obtained, but remains an attractive price to potential customers. 
The itinerary would be advertised on social media, as well as advertising banners on websites focusing on UK holidays as well as trips to Swansea and Wales. Social Media is a good platform to advertise as it costs relatively little, it can have a potentially massive reach, there is usually a good response rate and there is the option to target specific market segments.


1.6 Conclusion

After looking at the key market segments of tourists in Swansea to the Bay and Gower Peninsula, it is clear to see that families with children is an extremely popular market segment. Parents feel satisfied when their children are enjoying, learning and being active, and so this itinerary fulfils all of these. By visiting museums, activity centres, beaches and the Wales Air Show, the itinerary incorporates all of these into three days. 
When analysing Swansea and its strengths and opportunities, it was clear that the city is growing and developing new ideas to attract tourists. The changes involved through Brexit could potentially affect the political side of tourism in the area, as it is still unknown what level of change in visitor numbers or where visitors are from. Looking back at past developments in the area, it is clear that Swansea and the surrounding area are constantly adapting to suit its tourists and their current needs and trends in the environment. 
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[bookmark: _Toc509790366]4.1 Itinerary 

Friday 29th June 2018- 
10am Arrive at apartment in The Mumbles.
Visit Waterfront Museum – Free of cost. 
Cafe at museum for lunch. 
Afternoon - Bracelet Bay for afternoon. – Free of cost.
Evening meal (not included). 

Saturday 30th June - 
Morning - Mumbles Pier - free of charge (other activities available at a cost).                         Afternoon – Arrive at ‘360 Beach and Water Sports’ activity centre.                                                                                          Lunch at centre (not included).                                                                                                                                           1.30PM - Stand up-paddle boarding. Cost £15 pp. 90 minutes duration.                                                  3.30PM - Kayaking. Cost £15pp. 90 minutes duration.                                                                                  (Changing facilities at location).                                                                                                                 4PM - Bike Hire- Cycle along the sea front £10pp                                                                         Evening meal (not included).
Sunday 1st July
Morning - Head down to Wales Air Show - 10am start.                                                                                           Free entry (Activities throughout the event available at an extra cost, such as - inflatable assault course, funfair, flight simulator and other activities).                                                                                                                                 3PM – Arrive at Swansea Leisure Centre.                                                                                                  Climbing Wall activity for children - £5.50pp.                                                                                                                        4.30 - 6pm Water park - £5.50pp.                                                                                                          (Changing facilities at location).                                                                                                                                                                                                     Depart
Total cost for accommodation is £250. Total cost for activities per adult is £45.50, children £61 (extra activity). 
Total cost for accommodation and activities for family of four (two adults and two children) - £463
[bookmark: _Toc509790367]4.2 PEST

Political -
· Brexit - lack of tourists from outside UK
· Swansea City Council decisions/debt 
Economical
· Swansea City Council are currently in debt (reference).
· Lack of tourists from outside of UK is possible (less money in the economy).
· Increase in 'staycations' could mean increase in tourists from UK.
· Brexit will mean tourists from outside the UK get more for their pound than previously. 
Social 
· Staycations on the increase
· Age of families increasing
· Families tend to have higher income now
· Higher expectations
· Larger population to cater for than ever before
Technological 
· Transport links are good
· Food and taxis available to book on mobile apps
· Hotels and train tickets available online (advantage on Pembrokeshire).
[bookmark: _Toc509790368]4.3 SWOT Analysis

Social -  
· New developments in the area
· Tailored to the key market segment
Weaknesses
· Weather is unpredictable 
· New market/ model
· Lack of research and experience
Opportunities
· New business opportunities 
Threats
· Cardiff city for shopping and sports facilities
· Pembrokeshire National Park - Coastal
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