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The following report aims to focus on the marketing aspect of the chosen organisation. “Birmingham Walking Tours” has been chosen as the tourism company for this purpose. This company's marketing mix, in addition to STP analysis, will be considered. The STP will also provide details on segmentation, targeting, and positioning. Birmingham Walking Tours is a tourism company based in Birmingham, England that specializes in guided walking tours of the city. They offer a range of tours that showcase the city's rich history, architecture, and cultural heritage, providing visitors with an engaging and educational experience. With knowledgeable guides and a focus on local history and traditions, Birmingham Walking Tours offers a unique perspective on the city, giving visitors a deeper understanding of its past, present and future. Whether you're interested in exploring the city's famous landmarks, such as the Bullring shopping centre, understanding the history of the Jewellery Quarter, or learning about the culture and heritage of Birmingham, this company has a tour that is sure to suit your needs. Additionally, they offer private and customizable tours, making it a great option for those who want a more personalized experience (Rifaioğlu, 2022).
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Figure 1(Source: Birmingham Walking Tours, 2023)
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Product: The product offered by Birmingham Walking Tours is the experience of a  guided tour through walking around the city. This product offers visitors a unique and educational way to explore the history, architecture, and cultural heritage. The tour operator has a wide offering, each tour having its own focus and emphasis, providing something for everyone (Bui, 2021).
[bookmark: _Toc126667732]Price: The price of the tours that the company offers will vary depending on the chosen route and the number of people attending the tour. The tour operator uses a combination of factors to determine the price of its tours, including the length of the tour, the number of participants, and the level of customization offered. It's important for the company to balance the need to make a profit with the need to keep its tours accessible to a wide range of visitors (Karim et al., 2021).
Promotion: Related to the marketing strategy, Birmingham Walking Tours uses different techniques in order to promote its tours and reach potential customers. This includes advertising in the digital world, email marketing, and the use of social media. Additionally, the company collaborate with other stakeholders such as hotels and other accommodation providers, and tourist information centres to promote their services to visitors coming into the city.
Place: The place element in the mix refers to all the centres of distribution used to sell the tours. Birmingham Walking Tours promotes their services primarily through the website, with vsitors being able to see all the available tours online, but also book and pay for the chosen ones. Additionally, the company collaborate with other stakeholders such as hotels and other accommodation providers, and tourist information centres to promote their services to visitors coming into the city.
The marketing mix of Birmingham Walking Tours is an important consideration for the company as it looks to attract customers and grow its business. By carefully balancing each of the four Ps, the company is able to reach its target market, deliver a high-quality product, and maintain its competitive position and brand image in the tourism industry (Wilson and Wilson, 2020).

[bookmark: _Toc126858536]Review and evaluate their opportunities and challenges
STP Review
Segmentation: Segmentation is the method involved with sectioning a market into more modest gatherings of customers who have comparable needs or characteristics. This is an important aspect of the marketing strategy for the company, as they needs to understand and correctly chose their target market in order to develop a marketing mix that will attract the desired customers and also be appealing to the chosen market.
The market is divided into segments based on demographic, geographic, and psychographic factors. Demographic segmentation categorises the market based on characteristics like age, gender, income, and education. Relate to the geographic segmentation, this is based on the geographic location of the market, the city or even country the desired market lives around. The last type of segmentation, the psychographic segmentation, is based on a number of factors such as the lifestyle of the customer, but also their background, their personality, values, heritage, culture and more. 
For the chosen company, Birmingham Walking Tours, the demographic segmentation would involve targeting visitors to the city who are interested in history, architecture, and cultural heritage. This could include both local residents and visitors from out of town, and would target tourists who are interested in experiencing the city in a unique and educational way (Ribeiro and Wang, 2020).
Geographic segmentation would involve targeting visitors to the city of Birmingham itself, and could include both tourists and local residents. Psychographic segmentation would involve targeting visitors who are interested in learning about the city's history and heritage, and who value unique and educational experiences.
Targeting: Targeting is the interaction of zeroing in on the promoting blend on a particular section of the market. Once the market has been segmented, Birmingham Walking Tours can then choose which segments to target based on their relevance, size, and profitability.
Birmingham Walking Tours could choose to target both local residents and visitors to the city, as both groups would be interested in the historical and cultural heritage of the city. For the local residents, the company could sell new tours that highlight hidden, not so well known parts of the city, and for visitors, the company could offer tours that provide an overview of the history and heritage through showcasing the most important attractions (Swantari and Fitriana, 2019).
In order to reach the chosen target market, Birmingham Walking Tours will use a variety of marketing channels, including social media, website, and local travel guides. The company could also offer discounts to visitors who book tours in advance, and could partner with local hotels to offer packages that include both accommodations and tours.
Targeting is an important aspect of the marketing strategy for Birmingham Walking Tours. By focusing its marketing efforts on specific segments of the market, the company can increase its chances of attracting visitors and generating revenue (Nekmahmud, Farkas and Hassan, 2020).
Positioning: Positioning the most common way of making a special picture or character for an item or administration in the psyche of the client. In other words, it's about creating a perceived value for the product or service that sets it apart from competitors.
For Birmingham Walking Tours, positioning would involve creating a unique image that distinguishes the company from other tour operators in the city. This could be achieved through several methods, including offering tours that focus on unique aspects of the city's history and cultural heritage, or providing tours that are led by knowledgeable and passionate guides.
Another way to position the company is to focus on providing a high-quality customer experience. This could include providing well-researched and engaging tours, offering a variety of tour options to choose from, and investing in customer service training for guides.
The overall goal of positioning is to create a unique and compelling image for Birmingham Walking Tours that resonates with its target market and encourages customers to choose the company over its competitors. By focusing on creating a strong brand image, the company can differentiate itself from other similar companies in the industry and increase its chances of attracting and retaining customers (FAKHRIDDINOVA, 2019).
Evaluation of opportunities and challenges
Opportunities
Evaluating opportunities is an important step in determining the future success of Birmingham Walking Tours. There are several factors to consider when evaluating opportunities, including market trends, customer needs, and emerging technologies.
One opportunity for the company could be to expand its offerings beyond just walking tours. For example, the company could offer bike tours, food tours, or even virtual tours for people who are interested in seeing parts of the city that they didn’t have time to visit or even for people that cannot visit at the moment. 
Another opportunity for the company could be to focus on sustainable and green tourism practices. This could include offering tours that highlight the city's eco-friendly initiatives, using eco-friendly transportation options for tours, and promoting environmentally conscious behavior among customers. This could help the company appeal to environmentally conscious consumers and increase its brand reputation (Prakoso et al., 2020).
Technology could also present an opportunity for the company. For example, the company could use virtual and augmented reality technology to enhance its tours, making the experience more interactive and engaging for customers. 
Challenges
[bookmark: _Toc126667733]Some of the challenges faced by the company include:
Competition: Birmingham Walking Tours faces competition from other walking tour companies, as well as from other forms of tourism such as bus tours, food tours, and more. To stand out, the company must differentiate itself and offer unique and high-quality experiences.
Seasonality: Walking tours are highly dependent on weather and season, which can impact customer demand. During inclement weather, customer numbers may be lower, and the company may need to adjust its operations and offerings accordingly.
Cost: Running a walking tour company involves significant costs, including guide salaries, marketing, and equipment expenses. Managing these costs while still delivering high-quality experiences can be challenging.
Accessibility: Walking tours may not be accessible to everyone, especially those with mobility limitations. The company must take this into consideration when developing its offerings and ensure it is inclusive to all potential customers.
Technology: As technology continues to evolve, the company must keep pace and embrace new technologies that can enhance the customer experience. At the same time, the company must be careful not to over-rely on technology, as this can detract from the personal touch that makes walking tours unique (Souza et al., 2020).

[bookmark: _Toc126858537]Conclusion
[bookmark: _Toc126667734]In conclusion, Birmingham Walking Tours plays a vital role in the tourism industry of the city and offers unique and interesting walking experiences which allow visitors to explore parts of the city and experience the real Birmingham in a new and exciting way. To succeed, the company must effectively segment its market, target the right customers, and position itself as a leader in the industry. By addressing both the opportunities and challenges facing the business, the company can continue to grow and thrive, providing memorable experiences for customers and contributing to the overall success of Birmingham's tourism industry. 
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