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[bookmark: _Toc509774152]1.Executive summary

In this report, the marketing plan involves a four-day itinerary based in the destination of Swansea and the Gower peninsula. The report focuses on a key market segmentation and the segmentation that is being targeted is young couples in the United Kingdom. Research into the market segment that has been conducted in this report is to find out information on what couples like to do when they go travelling to Swansea. Additionally, a mission statement has been created along with the aims objectives.
[bookmark: _Toc509774153]2.Destination and product description

Swansea is located in South Wales and is the second biggest city in Wales with a population of 244,500. Swansea is a coastal city which consists of many beaches, coastlines and is very popular for walkers. The City and County of Swansea covers an area of 378 square kilometres. Information from visit Swansea Bay website (2018), highlights that the Gower peninsula was designated as the UK’s first area of outstanding natural beauty back in 1956. Mumbles marks the beginning of Gower’s coastline and is a 19-mile-long peninsula with many beaches and Rhossili Bay was named Wales’ best beach in 2017.  The waterfront has a 5-mile-long stretch of Swansea bay beach.

The itinerary in appendices 1 is to target young couples with no children. The itinerary is four days long and has a variety of adventure activities, a popular event in Wales and visits to the beaches. This product is designed for domestic tourists in the United Kingdom. The travel package includes transport, accommodation, evening meals, activities, events and attractions. 


[bookmark: _Toc509774154]3.Situation analysis- external and internal

[bookmark: _Toc509774155]3.1. External

Kotler and Armstrong (2014) argue that marketing planning should include strategies that will influence the organisation achieving their overall goals. After external research into the Swansea area and how this effects the marketing plan, there are many factors that have an effect on Swansea. The Pest analysis has been used for external research. Wales online (2016) have highlighted how there is uncertainty over Brexit and how this is affecting tourism and residents all over the United Kingdom. However, a recent article from Wales Online (2018) have argued that Brexit will not put off investors of the plans in Swansea. The article stated how there has been an upsurge in oversea interest for the city centre refurbishment.

The economic factors that affect the marketing plan is that Swansea council are currently in debt. Wales online (2017) have produced an article on how Swansea council are having to pay out £85,000 a day paying off their debts. This means that the council will have to borrow even more money to achieve their city revamp goals. This is being used in consideration to the business plan in this report as this is affecting Swansea and tourism coming into the area. However, Swansea is moving in the right direction by linking the city centre to the seafront to attract thousands of tourists BBC (2015). This would be beneficial to tourism in the area and would be an advantage for the business plan in attracting couples to Swansea.

Statistics show from the world population review (2017) that the population of Swansea grew 1% from 2015 to 2016. This is a higher increase than annual growth from each year from 2011 through to 2015.  Furthermore, there is a lot of information online and on social media about the activities and attractions Swansea has to offer. On the visit Swansea bay website (2018), there is a lot of information on what there is to do, stay and eat out. This was used in order to create the itinerary in the appendices and for information on the market segment.

Kotler & Armstrong (2004) argue that there needs to be analysis of the marketing environment to find opportunities and threats. The opportunities that can be an advantage for the marketing plan is the big events that are coming up. For examples, Radio 1 big weekend is coming to Swansea towards the end of May. This is going to attract many tourists from around the United Kingdom, so this can benefit Swansea and the plan because Swansea can therefore promote what there is to offer in the area and gain financial income from this.

Other markets such as Cardiff are ahead of Swansea at the moment. Tourists may research what Cardiff have compared to Swansea and as Cardiff has a lot more to offer, they may choose Cardiff. This marketing plan is to change travellers’ opinions on this and the itinerary created will change people’s minds. Cardiff attract a lot bigger events into the area and as well have a great deal more attractions and activities which may affect tourist’s opinions on travelling to Swansea.

[bookmark: _Toc509774156]3.2. Internal

The strengths of Swansea and the Gower is the landscape it has to offer to attract tourists. There are award winning beaches and coastlines in Swansea and the Gower area. Swansea bay beach is close to the city centre and the beach is water sports centre of excellence. Additionally, there many great cycle routes in Swansea. This attracts many tourists to the area and this has helped creating the itinerary in appendices 1 because there are so many water sport activities on offer and different walking routes. Kotler and Armstrong (2004) also suggest that analysis must take place for strengths and weaknesses in order to achieve the company’s objectives.

The weaknesses of the marketing plan are that there are no other business plans in Swansea to compare with. There is very little research, so it made it difficult for research to benefit the marketing plan. Additionally, the weather and infrastructure can be a weakness to the plans objectives. The summer months in Swansea can be very wet and unpredictable putting off tourists. However, it can be argued that the climate can be summarised as mild and reasonably dry in June and July and recommended the best time to visit Swansea weather to visit (2018). This research was advantageous with coming up with activities to add to the itinerary because the start of July is typically the warmest month of the year. 

Another weakness is a weakness with the infrastructure because the roads towards the Gower can be dangerous and the condition of the roads are inadequate. Moreover, there are also many road works happening in the city centre causing problems and it is taking longer with the one-way system. This can have an effect on the marketing plan as the planner will need to take into consideration these problems and create a solution.

[bookmark: _Toc509774157]4.Analysis of key market segment 

Jobber (2014, p.g,27) defines marketing ‘as the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return’. The market plan that has been created for the itinerary in Swansea is targeting the segment young domestic tourist couples with no children. The package that has been created is to target around 20 couples from around the United Kingdom. As jobber (2016) highlights that as customers have similar interests and hobbies, a mix strategy can be created to meet those demands.

From the research from Swansea Council (2016), 4.59 million visited the Swansea area in 2016 with an expenditure of 4.59 million. In 2015, a survey was conducted for a Swansea visitor survey and 22% said that visitors are on holiday for more than three nights. Additionally, 41% visited the Swansea and their residency was the rest of the UK. About 35 % of visitors had voted that they attended Swansea with their partner. A higher proportion of couples had said it was their first time visiting Swansea.  From the Government Wales survey (2016) 15% of couples were aged 16- 34-year-old visited Swansea Bay. Additionally, 42% had said they had visited Swansea for outdoor activities.

From the Swansea council survey (2016) the average overnight spend is around £500 from residents outside the Welsh residency. Welsh residents typically spend £299. This is based on a 4 to 5-night stay in Wales. Moreover, the average spend per person per day is £39 for all the categories. These figures also helped in creating the overall price to the travel package.
 
There are many factors that attract tourists to Swansea Bay. From the Swansea council survey (2016), 32% of people had voted that they visited Swansea for its beaches and coastlines. The itinerary was designed to attract couples who are interested in coastline as a lot of the itinerary involves activities and cycling across the beaches. Secondly, the second highest vote was the scenery. The survey states ‘scenery and landscape include 20% overnight visitors from outside Wale, 21% of first time visitors and 21% of couples travelling to the area.

Most visitors take part in outdoor activities and 61% of overnight visitors plan to get active outside. 33% take part in walking, 6% in outdoor activities and 4% in cycling. This data has helped with creating the itinerary as it shows what activities visitors are interested in. Additionally, 13% had voted for the attraction LC leisure complex. Before tourists visit Swansea, 32% of people had said they searched the internet to see what Swansea has to offer.
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The statement of the organisations purposed is to attract couples to Swansea. After research into the market segment and the statistics of what tourists like to do in Swansea, this research helped the market plans mission statement. Amato and Amato (2002) cited in Meredith et al (2014) suggests that a mission statement should be created to engage the customer. The overall mission statement aim is to create a travel package for couples as stated below. 

Mission statement aim- To devise a captivation travel package to promote couples to Swansea.

The objectives to achieve the mission statement aim:

Objective- To identify activities and attractions for couples to participate in.
Objective- Research the price of activities, accommodation and travel and come up with an adequate overall price to attract couples to Swansea.
Objective- To make is the most enjoyable adventure plan for the couples staying in Swansea.
Objective- To advertise the travel package through the use of social media.

[bookmark: _Toc509774159]
6.Marketing mix product, price, place and promotion

The itinerary in appendices 1 is targeting young couples with no children. The activities and events in this 4-day itinerary are suited to young couples who enjoy the outdoors and after research into the activities in Swansea, the planner came up with an enjoyable itinerary. After gathering information from the Swansea council survey, this gave the planner an idea of what couples enjoy doing when they are on vacation. This is how the planner of this itinerary came up with the plan on what to do for each day.

After calculating the cost of accommodation, transport, activities and attractions, the planner of this plan came up with a reasonable priced travel package. The overall cost of this package will cost £640 for both couples. Therefore, per person it would be £320. However, the original cost was calculated to be £620 but in order to gain a profit of £20, the package to the customers will cost £640. Couples without children would have less of a budget compared to those with children so therefore their budget would be middle road compared to those with families.

The product will be promoted by the use of social media. Kotler (2018) argues that with new digital age, marketers can engage customers with the linking of social media. Each month, Facebook has more than 1.59 billion active users. For this reason, the product will be advertised on Facebook and Instagram to promote the product. More young adults are using social media more and more every day. The access of the internet from mobile phones makes it easily accessible at any time of the day by either using mobile data or WIFI.

The destination of this itinerary is in Swansea and the Gower peninsula. The destination is accessible for British tourists as its convenient for transportation. Furthermore, the access to the landscape makes it perfect for the itinerary to take place here. With all the beaches and coastlines, it is perfect for the market segmentation as it gives young couples an active vacation.

[bookmark: _Toc509774160]7.Summary

To summarise, the main aim of the marketing plan is to create a travel package for four days to encourage couples to visit Swansea. Jobber (2017) suggested that to meet people’s needs, there needs to be a marketing mix package to achieve the company’s objectives.
The objectives of the marketing plan are specific to the itinerary and realistic expectation to the final outcome.

Research was conducted in order to find out information on the segment for this plan. Internal and external research took place using the swot and pest analysis which was beneficial in devising the marketing plan. Additionally, the marketing mix shows how the plan was created using the 4-marketing p’s.
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Day 1: June 30th 2018.


	Time (estimate)

	Agenda

	Location

	Travel
	            Details

	(Morning)
  8:30am


	Pick up car rental
	Swansea Downtown 
Orchard street
	
Public transport

	
Price for 3 days: £56.09 (Included in package)
Car: 3 and 5 doors available.

	    9.30am



	Breakfast: 360 Beach and water sports
	
SA2 0AY
	
Rental 
  car
	

	    11 am
    1:30pm
	Stand up paddle boarding
	
 SA1 4NH

	
Car
	
Price (included in package)

	(Afternoon)
     2:30pm
	Check in at hotel
	Patricks with rooms
	
Car
	Price for 3 nights: £378
  (Breakfast included)

	  3:15pm
	Mumbles
  pier
	Mumbles
	
	

	   Evening
     7pm
	
Dinner
	Bistrot pierre
     SA3 4DN

	
Taxi
	After dinner, there is free time to rest in the hotel.





















Day 2: 1st of July 2018

	Time (estimate)

	Agenda

	Location

	Travel
	            Details

	(Morning)
  8:00am


	
Breakfast
	
At hotel
	
 
	
Breakfast included in price

	(Morning/ Evening)
9:00am

	Event:
Wales national air show
	
	
Car
	Car park on site. There will additionally be food available to purchase here.
 

	  (Evening) 
   6:30pm
	Dinner: Grape & Olive
	
SA1 1JW


	
Car
	
Price (included in package).
Wi-Fi included.

	
     8:45pm
	
Cinema
	
Vue cinema
 SA1 3LZ
  


	
Car
	




Day 3: 2nd of July 2018.

	Time (estimate)

	Agenda

	Location

	Travel
	            Details

	(Morning)
  8:00am


	
Breakfast
	
At hotel
	
 
	
Breakfast included in price

	

(Morning)
  9:30am
	

Spa day
	

LC Swansea
	
Car
rental
	

  
 

	 
Afternoon
  3:30pm
	  
  Lunch
	Coast café
Glynn Vivian
SA1 5DZ

	

	


	
   5pm








8:30pm

	
Activity: Tenpin bowling







Cocktails and drinks
	
Parc Tawe
SA1 2AZ








Las Iguanas
  


	A coach will be departing at hotel at 5pm. (Please meet at reception)


Coach
	Facilities include: Fully Licensed Bar, food and drink, sky sports, amusement arcade and pool table. Food & drink will be included in the package




The coach will be departing from the castle in Wind Street at 11:30pm back to hotel.




Day 4: 3rd of July 2018


	Time (estimate)

	Agenda

	Location

	Travel
	            Details

	(Morning)
  8:30am


	
Breakfast
	
At hotel
	

	


	
10:00am


	
Check out of hotel
	

	

	

	    

   11 am
    
	
Activity:
Cycling
	
 Hire a bike

	Travel from car rental via taxi.
	Cycle Swansea cycle paths. Maps will be given out at reception at hotel in the morning. To hire a bike its £10

	 (Afternoon)
     1:00pm
	
Lunch
	Three cliffs coffee shop.
	
bike
	

	  
	
(free time)
	
	
	After lunch, you will have free time to cycle and walk on the beaches.

	   
End of itinerary
	
Please return car rental.

	Swansea Downtown 
Orchard street

	

	


[bookmark: _Toc509774162]


8.1. Appendices 2- Swot analysis 

strengths.    - the beaches, coastlines - landscape

weaknesses- a new business idea, hasn’t been done before so there is little research on products. Also, how the weather and infrastructure can affect the marketing plan,

opportunities    - The increase of tourists coming to Swansea because of the big events happening in the summer. For example, the big Radio 1 weekend. This can show off Swansea to attract tourists to visit.

threats         - Competition from other markets, for example, Cardiff.


[bookmark: _Toc509774163]8.2. Appendices 3- Pest analysis

Political           -Reports on Brexit and what’s going to be affected and the plans.
Economic        -Swansea are in debt. Also, Swansea is linking the city centre to the sea front.
Social               -The growth of the population.
technological   -There is a lot of information on Swansea and booking sites.
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