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Executive Summary

Swansea Bay and the Gower Peninsula is fast becoming recognised as one of the most attractive parts of the UK and continues to attract visitors year after year.  It has been a major contributor to the Welsh economy and recent figures indicate that 4.59m tourists came to the area and spent in excess of £400m (STEAM 2016). Having a city located directly on the waterfront, award winning beaches combined with spectacular scenery, the area has a unique product offer that many other towns and cities can only dream of.  In this report, a marketing plan and an itinerary has been developed for a couple aged 55yrs+.  The aim of this marketing plan is to promote and attract visitors from this demograhic to the Swansea Bay and Gower Peninsula by discovering and appreciating the natural beauty of the land through  a tailor-made tours and walking packages specific to their needs, abilities and interests.  It also looks at a range of other activities that may attract this particular market segment. The report also identifies some of the strengths, weaknesses and areas for improvement for visitors to this region.  
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2.	Destination & Product Description
Swansea Bay and the Gower Peninsula continues to attract visitors year after year. The Gower was designated as Britain’s first Area of Outstanding Natural Beauty (AONB) and has become famous for its beautiful coastline, surf beaches, walking trails and nature reserves.  You will also find several sites of special scientific interest and one of the earliest known burial sites known in Europe.  As for the city itself, Swansea is uniquely positioned on the waterfront.  It is a place where people can relax and unwind and has become popular for its culture, art, good food and attractions.   With this in mind, the opportunity to promote Swansea Bay and the Gower Peninsula as an ideal holiday destination to the 55+ age group had transpired.  The plan was to take advantage of the regions unique landscape, picturesque views and beautiful beaches by developing a range of tailor-made tours and self-guided walks specific to the visitors needs, requirements, interests and abilities.   It was evident, that this type of product was not available in the area.  A similar product is being used by a company called VIP Wales located in Pembrokeshire and some aspects of their tours were adopted into the marketing plan.  Four types of tours are available:
i. Stay, relax & explore
This type of tour suits the self-guided walker who prefers to have a base but have the opportunity to explore the area.
ii. Place to Place
This tour is more suited to the walker looking for a set walk each day and is happy to move to different accommodation on a daily basis.  
iii. Guided Walks
A locally qualified tour guide will lead you along the way and help you discover the beauty and wonders of the area. 
iv. VIP experience
An opportunity to create memorable experiences is on offer.  We will suggest the idyllic setting for the customer to enjoy a bottle of champagne or a customised picnic hamper on the beach.
3.	Situation Analysis
A SWOT analysis - Strengths, Weaknesses, Opportunities and Threats – (Fig 1) was conducted to check the viability of the marketing plan and was then divided into two main catergories; internal and external factors.  The internal factors highlighted the strengths and weaknesses that were internal to the proposed product of this plan.  The external factors highlighted the opportunities and threats that can be attributed to the environment.  The internal and external factors of the analysis revealed many things which will now be summarised as follows:
3.1	Internal
The main strength of this marketing plan is the areas natural landscape.  With its award winning beaches, beautiful landscape and spectacular scenery, it acts as a natural backdrop for the proposed product.  On the other hand, its strength could inadvertently become its weakness.  One of the weaknesses identified in the SWOT analysis was the impact that increased visitors could have on the natural environment.  A visitor survey conducted by the Swansea City Council (2015) showed that the Gower landscape was a key motivating factor for visitors to the area.  It revealed that walking was one of the most popular activities in the area as well as watersports, cycling, golf and fishing.
3.1	External
Many opportunities and threats were identified and although these external factors are usually beyond a companies control, they were recognised so they could be managed appropriately.  One of the main opportunities was the growing trend of ‘staycation’ type holidays.  According to Sojern (a travel marketing group), recent data indicated a 23.8% rise in British holiday makers choosing to holiday in the UK rather than go abroad.  With unfavourable exchange rates following Brexit and an  increase in the cost of living meant there was less disposable income to spend on a holiday.  As a result, the chance to promote the area as an ideal destination by developing tailor-made tours was conceived.  However, one of the main threats to the area was the increasing change in weather patterns and the lack of wet weather attractions in the area.  
4.	Analysis of Key Market Segment.
The key market segment used in this marketing plan is the 55yr+ empty nester.  This group is generally aged between 55 and 64yrs whose children have left home to start their own families and careers.  Many are still working while others will take the opportunity of this new freedom to travel.  According to research conducted by the Royals Mail market reach, empty nesters still enjoyed TV and newspapers.  It also showed how this group were not as keen as the younger generation to respond to direct mail using digital technology. Instead, they preferred a good quality brochure to read at their leisure and would rather speak to someone in person or over the phone.   Some other key statistics from the research regarding empty nesters were:
· 74% take responsibility for their own financial security after retirement
· Empty nesters spend 18 minutes a day reading mail
· 26% have responded to an item of mail in the last 12 months
· 39% say they are comfortable on their present income
· 64% agree they would feel less in control without printed copies of important documents
Empty nesters are also taking more responsibility for their health.  The Welsh Assembly Government introduced a “Walking and Cycling Action Plan for Wales” (2009-2013) whose aim was to establish a walking and cycling culture in Wales and to encourage more people, both young and old, to walk and cycle more often.  Benefits  such as improved health, less traffic congestion which in turn reduces harmful gas emissions to the atmosphere. 






5.	Marketing Objectives
In order to achieve the overall goals of this marketing plan, the aims and objectives were set and the target market was identified.  They were as follows:
· Target Market:  Visitors aged 55yrs+
· Aim:  To promote the natural beauty and landscape of the Swansea Bay and Gower Peninsula by offering a range of tailor-made tours and self-guided walks to suit visitors aged 55yrs+
· Objectives: (1) Increase product awareness among the target market;    (2) Promote the Swansea region as an ideal holiday destination (3) 
To summarise, the opportunity to create a unique tour packages for this demographic was due to:
a) Gower being an Area of Outstanding Natural Beauty (AONB)
b) Cultural/Heritage Tourism – includes performing, visual and literary arts, museums, historic landscapes and gardens and the Welsh Language. 
c) Industrial Heritage – The Copperworks.  
d) Activity Tourism – reputation for walking, mountain biking and surfing opportunities. Endurance and multisport events are attracting visitors and competitors to the area.  Great location for kitesurfing, sailing, climbing, fishing and golf activities. 
e) Walking, Cycling and Horseriding – The location is ideal for these activities.
f) Golf – Golf visitors to Wales had increased in 2009.   
The region was recently part of the Swansea city deal which secured a £1.3billion deal to help transform the economic activities in the area, boost the local economy and would help generate nearly 10,000 new jobs over the next 15years.  



6.	Marketing Mix
The term ‘marketing mix’ is a phrase that has been around since 1949 and was developed by Neil Borden.  According to Borden, “When building a marketing program to fit the needs of his firm, the marketing manager has to weigh the behavioural forces and then juggle the marketing elements in his mix with a keen eye on the resources with which he has to work.”  (Borden, N. 1964, pg 365).   However, McCarthy (1960) introduced the four P’s of marketing – product, place, price. promotion – and believed it was the foundation of any marketing plan.  With this in mind, the four P’s have been applied to the marketing plan and are discussed further.
6.1	Product
The opportunity to provide a premium product targeted at the 55yrs+ agegroup evolved.  It would take into account the natural landscape and the beauty of the area as well other aspects such as the culture, heritage, industrial heritage.  In a visitor survey conducted by the City and County of Swansea (2015) it showed that the county was under performing in attracting walkers to the area in comparison to other areas in Wales, such as Pembrokeshire. The product also supports the Welsh Government’s campaign ‘A Walking and Cycling Action Plan for Wales 2009- 2013 which has two specific aims relating to tourism (i) to maximise the contribution that walking and cycling can make to increase tourism and (ii) make Wales a premier destination for walking and cycling events.
6.2	Place
One of the main objectives of the marketing plan was to promote the local area through product awareness to the 55yrs+ age group.  In previous years, it was common for tour providers to sell and promote their products through the shop front window.  These days, technology has made information more convenient and readily available for consumers whether it be on the internet or via mobile phones.  Although most consumers in this age bracket are technically advance, our product will be promoted through brochures, leaflet drops and tv advertising.  
6.3	Price
The price of the tailor-made tours will be priced according to the customers budget. The emphasis will be to create a personalised itinerary that is completely flexible and can be customised to meet the customers needs and requirements.  Accommodation choices can be suggested but if the customer has a specific accommodation type in mind, then it can be arranged.  VIP experiences can be arranged to make the trip extra special.  
6.4	Promotion
Research suggests that the target group used in the marketing plan prefers TV and newspaper advertising, good quality brochures, direct marketing and personal contact to learn about a new product or service.  As a result, these are the methods that would be used to promote the new product.  

7.	Summary
Dwyer et at (2004) recognized that tourism can have a positive effect on a countries economic activities and that most countries around the world consider it to be important .  In Wales, Tourism has been recognised as a vital contributor to the Welsh economy and the Swansea Bay and Gower Peninsula is not exception.  Statistics from the visitor survey confirmed that the natural landscape and beauty of the region and was a strong motivating factor which has encouraged people to visit area.  As a result, an opportunity to target a specific market segment was identified as it was felt that this particular group was not being catered for.  The destination has so many benefits which include its natural landscape and beaches, being Britains first AONB and other places of interest.  These positive factors have contributed to a strong visitor base over the years.  The challenge is to build on these strengths, explore new markets and opportunities and ultimately to strengthen and further develop Swansea Bay into a ‘world class destination’.  

SWOT Analysis
	STRENGTHS
· Natural Landscape, scenery and beaches
· Gower known as Britain’s first Area of Outstanding Natural Beauty
· Development of Swansea Marina
· Uniqueness of city, coast and countryside location. 
· Signing of Swansea Bay city deal boosts local economy by £1.3b
· Welcome and friendliness of locals
· Cycle path
· Area becoming popular for endurance and multi-sport events
	WEAKNESSES
· increased visitors could have a negative impact on the environment
· Negative perception of Swansea
· Cleanliness of streets and local facilities make it unappealing
· Closure of many high street shops
· Lack of wet weather attractions
· Lack of public toilets
· Difficulty in parking and parking prices
· Limited accommodation choices


	OPPORTUNITIES
· Create short break packages for ‘staycation’ holidaymakers
· Promote cultural/heritage/Industrial tourism
· Develop Golf packages due to increase in golf visitors
· Develop more accommodation options in the Gower
· Develop Walking tours
· Encourage more watersports and beach activities
	THREATS
· Changing weather patterns
· Budget cuts in local councils
· Closure of many high street shops make the city look unattractive
· Negative attitude of local people do not give potential visitors a good impression. 
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PEST Analysis
	POLITICAL
· Knock-on effects from BREXIT creates uncertainty and potentially affects visitors to an area.

	ECONOMIC
· Unfavourable exchange rates following BREXIT.
· Budget cuts in local council.  
· Increase in cost of living means less disposable income.
· 

	SOCIAL
· Promotes healthy living.
· Promotes social concerns towards the environment.
· Environmental awareness.
· 
	TECHNOLOGICAL
· Web and social networking channels not always favoured by older demographic.
· Convenience of making enquiries and bookings online.
· 
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PROPOSED TRAVEL ITINERARY: 

5 day itinerary for two couples aged 55+yrs visiting from Scotland. Both couples looking for a walking tour, one base accommodation and prefer self-catering.

1.    ✈	Fly from Edinburgh to Bristol airport with Easyjet.
2.   🚗	Pick up hire car from Hertz Rental Cars. Drive from Bristol to Swansea.	
3.   🏨	Arrival at Pilton Green Farmhouse, Pilton, Rhossili at approximately 4pm for 3 			nights. Rest and relaxation for the remainder of the afternoon/evening. Pickup 			groceries en-route to accommodation as self-catering facilities.  Remember picnic 		items for walks.
4.    🚶	Day 1: Walk Rhossili - Drive down to Rhossili and park vehicle (fee payable).  Three 		walks to choose from or do all three. (1) Headland walk (2) Hillend and Beach Walk 		(3)Serpents, Seascape and shipwreck walk. Take a picnic lunch to enjoy along the 		way while you take in the stunning scenery. These walks will take the majority of 		your day. Return to the farmhouse late afternoon to rest and relax for the remainder 		of the evening. 
5.    🚶	Day 2:  Visit Oxwich, Three Cliffs and Caswell and Langlands Bay - Recommend that 		drive to Oxwich Bay to commence sightseeing in these areas. Possibly enjoy lunch at 		Langlands Bay.  Choice of two eating places. (1) Langland Brasserie which is more 		restaurant style eating or (2) Langland Seaside Cafe for more casual dining.  After 		lunch, take a walk along the coastal path from Langland Bay to Bracelet Bay enjoying 		the view along the way.  A walk will take approximately hour each way.  On return, 		take a drive to Mumbles and take a walk along the promenade. Return later in the 		afternoon.
6.   ⛺ 	Day 3:  Sightseeing in and around Swansea – Opportunity to see what Swansea has 		to offer.  Visit the museums, Clyne Park, Swansea Marina for a selection of good 			restaurants, Uplands Market, Dylan Thomas’ birthplace, The Copperworks, take a 		boat trip on the Copper Jack River Cruise are just some of the activities and places of 		interest in and around Swansea. 
7.   🏨	Check out of Pilton Green Farmhouse by 10am.  Drive from Swansea back to Bristol 		airport to catch late afternoon flight back to Edinburgh.  
8.   🚗	Return Hire car back to Hertz Rental Cars. 
9.     ✈	Fly from Bristol back to Edinburgh on Easyjet flight.  

Pilton Green Farmhouse, Pilton, Rhossilli
A stunning little cottage surrounded by farmland and conveniently located to explore the Gower and surrounding areas.  Ideal for those visitors wanting to explore the area by foot.
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