


[bookmark: _Toc509344102]Executive summary
The purpose for this report is to create a specific marketing plan in order to attract a defined market of American tourists to visit Swansea and the Gower. With the information collected, a five day itinerary will be devised to satisfy to the segment’s needs. The particular market segment selected within the report are defined as ‘Comfortable Empty Nesters’ with an interest in history and nature. This is then reflected in the itinerary by selecting activities in order to display what Swansea has to offer. Within the report, a SWOT and PEST analysis will be carried out to identify both internal and external factors that may have an impact upon the product. A marketing aim of demonstrating Swansea’s history and beauty is discussed and objectives are clarified. Finally, the marketing mix is examined by concluding the product, a cost and a brief mention of the promotional format.
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1. [bookmark: _Toc509344103]Destination and product description
1.1. Swansea city is the second largest city in Wales with an average of 4.59 million visitors to the area (Swansea.gov, 2017). This number does not look great in comparison to the country’s capital, London which surpassed the 19 million visitor mark (Standard, 2017). It is therefore necessary to create a product which is able to attract more visitors to Swansea and increase the statistics. 
1.2. Swansea is a coastal city with an extensive historic background. These two factors will be used to the products advantage in order to create a five day itinerary package around Swansea and the Gower Peninsula. The package will include a return flight from the target market of America to Cardiff, accommodation in Swansea, numerous activities and any connecting transport to and around Swansea.
2. [bookmark: _Toc509344104]Situation analysis – external and internal
2.1. An internal SWOT analysis (Appendix 2) is carried out in order to highlight Swansea’s positive and negative aspects and possibly show grey areas where there could be a gap in the market for a new product. 
2.2. Swansea has a broad historic background making for lots of different heritage related activities to choose from to educate visitors. The Gower Peninsula was the United Kingdom’s first designated Area of Outstanding Natural Beauty, making for a unique selling point. Swansea is also host to the Wales Air Show, another event which stands out that can be used to attract visitors from overseas. There is not a lot of competition for the historical holiday packages in Swansea, therefore it is possible for the product to perform well within the market if promoted effectively to the target market. 
With this being a new business idea it is therefore difficult to extensively explore the weaknesses. However, even somewhat minor aspects can affect the success rate of a product. Something as small as the weather, something Swansea does not have great history of, could affect events such the exploration activities or potentially discourage tourists to visit as they may want a sunny holiday. 
This type of product can present such opportunities as increased awareness of not only Swansea but Wales as a country too. Swansea being a coastal city has the opportunity to provide both a city and seaside break for the type of tourists that don’t just want to see a busy city like London. 
Brexit may cause future problems for tourism in Britain, the uncertainty of what may happen could cause some tourists to no longer be interested in visiting. Some more immediate threats would be things such as, Cardiff generally have better facilities and more five star hotels than Swansea. Cardiff also has the benefit of the bay. In addition to this, a more obvious fact is that London is generally more attractive to Americans and other tourists as shown by the greater visitor numbers.
2.3. [bookmark: _GoBack]External factors are also important to consider when devising a product as these are things out of the marketer’s control. To explore this, a PEST analysis is devised to pin point possible influences. As stated previously, the most obvious problem that is going to have a large impact on tourism in Britain as a whole is the uncertainty of Brexit. However, this carries both positive and negative factors, for example: although the UK is suffering from the fall of the pound, this is beneficial to American tourists as the dollar exchange rates are greater. This then gives the impression that a trip to Britain could possibly be seen as more financially appealing than it has in the past. 
Americans are well known for their interest with the royal family (ABTA), and this year sees Prince Harry getting married to Meghan Markle, an American actress. A Telegraph article suggests that due to the fact Markle is American, the UK may see a rise in more American tourists. It also states that there is already an increase in US tourism due to the previously mentioned drop in the worth of the pound. This brings ample opportunity to target the American market to visit the UK post royal wedding and offer an alternative to London. 
Nowadays, booking processes are a lot different than they used to be. Not only are there are now multiple platforms to book online with, the websites are also available to customers through many different devices. It would therefore be necessary to provide a user friendly booking system, compatible with multiple devices in order to keep up with the changing times. Ofcom (2017) states that 85% of 45-54 year olds now use smartphones. Transport.
3. [bookmark: _Toc509344105]Analysis of key market segment
3.1. When researching the American Tourism market, Visit Britain provided the majority of the key statistics. It states that on average, 49% of American tourists are aged 45 or older with people from California also New York being the most frequent visitors. From this, ESRI (2018) shows that people roughly aged 45 or over are usually categorised as ‘Comfortable Empty Nesters’. The document also states that these people usually have a reasonably healthy income and net worth. 
3.2. Visit Britain also shows that the most visited tourism spots in the UK are famous historical buildings monuments. It would therefore, would be more beneficial if the visitors were interested in the history of the UK. The website also states that Americans do not rate Britain highly for natural beauty, so would be advantageous to show the tourists the UK’s first Area of Outstanding Natural Beauty situated in Swansea to change their perceptions. The statistics also show that they are more likely to visit the UK in the months of July to September, therefore it would make sense to target the market around those months.
3.3. From this a market segment has been determined as follows. The target market will be 45+ year old empty nesters from California, America. They should be interested in history and nature. 

4. [bookmark: _Toc509344106]Marketing objectives
4.1. Ace (2001) states that marketing objectives are necessary in order to be able to measure success or failure of the product. They are also needed to then plan the required steps to improve the plan for future use. For this plan, the marketing aim is to attract the previously defined market segment to discover the history and natural beauty of Swansea and the Gower to increase tourism in the area. However, the main measureable objectives are as follows:
· To raise awareness of Swansea and the history behind the city.
· To encourage the specified demographic to visit Swansea by June 29th. 
· To generate positive feedback from both the product and what Swansea has to offer.
5. [bookmark: _Toc509344107]Marketing mix – Product, Price, Place and Promotion
5.1. The product that has been devised is a five day trip around Swansea and the Gower visiting historical attractions, areas of outstanding natural beauty and attending the Swansea Air show on the 1st of July. See itinerary in appendices (Appendix 1).
5.2. The price includes return flights, accommodation, travel and activities. For this specific package, the flights come from California to Cardiff. At the time of research SkyScanner (2018) stated that the lowest price of this flight started at £816 per person for a return flight. A train is then needed to transport the visitors from Cardiff to Swansea, this is averaged at £16.80 for a return.
For the accommodation, Morgan’s hotel was decided for this market segment as it provides a quality place for comfort after a long haul flight and it also shows Swansea has some more luxurious options opposed to budget hotels. In addition to this, as mentioned previously the defined market segment typically has a little more money to spare. For the particular dates chosen, their website states that a double en-suite room costs £100 per night including a full Welsh cooked breakfast (2018). Totalling at £400 for the entire stay.
Numerous activities have been selected in order to provide a broad spectrum of what Swansea has to offer. A total of six activities have been selected for this package. The activities are as follows:
· Dylan Thomas Centre, priced at £10 per person. 
· Gower Castle Tour, priced at £45 per person.
· Watching a show at the Grand Theatre, priced at £12.50 per person
· Swansea’s indoor market, the National Waterfront museum and the Air Show all offer free entry. The total cost of activities is £67.50
The majority of places stated on the itinerary are accessible via foot, however some of the activities would require a private hire bus of sort. There was difficulty in finding an average price therefore the total price would not be fully accurate without further enquiry. However, the current cost of the package totals up to £1,370.30 per person before any additional profitable fees are applied.
5.3. As specified, the place for which this package will take place will be within the Swansea Gower and Bay area. Since the target market are based in America it will require an effective promotional campaign in order to attract the visitors to travel overseas.
5.4. A brief introduction to the promotion of the product, MarketingCharts.com (2017) show that Americans aged 35+ watch more television than the younger generation nowadays. The time spent watching the television ranges from 26.9 hours to 48 hours a week which is quite a significant amount of time to be able to advertise the product to the target market. It is then suggested that a television campaign would be the most effective promotion outlet.
6. [bookmark: _Toc509344108]Summary
This report has explored the possibilities of attracting the American market to Swansea and has pin pointed a specific market segment in order to attempt to maximise the success probability. A detailed five day itinerary based around the history and natural beauty Swansea has to offer has been devised in order to attempt to appeal to the defined market. A PEST and SWOT analysis has been considered in the formation of the package and the marketing mix has been defined. With this, an effective promotional campaign will be compulsory in order for the product to be successful.
[bookmark: _Toc509344109]
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	SCHEDULE 

	DAY 1
	7:00PM: Arrive at Cardiff Airport
8:00PM (arrival at Swansea): Train from Cardiff Airport to Swansea
8:05PM: Check in to Morgan’s Hotel
Rest of evening available for guests to enjoy a meal at the hotel and recuperate after a long day of travel.

	DAY 2
	8:00AM: Enjoy a full cooked Welsh breakfast 
9:00AM: Travel to the Gower Peninsula 
9:30AM-5:30PM: Gower castle tour
6:00PM: Have dinner at Tino’s, possibly try traditional Welsh cawl
8:00PM: Drinks at Zinco Lounge
10:00PM: Return to Morgan’s

	DAY 3
	9:00AM: Breakfast available
10:00AM: Day at Swansea Bay to attend the Wales Air Show and enjoy the coastline
4:30PM: Return to hotel to freshen up for dinner
6:00PM: Evening meal at Hanson at the Chelsea for a locally sourced dinner
7:30PM: Attend an evening at the Swansea Grand Theatre
9:00PM: Return to Morgan’s hotel

	DAY 4
	8:00AM: Breakfast available
9:00AM: Visit National Waterfront Museum 
10:00AM: Stroll around Swansea’s indoor market
12:00PM: Lunch at Diablo’s
2:00PM-4:00PM: Visit Dylan Thomas centre
4:30PM: Time to freshen up before dinner
6:00PM: Enjoy final meal at the hotel
8:00PM: Early finish due to early start in the morning

	DAY 5
	4:00AM: Early check-out, train to Cardiff airport
7:00AM: Board flight back to California







[bookmark: _Toc509344112]


Appendix 2 

	
	Positive
	Negative

	Internal
	Strengths:
· Swansea has a broad historic background making for lots of different activities to choose from.
·  The Gower Peninsula was the United Kingdom’s first designated Area of Outstanding Natural Beauty.
·  There is not a lot of competition for the historical holiday packages in Swansea.
	Weaknesses:
· Very niche market? 
· This is a new business idea; therefore, the weaknesses cannot be extensively explored. 
· Swansea does not have a history of good weather could affect activities and the decision for tourists to choose Swansea over a warmer climate destination.

	External
	Opportunities:
· More attractive areas than London
· A city with a coastline is a two in one for tourists 

	Threats:
· Brexit may be off putting to tourists. 
· Cardiff better facilities and hotels than Swansea. 
· London is generally more appealing to Americans and other tourists.
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