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[bookmark: _Toc126667730][bookmark: _Toc127876134]Introduction
Birmingham Walking Tours, a premier travel agency in Birmingham, England, seeks to offer tourists an enriching and educational experience through guided walking tours of the city. Local history, architecture, and cultural heritage are all highlighted during the excursions so that customers may gain a more thorough understanding of Birmingham's past and present. Different types of tours are available which cater to visitors with diverse interests; from the iconic Bullring Shopping Centre to the historic Jewellery Quarter, or discovering Birmingham's cultural roots. Private or customised tours can be organised for those who require specialised attention. To assess their marketing mix appropriately this report will cover their segmentation, targeting and positioning (STP) research (Cahyani et al., 2021).
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Figure 1(Source: Birmingham Walking Tours, 2023)
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[bookmark: _Toc127876135]Birmingham Walking Tours Marketing Mix
[bookmark: _Toc126667732]Product: Birmingham Walking Tours provide an informative and unique walking experience for visitors to explore the city's past, architecture, and culture. In order to accommodate everyone's interests, the company has carefully curated a wide variety of tours, each with a distinct emphasis (Capolongo et al., 2021).
Price: The cost of a tour is determined by its length, number of attendees, and degree of customization. Birmingham Walking Tours uses a variable pricing approach. The business wants to make money, but it also wants to keep prices fair so that a variety of customers can utilise it
Promotion: To reach prospective clients, Birmingham Walking Tours uses a variety of marketing techniques, including online advertising, email marketing, and social media marketing. In order to promote its tours to tourists in the city, the business also works with nearby hotels and tourist information offices.
Place: The marketing mix's location component includes the distribution methods used to promote the tours. Birmingham Walking Tours mainly sells its tours online, where customers can reserve and pay for tours. Additionally, the business collaborates with neighbourhood hotels and visitor information offices to broaden its customer base.
To draw and keep consumers, provide a high-quality product, and keep Birmingham Walking Tours competitive in the market, it is essential to balance the four Ps of the marketing mix (Cho et al., 2021).
[bookmark: _Toc127876136]Analyse and assess their possibilities and obstacles
Evaluation of STP
Segmentation: Market segmentation is a strategy Birmingham Walking Tours uses to successfully target customers with particular needs and preferences. Market segmentation involves dividing the customer base into smaller groups with comparable requirements and traits. This enables the business to modify its marketing mix to suit the customer base's preferences.
Demographic, geographic, and psychographic market segmentation are the three most popular kinds. By using demographic segmentation, the market is divided according to factors like age, gender, income, and schooling. Markets are categorised using geographic areas, such as cities or regions, through geographic segmentation. Based on lifestyle, attitude, and value categories, the market is divided into psychographic segments.
Demographic segmentation for Birmingham Walking Tours entails focusing on tourists with an interest in history, architecture, and cultural heritage. Both residents and visitors to the city make up the intended audience. The business wants to draw people who are looking for a distinctive and educational experience.
Geographic segmentation centres on Birmingham's visitors, including both travellers and locals. Visitors who value educational experiences and are curious about the history and legacy of the city are the focus of psychographic segmentation.
Birmingham Walking Tours can successfully reach its target market and develop a customised marketing mix that caters to the wants and preferences of its consumers by using market segmentation (Fávero et al., 2021).
Targeting: Targeting is the process of focusing the marketing mix on a particular market group. Birmingham Walking Tours can choose which market segments to concentrate on after segmenting the market based on elements like their significance, size, and revenue.
Given that both residents and visitors are interested in learning about Birmingham's past and cultural heritage, Birmingham Walking Tours may decide to cater to both groups. The business could provide tours that give locals an inside look at lesser-known areas of the city and give tourists a broad overview of the city's history and cultural legacy (Gálvez et al., 2021).
To reach its target audience, Birmingham Walking Tours could use a range of marketing strategies, such as area tours, websites, and social media guides. To offer tour and lodging packages and to reward travellers who pre-book their excursions, the business could also work with nearby hotels.
Targeting is a crucial part of Birmingham Walking Tours' marketing strategy because it enables the business to concentrate its advertising efforts on particular market segments, raising the likelihood that customers will be drawn in and sales will be made (Kim and Ko, 2021).
Positioning: Positioning is a marketing tactic that aims to create a distinctive image or identity for a good or service in consumers' thoughts. Its goal is to establish a perceived worth that distinguishes the good or service from those provided by rivals.
For Birmingham Walking Tours, positioning would entail developing a unique picture that sets it apart from other city tour providers. This could be accomplished by employing knowledgeable and enthusiastic tour guides or by providing excursions that concentrate on particular facets of the city's history and cultural heritage (Lee, Kim and Cho, 2021).

Another strategy for marketing the company is to deliver an outstanding client experience. This could entail providing interesting and educational tours, providing a variety of tour choices, and making investments in training programmes to improve client support.
The positioning strategy of Birmingham Walking Tours ultimately seeks to develop a distinctive and compelling brand personality that connects with its target market and influences customers to choose the company over rivals. The business can set itself apart from other tour operators and improve its chances of luring and keeping customers by putting a strong emphasis on developing a strong brand image (Kim and Lee, 2021).
Assessment of possibilities and obstacles
Possibilities
Finding potential opportunities is the first stage in forecasting Birmingham Walking Tours' future success. Numerous elements, including market trends, customer requirements, and emerging technologies must be taken into account when assessing these opportunities.
The company may have a great chance to grow by adding services besides walking tours. To accommodate those who are unable to visit the city in person, the business could provide virtual tours, bike tours, or food tours in addition to physical tours.
Another potential chance for Birmingham Walking Tours could be to prioritise sustainable tourism practices. This might entail including the city's green efforts in tours, using eco-friendly modes of transportation, and promoting eco-friendly behaviour among customers. Such an action might draw clients who value ecology and enhance the brand reputation of the firm.
Virtual and augmented reality integration into tours could also improve the entire tour experience by making it more interactive and captivating for visitors. Birmingham Walking Tours now has an additional chance to develop and set itself apart from rivals (Shen and Chen, 2021).
Obstacles
[bookmark: _Toc126667733]Birmingham Walking Tours faces a number of difficulties, such as fierce competition from other tour companies and competing means of transportation like bus and food tours. The company must offer distinctive and exceptional experiences to stand out from rivals and draw in consumers.
The seasonality of walking excursions, which is affected by changes in the weather and the seasons, presents another difficulty for the company. To meet shifting consumer needs, Birmingham Walking Tours must be flexible in both its business practises and product offerings. Achieving a balance between expenses and delivering an exceptional customer experience is crucial for the business.
A major challenge for the company is controlling costs because operating a walking tour operation involves a variety of expenditures, including guide salaries, marketing expenses, and equipment costs. The business must strike a balance between these expenses and providing a high-quality customer experience.
Additionally, ease is an important factor for Birmingham Walking Tours to take into account because not everyone can take part in walking excursions, especially those who have mobility issues. To guarantee inclusivity, the business must create offerings that meet the requirements of all potential customers.
Finally, technology offers the company both possibilities and challenges. The customer experience can be improved by incorporating new technologies, but Birmingham Walking Tours must watch out that it doesn't sacrifice face-to-face contact with customers in the name of progress (Wang and Wang, 2021).

[bookmark: _Toc127876137]Conclusion
[bookmark: _Toc126667734]Birmingham Walking Tours is a valuable asset to the city's tourism sector, offering guests exceptional walking tours that allow them to explore Birmingham in an exciting way. To remain successful and keep growing, the company should target the right customers and position itself as a leader in its field. Doing this will ensure that clients have good experiences with the service, thus helping to drive forward tourism in Birmingham overall.
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