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Executive Summary
Alton Towers, one of the UK’s leading theme parks, has faced challenges such as safety incidents, operational inefficiencies, and rising costs. Owned by Merlin Entertainments, the park collaborates with stakeholders like local communities, employees, suppliers, and environmental organizations to ensure success. The park has worked to rebuild its reputation after incidents like the 2015 Smiler accident, while building guest satisfaction through new attractions, seasonal events, and VIP experiences.
As CEO, a strategic review is necessary to address these challenges and adapt to evolving customer expectations. Key strategies include investing in sustainability, reducing energy consumption, and improving stakeholder relationships. Alton Towers targets a wide audience, with a focus on families, thrill-seekers, and domestic UK visitors. A SWOT analysis highlights strengths like a strong brand and diverse attractions, but also weaknesses such as outdated infrastructure and reliance on seasonal events. The park has opportunities to expand through eco-friendly initiatives, emerging technologies, and new accommodations.
External threats include economic uncertainty, competition from other attractions, and overcrowding. Solutions like car-sharing incentives and responsible tourism initiatives, such as sourcing from local suppliers, can mitigate these risks. Innovation, accessibility, and a focus on sustainability are essential to maintaining the park’s competitive edge and reputation.
In conclusion, Alton Towers should focus on innovation, sustainability, and stakeholder collaboration to strengthen its position as a leading UK attraction. Investing in new technologies, diversifying offerings, and improving accessibility will help attract a broader audience and ensure long-term growth.
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Introduction
Alton Towers is one of the UK’s most renowned theme parks that welcomes millions of visitors annually. Alton Towers was a 19th-century country estate that became a public attraction in the 1950s before becoming a major theme park in the 1980s. Owned by Merlin Entertainments, the park works closely with various stakeholders, including local communities, employees, suppliers, Government, and environmental organisations, to sustain its operations and impact. Despite the park's success, the park has faced significant challenges, such as rebuilding trust after safety incidents like The Smiler accident in 2015 and dealing with operational inefficiencies in ride maintenance and visitor experience. To address these issues, Alton Towers has focused on improving attractions, offering seasonal events, and introducing VIP experiences to enhance guest satisfaction. (Alton Towers Resort, 2024)
Acting as the CEO of Alton Towers, the task is to conduct a comprehensive internal review to review the organisation's current strategies. Strategic leadership involves guiding an organisation toward its long-term goals by setting a clear vision, managing change, allocating resources effectively, fostering a supportive culture, and balancing stakeholder needs (Nancholas, 2023). At Alton Towers, strategic leadership ensures the park remains a top UK destination by investing in exciting new rides, themed experiences, and eco-friendly initiatives while adapting to evolving customer expectations. The theme park has made efforts to reduce energy consumption by using energy-efficient lighting and systems, along with adopting water-saving technologies to combat climate change (Alton Towers Resort, 2024). 
The CEO allocates resources to maintain facilities, launch new attractions like The Smiler and Wicker Man, and promote sustainability as a big priority. According to Business Insights, “In today’s ever-evolving world, debating whether to incorporate sustainability into your business strategy is no longer an option”. By introducing a culture-focused park to guest satisfaction and safety, Alton Towers ensures a welcoming atmosphere, while stakeholder management helps address environmental concerns and support the local community. This strategic approach enables Alton Towers to sustain its competitive edge and deliver exceptional visitor experiences over rival theme parks.

Findings 
Alton Towers targets a wide audience, to find out the target market as a CEO this can be achieved by using the Segmentation, Targeting, and Positioning (STP) method. The park divides its market based on demographic, geographic, psychographic, and behavioral factors. Demographically the park caters to families with children, young adults, and thrill-seekers, which provides attractions for all ages. Geographically the park mainly targets UK visitors, especially those within a 2–3-hour drive, as well as international guests from nearby countries and around the world. Psychographically, the park appeals to individuals looking for adventure, including those who enjoy high-energy rides and immersive experiences. Alton Towers attracts both repeat visitors and seasonal tourists attending special events. Its primary target groups include families, young adults, and those seeking unique experiences. This distinct positioning sets Alton Towers apart by offering a wide variety of experiences and themed environments (Hanlon, 2024).
A SWOT analysis can help Alton Towers strategically evaluate its Strengths, Weaknesses, Opportunities, and Threats. This approach enables the park to leverage its strengths, such as its well-known attractions and strong brand, while addressing challenges like operational limitations or reliance on seasonal visitors. By spotting opportunities to expand, such as launching new rides or reaching new audiences, and preparing for new threats like economic changes or competition 
Alton Towers' strengths include a well-established brand that is known domestically but also internationally attracting 2.35 million visitors in 2023 alone (Statista, 2023). A variety of rides appealing to different demographics, and the support of Merlin Entertainments, a global leader in the entertainment industry. Events such as Scarefest and the Fireworks Spectacular have successfully extended the park’s seasonal appeal. 
Alton Towers works closely with different stakeholders to positively affect the local community. Using the Alliance Model Alton Towers involves partnerships with key organisations like Merlin Entertainments, local suppliers, and local agencies. The goal of this method is to increase visitors, enhance guest experiences, and promote sustainability. Partners share resources, risks, and rewards so success depends on effective collaboration and long-term sustainability through reinvestment and adapting to trends (Singh, 2017). The Covid-19 pandemic had a massive effect on Alton Towers, although Panjwani says, “UK tourism fell sharply due to the pandemic, though data indicates domestic tourism has largely recovered, and VisitBritain expects inbound tourism to recover by the end of 2024”. This suggests Alton Towers should increase to pre pandemic levels at the start of 2025 and late 2024.
Despite its successes, Alton Towers faces notable internal challenges. The high costs of maintaining and operating the park strain its profitability. Its remote location and limited public transport options reduce accessibility for visitors without personal vehicles. As a CEO it would be a good idea to introduce a solution to this accessibility problem to the park by introducing a Car sharing benefit that would encourage visitors to car share to the park for the benefits. Team and Goddard found that, “nearly a third (31%) of commuters would be open to sharing a lift”. Some of the benefits could include discounted parking or vouchers to use in the park.
Past safety incidents, such as The Smiler crash in 2015, have destroyed its reputation. Efforts to restore trust have only been partially successful. High ticket prices and in-park expenses further risk budget-conscious visitors, especially during times of economic hardship such as the Covid-19 Pandemic. In 2020 it was forecast that the tourism industry would lose £10.3 billion in the UK meaning customers would have less disposable income to spend in the park (Parliament.uk, 2020).  Political decisions such as the rise in the UK’s minimum wage has influenced Alton Towers as it has raised staffing costs for the park. To offset these expenses, Alton Towers may have adjusted ticket pricing meaning guests will be expected to pay more. The park must carefully manage these added costs to stay competitive in the tourism sector. (Ette, 2024)
Alton Towers has significant opportunities for growth. The increase in domestic tourism following the Covid-19 pandemic provides a chance to attract more UK-based visitors.
 Emerging technologies, such as virtual and augmented reality, could enhance the park's appeal if effectively implemented. Growing consumer demand for eco-friendly operations also presents an opportunity for Alton Towers to stand out as a sustainable destination. Expanding accommodation options, such as hotels and glamping sites, could encourage more overnight stays and boost revenue. However, realising these opportunities requires strategic investment and a forward-thinking approach. As a CEO it's important to delegate work to different managers to gain new insights and ideas. This is on a tactical level where managers have freedom to introduce their own ideas to further benefit the company and employees but also create long term goals that can be fed back to the CEO (Hawkins, 2024).
The company could support responsible tourism. Responsible tourism refers to travel that seeks to minimise negative impacts on the environment, local cultures, and communities while maximising positive contributions (Francis, 2024). Alton Towers could promote waste reduction and recycling, as well as sourcing food from local suppliers to benefit regional businesses. Not only do local suppliers benefit local businesses but according to Evans local suppliers also are,” typically more reactive than suppliers who are farther away. They can deliver products quicker, and it is much easier for a supplier to coordinate shipments across the neighborhood than around the world”. This suggests using local suppliers has more benefits than using big chain suppliers. 
The threats the park must face must also look after the local community by improving roads and parking outside the park to reduce Overcrowding affecting day to day life of the local people living in the area. Kaitlyn Bra states, "Overtourism occurs when too many visitors flock to the same place, causing detrimental impacts on the environment, local communities, and visitor experience”. This is what Alton Towers faces now but could improve in the future by introducing strategic strategies
Economic uncertainty and rising living costs may discourage spending on leisure activities, making Alton Towers’ pricing strategy less viable. Competition from other UK attractions, such as Thorpe Park that attracts 1.8 million visitors every year (Statista, 2023), and international theme parks further pressures the park to maintain its market share such as Walt Disney World. 
As an outdoor attraction, it remains vulnerable to weather-related disruptions. In the United Kingdom it rains most of the year meaning some tourists would only travel to Alton Towers when its dry which makes Alton Towers struggle if the weather is not right. Some rides may even need to close when the weather is bad, meaning the park has to give discounts to guests, meaning less profits (alberto, 2024). Tighter safety regulations following past incidents have increased operational complexity and costs, meaning the company has to regain the trust of the public. Wang suggested that “customer trust is the essential element in fostering customer relationships and sustainable market share”, further arguing this issue.
Conclusion
A Strategic SWOT analysis of Alton Towers’ current strategies highlights both strengths and weaknesses. As Alton Towers is a well-established theme park that has achieved significant success, it must address its challenges and embrace new opportunities to stay competitive. As CEO, the focus should be on innovation, sustainability, and improving stakeholder relationships to ensure the park remains a top UK attraction. Introducing indoor attractions and incorporating technologies like augmented and virtual reality can help the park attract more visitors throughout the year. Building stronger connections with local communities and suppliers will enhance the park's reputation and show its commitment to responsible tourism. Tackling issues like overcrowding and improving transport options will benefit both visitors and the local community, creating a more positive experience overall.
Alton Towers’ sustainability efforts and promoting eco-friendly practices will appeal to environmentally conscious visitors and set the park apart from competitors. Offering more strategically affordable options and flexible pricing can attract families and budget-conscious guests during times of economic uncertainty. By focusing on these strategic strategies that management implement, Alton Towers can maintain its competitive edge, strengthen its relationship with stakeholders, and continue to grow as a leading destination for entertainment and tourism in the UK.

Recommendations
To strengthen its position, Alton Towers should diversify its offerings by adding indoor attractions or off-season activities to reduce reliance on summer visitors. Investing in emerging technologies, such as AR and VR, could create more engaging experiences. Improving accessibility through partnerships with transport providers and offering incentives for budget-conscious families would help attract a broader audience. Also showcasing its sustainability initiatives more prominently could appeal to environmentally conscious guests and set it apart in a competitive market. The CEO must use more strategic frameworks that work for all colleagues including on a strategic, tactical and operational level. This would be achieved by using the Ansoff matrix tool that identifies business growth and strategic opportunities (Peterdy, 2023).
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