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[bookmark: _Toc26186781]Executive Summary

The purpose of this report is to provide strategic recommendations to the Heart of Wales (HOW) line on how they can fill the trains when they double capacity in 2022. The advice provided will be to politicians and transport planners, setting out what could be achieved by key stakeholders. Relevant theoretical models of strategic planning were utilised to produce a document that highlights the key challenges which have the potential impact on the success (or otherwise) of the line expansion. Strategic recommendations on how they can be implemented. 
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This report will suggest strategic recommendations to politicians and transport planners as to what could be accomplished by the key stakeholders to further develop rail-based tourism to take advantage of the set expansion from 2022. The Heart of Wales line aims by 2022 to double the passenger capacity, which is an opportunity for additional tourism along the route. 
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There has been a SWOT analysis to discover the strengths, weaknesses, opportunities and threats to the HOW line (see appendix 1). 
[bookmark: _Hlk25594675]The HOW (Heart of Wales) line is one of Britain's most picturesque railway routes, that runs for 121 miles between Swansea and Shrewsbury. When passengers are travelling the line, they have the opportunity to experience Wales’s magnificent landscapes with their rugged charm, peaceful villages and picturesque Victorian spa towns scattered along one of the United Kingdom’s most scenic line. (The Heart of Wales Forum, 2019). Over many years, walkers have used the line to reach wonderful walking country, that is often difficult to reach without a car (The Heart of Wales Line Trail, 2019). According to The Guardian (2018), the HOW railway line was one of the Guardian’s best travel discoveries, which demonstrates that the line creates opportunity for people to activities such as building day walks, as well as explore towns such as Llandrindod Wells and Llandovery, and visit the local shops, pubs, cafes or B&B’s. 
With the HOW line planning to increase capacity and develop rail-based tourism from 2022, it is vital that the organisation has created strategic plans, as it is important to provide leaders, managers and employees with direction and instructions to achieve business-related goals and objectives, and provide tangible metrics to monitor progress and assess if corrective action is needed. (Kump, 2004. P.70). In addition, Khmelyarchuk et al (2019) state that a strategic plan is to consider the “attention to the relationship between environmental activities and sustainable tourism”. This shows the importance the HOW line should attach to its consideration of the variable environmental factors, with Wales Online (2018) stating that train enthusiast Phillip Skinner firmly believes that it is a tourist line that sees places that the road does not see, that crosses the countryside and ‘is a real Welsh gem’.
[bookmark: _Toc26186784]HOW Line Key Developments
During the HOW line journey, it was perceived that the carriages are lacking space for passengers to safely store their luggage. This is not ideal for tourists who are travelling with items such as suitcases, cycles, rucksacks, and sports equipment, as transportation does have a strong influence on the tourist’s decisions. (Pagliara, Delaplace & Vassallo 2015. pp.399-410). Therefore, the HOW line needs to have an additional carriage for passengers to have space for their items. An example of a rail line that has introduced this is The West Highland Line (WHL). They have created Class 153 Single Car DMU, allowing to provide space for passengers to put their cycles, rucksacks, skis and sports equipment (see appendix 2). (The Lines of Serving the West Highlands of Scotland, 2018). 
In addition, the HOW needs to focus on engaging with key stakeholders, as they need to work together with developing tourism, as Varela & Navarro (2016, pp.89-95) confirm that tourism development is driven by local stakeholders’ collective strategies. This highlights the importance of working with key stakeholders, such as accommodation providers, key attractions, local shops and cafes in order to drive tourism and generate income. Here is a list of potential key stakeholders/attractions that HOW could develop partnerships with (see appendix 3), showing there is the opportunity for HOW to be more engaged with their key stakeholders. One of the key stakeholders is HOW Line Trail, which allows “walkers to use the train and hop on and off and walk some or all of the entire route.” (The Heart of Wales Line Development Company, 2019). An example of how they could engage with key stakeholders is if passengers who use the train to travel to London and the South East, the can have ‘2 for 1’ offers at top attractions, restaurants, theatres, exhibitions. (National Railway Enquiries, 2019). 
One of Porter’s Five Forces Framework is ‘the bargaining power of suppliers’, and the purpose of this model is to view the potential of using the five-force model to consider the competitive consequences within the sector for individual firms (Dobbs, 2014). Thus, if HOW line created and developed partnerships with the local community, they would be able to offer products and services that are not offered elsewhere, which would exceed guests’ expectations. For example, the nearest railway station to Twr-Y-Felin hotel is found in the town of Haverfordwest, they offer potential guests travelling by train, taxi transfers booked in advance to take them from the station to the hotel (Twr-y-Felin, 2019). If an accommodation along the HOW could offer the same service as a luxury hotel, they would be supplying a service, that could be beneficial for the line to attract tourists to visit the towns that the HOW line pass through. The Cawdor is a small hotel that is located in a historic town of Llandeilo, so if HOW line and the Cawdor developed a partnership to work with public transportation, it could result a positive impact attracting tourists to come to visit. As Kantawateera (2015) states that public transport network connected to attractions is vital, because if tourists do not have private transportation organised, it can be difficult to access attractions. Consequently, HOW should package attractions and forms of transport, so that it can be accessible and convenient for all. An example of a rail line undertaking this the Looe Valley line, where tourists can come off the train,  walk along the beautiful South West Coast Path that ends in Polperro’s tranquil village before catching a bus back to Looe (bus service 73), (Great Scenic Railways Devon & Cornwall, 2019). Giving tourists the experience to explore the village by foot, as well as other modes of transport. 
From the early transport of freight and soldiers in the First World War to today's vital public transport links, the HOW line celebrated their 150th anniversary in 2018 (Heart of Wales, 2019). This indicates that the line has a historic background within each town. Hence, if the HOW were to promote more of the heritage of the historic towns that the line travels through, this would attract a niche market. It is important however for local people and visitors to understand and respect the importance of cultural attractions and heritage, as they are ‘very nature, unique and fragile’ (World Tourism Organisation, 2001, pp.1). This suggests that the travel and tourism industry have a huge impact with visitors keen to visit the heritage and historic attractions, with Barrera-Fernández (2017, pp.77–79) suggesting that many cities across the globe have developed strategies to make cultural tourism more attractive, which can bring new life to historic buildings and spaces, as well as restore many heritage assets.  
In addition, if the HOW line was to encourage tourists to experience the heritage by creating an itinerary (see appendix 4), including a discount for visitors to eat at pubs/restaurants if they can demonstrate that they have visited a heritage attraction. This would lead to economic and social benefits for towns by providing job opportunities for the local population, increasing community facilities, and the preservation of cultural heritage. An example of a railway line that has worked on a project to inspire and attract visitors is The Looe Valley Line, which also has an attractive history. The Devon & Cornwall Rail Partnership (DCRP) used this project as a new marketing tool to encourage even more passengers to visit the line and improve the experience for everyone taking this scenic trip (Devon & Cornwall Rail Partnership, 2019). According to DCRP (2019), they came 1st for Best Marketing Campaign Community Rail Awards in 2019, as their documentaries were marketed in key cities such as Bristol, Birmingham and London through Facebook advertising, targeting local day-tripper audiences including train enthusiasts and history buffs. Additionally, the app was marketed through social media, in the Looe leaflet of the partnership, and through the translation boards at stations along the railway. The whole project had a positive reception from local and national rail explorers’ target audience. Furthermore, the Welsh Government (2019) report establishes that more international visitors took a visit to Scotland and England in 2018 than Wales (see appendix 5). 
During the journey, it was recognised that there were no refreshment/hospitality services available, which is a problem for a railway line that travels for 121 miles. According to Crick & Spencer (2011, pp.463-478), the term ‘hospitality’ is frequently used to portray the rather wide field of accommodation, food service, recreation, conventions, travel and attraction. Therefore, providing a service is a key objective for an organisation to satisfy their consumers. In reference, WHL have invested in “a plush dining area serving more local Scottish dishes” (The Lines Serving the West Highlands of Scotland, 2018). One of the five forces that Porter stated is ‘competitive rivalry’, so if HOW line also provided local Welsh dishes/refreshments throughout the duration of the passenger’s rail journey, this could result in a positive impact with tourists able to enjoy the outstanding beauty and views, as well as having the opportunity to try traditional Welsh refreshments/ local produce.
Additionally, there is no audio on the train to announce where the train is stopping which is a concern if passengers are travelling in the evening, whereas the WHL have an audio for their passengers. The audio includes a presentation that runs for approximately 15 minutes, consisting almost entirely of still images and includes all stations in all seasons and many features of the lines and their surroundings. (The Lines Serving the West Highlands of Scotland, 2019). This illustrates that they want their passengers to have an unforgettable and unique experience.
[bookmark: _Toc26186785]Conclusion

In conclusion, it is important for the HOW line to attract individuals/groups to travel on the train when they double in capacity in 2022, as they are an organisation who want help promote social inclusion and sustainable travel. However, they must make improvements, and work alongside train operators and stakeholders to increase passenger numbers, as it is important lifeline for those individuals who cannot drive. 
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Firstly, a recommendation for HOW line to create an additional carriage for passengers to store items such as suitcases, cycles, rucksacks and sports equipment. This will allow passengers to be in a less crowded environment, and also have a more comfortable and enjoyable experience, while enjoying the outstanding beauty of one of Britain's most picturesque railway routes. 
Another recommendation is for the HOW line to develop partnerships with the local communities, allowing the HOW line to be seen as a tourist attraction, which also impacts significantly on the key attractions, local shops, cafes and B’n’B’s. Additionally, if tourists wanted to explore a range of key attractions, a recommendation would be to create an exciting itinerary/pre-package for tourists, as this could significantly increase tourism, which could result in attracting other niche markets. An example of an itinerary that the HOW could take inspiration from is The West Highland, where they give tourists an opportunity to explore the West by rail. (see appendix 6). 
Followed by creating an itinerary, HOW could introduce the ‘2 for 1’ attraction’s where passengers who were able to demonstrate that they had travelled on a train or visited an attraction, could have a discount at a local restaurant or pub. This would be a way to promote the key attractions, which would drive tourism in local areas, allowing them to generate income. Therefore, HOW line needs to be promoted as a tourist attraction and rural lifeline, not just a railway line for passengers to get to a town. 
In addition, with the HOW passing through many historic towns, it would be great if they implemented more promotion on the heritage and history. According to Oxford Economics (2016), they believe the heritage tourism sector plays a significant part of the UK economy, indicating the market is huge, attracting ‘over 1.4 billion people travelling internationally each year’ and believe that this will increase to an additional 2 billion by 2030 (UNESCO, 2019). This shows that if HOW want to fill their seats when they double in capacity, promoting their heritage would be a way to attract tourists. 
It is also recommended for the train to have refreshments /traditional Welsh dishes on board when passengers are travelling. This would give an excellent opportunity for tourists to take in the spectacular scenes, whilst trying the Welsh cuisine, giving them a memorable experience. Furthermore, an audio guide would also be valuable to the journey, as this can be more engaging for tourists to explore, connect and learn about the outstanding history, whilst enjoying the outstanding scenery. It would be a way to encourage individuals/groups to appreciate the culture, explore the attractions and pop into local shops and pubs, which can result in benefitting the local community. 
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[bookmark: _Toc26186789]Appendix 1- SWOT on HOW

	STRENGTHS
· One of Britain's most picturesque railway routes
· Free all winter for over 60’s
· 16 request stops – novelty for passengers
· Inspiration for songwriters, painters, photographers and poets 
· Stations looked after by dozens of ‘adapters’
· Station adapters – volunteers to receive feedback from community
· Every other year = least used station = “becomes famous”




	WEAKNESSES
· Not reliable (delays/cancellations)
· Small proxemics on the train
· No refreshment/hospitality services
· No audio guide on the train
· No itinerary on the website










	OPPORTUNITIES
· Additional carriage to store passengers’ items
· Engage/ develop partnerships with key stakeholders (accommodations, key attractions, shops, cafes)
· Audio guide
· Promote heritage 
· Create an itinerary
	THREATS
· Competitors (West Highland Line, Devon & Cornwall Rail Line)
· Other modes of transport (car)




[bookmark: _Toc26186790]Appendix 2 - West Highland’s Line - Class 153 single carriage (The Lines of Serving the West Highlands of Scotland, 2018).
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[bookmark: _Toc26186791]Appendix 3- List of Attractions on the HOW Line (Heart of Wales Line Association, 2014)
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	Key Stakeholders / Attractions on HOW Line

· WWT Llanelli Wetland Centre
· Millennium Coastal Path
· Pembrey country park
· National Botanic Garden of Wales
· Dinefwr Castle
· Newton House
· Llandovery Castle
· Llandovery Museum & Visitor Gateway
· Tywi Valley
· HOW Line Walking Trail
· Events in Llanwrtyd Wells (Bog Snorkelling Triathlon, Man Versus Horse Race, Morris Dancing, “Real Ale Wobbles”)
· Events in Builth Wells (Royal Welsh Show)
· Wyeside Arts Centre
· National Cycle Museum
· Fabulous Water Beast Fountain
· Castle Collen
· Stokesay Castle
· Shropshire Hills Discovery Centre
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	ITINERARY
· 09:34AM – Catch the train from Swansea.
· 10:12AM – Arrive at Llandeilo
· 10:45AM – Visit the Newton House
· 12:30PM- Lunch at The Angel
· 13:30PM- Finish lunch 
· 14:00PM- Visit the Dinefwr Castle
· 15:32PM- Catch the train from Llandeilo to Llandovery
· 15:52PM- Arrive at Llandovery
· 16:02PM- Visit Llandovery Castle / Statue
· 16:48PM- Catch the train from Llandovery back to Swansea








[bookmark: _Toc26186793][image: ]Appendix 5- Statistics on International Visitors visiting the United Kingdom. (Welsh Government, 2019)





[bookmark: _Toc26186794]Appendix 6- West Highland’s Line Itinerary (Visit Scotland, 2019)
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3. International visits
The results reported in this section are from the International Passenger Survey (IPS) and cover

2018,

Table 3.0: Volume of Trips and Expenditure by Inbound International Visitors
Source: International Passenger Survey

January - December 2018 % change from Spend % change from

Trips (000s) year before (€ millions) year before

Wales 941 128 £405 97
Scotiand 3538 102 £2,206 31
London 19,090 37 £12,329 9
Rest of England 15,708 48 £7,463 45

Total UK 37,905 a3 £22,897 66
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