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2.0 Executive summary 

Throughout this report it shows the information of the project that was taken place for Visit Swansea bay and basing it on their Instagram and how to get it more active. It shows a detailed summary of the findings, along with and introduction, the method used, discussions, surveys, a conclusion of the overall project, and recommendations for Visit Swansea Bay, sampling taken place, pages of the appendices and to finalise with references. It shows that through the detailed evidence that was from Survey Monkey and answered by the local people in the area of Swansea, have visited Swansea, Lived in Swansea, the tourism team of the council and then the tourism team’s partners of Visit Swansea Bay, this helped to investigate the problem and to see if the public actually thought there was a problem that needed to be fixed on behalf of the tourism team and how they are able to do that with recommendations. The questions shown, and answer show you a percentage of each one and who mainly answered them depending on age and location and if they were partners or not. By having the evidence, it has also helped to conclude it from many perspectives such as the investigators conclusion, the conclusion of the public, tourism team and the Visit Swansea Bay’s Partners so it shows a detailed conclusion of how they recommend togo about fixing any problems or if they need to and what they would like to see on the account.
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3.0 Introduction 

This report shows the investigation taken out to find how Visit Swansea Bay can get their Instagram more active and how to gain more followers. To help with this investigation it shows a SWOT and PESTLE analysis along with a Survey Monkey questionnaire that was sent out via social media in order to get a wide range of answers from many locations. They have also stated recommendations to help Visit Swansea Bay achieve the goal or becoming more known via the social media account. The investigation covers some ideas that could be done that everyone mostly thinks would work for them and to find out what they are doing well and what they are doing badly. Within the report there are a few changes that have been made since the PID, the changes that had been made were that instead of working with just Lucy, Geraldine and the tourism team had stepped in to help with anything that had been asked to them. 


4.0 Work Place 

The Swansea council Tourism team, support and work with businesses involved in tourism in Swansea Bay, Mumbles and Gower.

Swansea Council – Tourism Team 
The Welsh Government's priority is to have robust destination management plans in place, developed and implemented at local level, and therefore recommends that each authority in Wales develop their own Destination Management Plan (DMP). Future funding allocation will be determined from priorities highlighted in local authorities' plans. (GOSS iCM, 24th July 2017)

'Destination Swansea Bay 2017-2020' addresses the vital role tourism plays in the economy and set a strategic direction for Swansea Bay as a visitor destination. Produced in consultation with major tourism stakeholders, it is regarded as a shared statement of intent between the public, private and third sectors on how to manage, develop and promote Swansea Bay. (GOSS iCM, 16th August 2017)




5.0 Aims and Objectives

· The aim of this investigation is to help Visit Swansea Bay by doing all the research in advance for them to find out where they are going wrong on their Instagram, to find out what they are doing well, but most importantly how they can improve their Instagram.

· The objectives are this is going to be managed by looking at what the Swansea Council Tourism and Marketing team think of the Instagram, to then put it against what some of their partners think and what visitors and people in the area think of the Instagram.

This will be done mainly by a Survey Monkey questionnaire as it would not work as well by using interviews, by using a questionnaire it can be put into graphs and compare the argument from three sides along with a lot of data.


6.0 Links & Partners – Visit Swansea Bay have a lot of partners due to their three guides and Year of the sea magazine and other work that they do within the Tourism and Marketing board, so this can help boost activity by the organisations joining in to and by the recommendations from the partners they are happy to help them be more active if they take the time to repost some of their posts and what’s on in the area. The partners of Visit Swansea Bay that got involved with the investigation are; Bay Bistro, Morgans Hotel, Verdis, Down to Earth, Monksland, Dulais Valley Quads, Three Cliffs Bay Holiday Park, LC Swansea, The Swigg, Glynn Vivian Art Gallery, Café Play Mumbles, Gower Coast Adventures, Gower Kite Riders, Greenways of Gower, Plantasia and Mumbles Pier.










7.0 Research Methods Used

7.1 Primary Research

To do the investigation the focus has mainly been put on Primary Research as it’s looking at things now and, in the future, and having to find out what people think. There is not much Secondary Research that can be focused on due to the scope of the project. The actual research has been focused on seeing what the public in the area and people that have stayed or visited Swansea think of the Instagram page and if they knew about it. It followed on with the questionnaires to see what they think could be improved to get them known and to attract to them as well as everyone else. 

7.2 Secondary Research

The secondary research would have only been used for researching subjects rather than searching into Visit Swansea Bay’s Instagram as everything is relatively to do with now and the future so there is not much secondary research that can be focused on during this investigation.

























8.0 Marketing Plan

8.1  Current Marketing Situation

The current marketing situation that Visit Swansea Bay are in, is that they mainly market daily on other social media and instead of finding a way to put it onto the Instagram they leave it, There are so many new ways that they can market the destination along with what’s on offer and who their partners are via Instagram but this is not being done.

8.2 Issues

The issues that they are facing is being able to get the audience to engage with them and to follow the account, the issue is there simply because people do not know that the account exists and if they did they would more than likely start engaging and follow the account, but if they fall down and don’t post regularly things that would interest their target market they will then unfollow the account.


8.3 Target Market

The main target is for people and partners within the Swansea area to engage more with Visit Swansea Bay’s Instagram and when they have met a goal to broaden it out of the area more to get outbound tourism rather than sticking to developing the inbound tourism on their Instagram. If they firstly focus on the inbound though this will help them get a platform and then by word of mouth will start to broaden out of the area. As Visit Swansea Bay covers Swansea, Gower, Mumbles Rural Swansea and Neath they need to focus more on these areas and market them through their Instagram












8.4 Financial Plans

This would be free for the client with no costs attached to it, if they 	choose to follow the recommendations and plan in the future again it would be no costs 	just managing their own time to fulfil the tasks that would need to be done to 	make sure that the problems are solved.

Usually if they would like a certain type of post that is boosted and seen by more people they pay around £50 to do that, which they have not done for any of their Instagram posts but have done for their Facebook and Twitter, so maybe they could look at certain things that would attract to people but to pay for a boost once to see if it makes any changes as this would be classed as sampling an idea which could work in favour for the account.































9.0 Findings

See Appendices for Survey Monkey Link 

For the findings, the questionnaire has been sent via a link on social media such as Facebook, Twitter, Instagram, Snap Chat, Text and Email.
The ones sent via email have been sent to the Swansea Council Tourism and Marketing team, the reason why it has been sent to them is to see what they think on the inside as they are involved with it and then to compare their answers along with people that live out of Swansea and from people in the area. 

Normally the people working with the Instagram in Swansea Council on the Tourism and Marketing team will be quite biased so by asking a range of people it shows exactly how it looks and wat needs to be improved from different points of views and to see if the people working on it thinks there are changes that need to be done and if so are they thinking along the lines of the visitors or people that have looked at the Instagram and how they have decided to rate the Instagram itself compared to what other people think of the account.
























9.1 	Survey Monkey Answers and Charts
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The chart shows that 3% were under 18, 46% were 18 – 24, this is the age range of mainly the students that have answered. 25% were aged 25 – 34 and most of them come from the area or work within the Tourism Team in the council, 20% were aged 35 – 44 again from the council or Visit Swansea Bay Stakeholders, 5% were aged 45 – 54 and 1% were aged at 55 – 64.
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This shows that most people were located within the Swansea location that answered the survey including all the partners, anyone with a location outside of Swansea has either visited or lived in Swansea before.
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The chart is showing that out of 100 people that had answered the survey 41% was male and 59% was female so it was roughly close enough to even.









[image: ]

With the research taken it shows that not many people knew about Visit Swansea Bay having Instagram as only 23% knew which would have been some of their partners and the Tourism Team, where as the rest of the public did not know estimating to 77%.
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This chart shows that Visit Swansea Bay does not have a big follower base from the people that are located in Swansea, have Visited Swansea or that have lived here, the 15% that said yes are mainly the people that are part of the Tourism Team, where as 85% do not follow Visit Swansea Bay mainly because they did not know the account existed. 
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This chart shows that 26% of the 100 answered that they think by Visit Swansea Bay having 1.9k that they are active enough, but the people that answered that have Instagram but do not really use it by researching into the comments they left for the reason. 74% said that they think Visit Swansea Bay are not active enough on their Instagram and find that 1.9k is not enough for a destination account.

The main reasons followed up that were mainly spoken for are;

· “They need to aim for 5k plus to influence people to follow.” (Respondent 33)
· “There should be more than 1.9k followers with the population that Swansea has.” (Respondent 3)
· “1.9k followers show they are not active enough.” (Respondent 7)
· “They need to promote their Instagram on their other social media.” (Respondent 6)







Q4. Open question – How do you think Visit Swansea Bay could improve their account?

With 100 responses on this open question, the evidence show that the main improvements are as followed;

· “Need to repost more, engage with visitors.” (Respondent 90)
· “They need to feature more posts, the area and availability.” (Respondent 65)
· “To do more competitions, market the area more and not just the beaches.” (Respondent 51)
· “To make the account more visually appealing to get potential followers.” (Respondent 11)
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This chart shows that 97% of the people answered said yes to Swansea Bay linking themselves with their partners to share more content and this will help keep them active and a small number of 3% said no to this and was all in the older generation category as they don’t understand Instagram as much.

The 100 respondents stated their reasons for this and the main ones shown are;
· “It would definitely make partners feel as if they ARE a partner.” (Respondent 28)
· “Yes 100%! More coverage and will reach more people on the platform.” (Respondent 21)
· “It will help gain more followers and more visitors will be made and more people will be aware of Swansea Bay” (Respondent 3)
· “They need to grow in followers, it’s an easy way to do it because it takes little effort.” (Respondent 10)
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This chart shows that 98% think that it’s a good idea for Visit Swansea Bay to do feature posts of people that have visited the area and taken a picture that they could share to keep themselves active and would have plenty of pictures to show that finding pictures themselves, 2% said no to this and was based in the older generation as they do not understand what Instagram does fully.

The reasons that people think it is a good idea from the comments stated are;

· “Yes, because this way visitors are wanting to interact with Visit Swansea Bay to be able to be featured and show their images off, this also helps with word of mouth being used and people’s views on the place to bring more people into the area. It will make people want to be involved with Visit Swansea Bay’s account just to be featured.” (Respondent 1)
· “It’s easy promotion of Visit Swansea Bay and it’ll save them making their own content.” (Respondent 8)
· “It increases activity and engagement with tourists and the local community.” (Respondent 5)
· “It shows appreciation towards the local and people visiting.” (Respondent 13)
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This pie chart shows that out of the 100 people that had answered 6% had rated Visit Swansea Bay’s Instagram account with a 1 being Poor, 42% rated it with a 2, 36% rated it with an average score of 3,  11% rated it with a 4 and a small amount of 5% rated it with an excellent and they were the people that work with the Tourism Team. Over all it shows that most people think the Visit Swansea Bay’s Instagram account is quite poor.

The main reasons for the ratings are;

· “They are not using Instagram to its full potential.” (Respondent 11)
· “Good use of images, but not enough of a variety to catch attention.” 
(Respondent 12)
· “The account has room to grow and develop in 2018.” (Respondent 21)







10.0 Comparison 

By comparing Visit Swansea Bay as a destination to other destination locations that have the same sort of account as Visit Swansea Bay they are all doing much better than them and posting much more such as Visit Cardiff with over 2K, Visit Wales with 80.3K, Go Visit Britain with 57.7K, this shows a range of different activity and a different following base which Visit Swansea Bay should be reaching as a goal.

11.0 Client Insight 

While the first meeting went ahead on the 19th February with Lucy and Tonia in the Tourism and Marketing team in the Swansea Council we discussed my idea which both were happy enough for me to go ahead with doing on helping them with their Instagram account, while the meeting went ahead it was discussed that finding out what they can do and any recommendations would be very grateful as they are doing well on their other accounts but they feel that there is only so much that can be done on their Instagram. During the past few months they had listened to some recommendations given along with answering the survey for the Instagram account, they are very intrigued to see what they can do to be more known and to be more active and have been very helpful regarding answering questions and keeping in contact with the investigator,




















12.0 Conclusion


Overall by looking through all the research that has been considered it shows that Visit Swansea has so much potential to grow, people from 38 locations have been helpful enough to answer the survey that had been put out to get the answers that were needed for this project. It shows that they have so much they need to mainly focus on to be able to improve on their following account along with being more active with the audience and potential audience. It shows that there are changes to be made as even the Tourism and Marketing manager had answered the survey and put down recommendations that could be made for them to grow and to be more known via social media. By having all the recommendations from the Tourism Team, Partners and from everyone else that has been to Swansea or know of Swansea has answered the survey have picked out some really valid points to be changed such as joining in with their partners sharing their posts as a repost and advertising what’s in the area , by them helping their partners out with what’s in the area this also helps Visit Swansea Bay for themselves and also the partners are willing to work with them and share their content and Instagram page to get more people involved and to know that the account does exist.
It shows that Visit Swansea Bay does have a problem that needs to be fixed by looking at the evidence and research that was taken place, recommendations from people in the area of Swansea, Visited Swansea or use to live in Swansea have stated that Visit Swansea Bay needs to post more images and videos, promote themselves more with their other social media accounts, advertise surrounding tourist attractions they are linked with, promote what the bay has to offer, post competitions, show what offers are of the week/month, post more exciting and cultural posts, more events need to be shown along with promotions, other posts of the area not just focusing on the  beach, be more involved with visitors, engage  with their stakeholders on the account, welsh rugby players involved as they have a strong following base and are active with their fans, use hashtags that people use daily as more people will see the images or videos posted, market the account better to make people want to be active and follow. 



It was then shown that from the client’s team itself that they had a few recommendations to put forward for the account to improve which were to encourage more people to use the hashtags, do feature posts, run competitions, link marketing partners and offers, to cross promote on the other social media channels, incentives with a prize, increase the frequency and relevance of a post to the intended audience and to share positive bloggers content.

The next one that was taken place for the research was to ask the Partners of Visit Swansea Bay such as Bay Bistro, Morgans Hotel, Verdis, Down to Earth, Monksland, Dulais Valley Quads, Three Cliffs Bay Holiday Park, LC Swansea, The Swigg, Glynn Vivian Art Gallery, Café Play Mumbles, Gower Coast Adventures, Gower Kite Riders, Greenways of Gower, Plantasia and Mumbles Pier the research shows that they also think Visit Swansea Bay has a problem that they can improve on by Showing more availability of what’s available in the area, engage more with the public, promote special events, be more involved with local businesses, share their partners events, post more frequently, post more of the cultural organisations and venues and to support promoting events and exhibitions in the area. 

Overall it shows that with all the research taken and given that there is a problem with Visit Swansea’s Instagram and that there have been 3 aspects taken in to consideration to make it fair on the data taken it to find everything out. To be able to improve the client needs to take onboard the recommendations given and concluded to be able to be successful with their social media.  
















13.0 Recommendations 

· To link themselves more with their partners do reposts of their partners posts as this will get more people engaging that follow the partners and then will go on to follow Visit Swansea Bay. 
· For anyone that uses Visit Swansea Bay’s hashtag that they put on a feature of an image that got hash tagged every week as this will get more people engaging with Visit Swansea Bays Instagram and this will build up their following account very quickly as people love being featured in a well-known Instagram and they will normally share that they have been featured so by word of mouth it will get even more people engaging.
·  Any new developments that are going to happen in the upcoming years should be featured on the Instagram as it keeps people keen to see what’s happening, when, where how, why?, people will share and engage more if they find it interesting such as the new area coming in 2020, which is to be built on the National Waterfront Museum Car Park if they share this content on Instagram it will get more people engaging and wanting to come into Swansea to see the development and what is going to happen with everything else.

[bookmark: _Hlk512693698]















14.0 Sampling 
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(L. Vincent, Visit Swansea Bay Instagram image (10th April, 2018)


Some sampling of the investigation has taken place the past few weeks, where Visit Swansea Bay has been posting much more on their Instagram page. On the 9th April 9 images got posted as you can see in the image above that’s how one image was posted into 9 small images, because they have done they when they then want to post again they are having to post 3 images at a time or soon after they have posted one image as it will show the 9 image all muddled up. On the 11 April they then posted 3 different images, they posted another 3 on the 12th April and then another 3 on the 17th April, so this shows they are now posting every week and by doing that they have gained more followers and people are engaging with them and the page more. This shows that the recommendations that have been given from people are paying off and have listened to new ideas and suggestions to get them more known through images and videos and are not too far away from reaching 2K followers.







15.0 Appendices

'Destination Swansea Bay 2017-2020' is the official Destination Management Plan for Swansea. (January 2018)
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Minutes of Meetings
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Survey Monkey Link - https://www.surveymonkey.co.uk/r/C7MNQYX
	 (4th April 2018)





















Survey Monkey Questionnaire
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Team Structure – Project Management - Stakeholders
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Senior Management Team Structure (February 2018)
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Members Guide to Officers and Functions (January 2018)






PESTLE Analysis

Political

Politically they are on the part of using bloggers to get their voices heard and get the political surroundings involved, but the political aspects does not really concern the Instagram account, the political part would play more on the team itself and the destination.

Economic

Visit Swansea Bay need to be more involved with the Economic side of things due to needing to be able to engage with the public, the partners, the area and themselves to be successful. They need to be able to appeal to new partners to build a profit for the Swansea Council and to get Visit Swansea Bay known in more areas as by doing so if the new partners have an Instagram account they will then follow Visit Swansea Bay on Instagram and this way it builds up a bigger profile for Visit Swansea Bay to get more known in areas and by other people that go to these places.


Sociological

On a social matter Visit Swansea Bay are not meeting the needs of their Instagram account where as they are on their Twitter and Facebook. They post a lot on other social media but not need to broaden themselves to be more social on the Instagram and to post about their Instagram on their other social media to get more people engaging with them and for people to know that they do have a Instagram account as by looking at the results from survey monkey not many people know that it exists.

Technological

Visit Swansea Bay have the technology to keep posting and featuring images on the account, it is mainly the time management that they have to work around with other tasks that hold them up from posting much. They have many different soft wares to use via the computers and phones that they use to post the images or videos onto Instagram.

Legal

There are a lot of legal actions that Visit Swansea Bay have to consider regarding the images and reposts that they use, due to copy rights. They would have to confirm with partners before they are able to repost and if they look at featuring images from people that have used their hashtag they would have to let them know beforehand.

Environmental

The Instagram itself will not have an effect on the environment, but by posting certain images and announcements, they could help the environment and state things that are on their actual website onto their Instagram such as dog friendly places and where to go for a walk or cycle, small things like that get a huge audience to follow as it interests them more and like to see what the area has to offer.

SWOT Analysis


	Strengths

· The strengths that have been shown are that they are starting to be more active online, posting more pictures and gaining more followers. 
· Visit Swansea Bay have a lot of partners and a huge audience that they can engage with.

	Weaknesses

· The weaknesses that are shown are that most the time Visit Swansea Bay are not active enough, they are not focusing on the area as well as themselves and their partners.
· Not reaching out to visitors
· Not sharing enough social media
· Just focusing on the beach
· Not marketing themselves as they should
· Focusing on Swansea only not the other areas they should be promoting such as Gower, Mumbles, and Rural Swansea and Neath.


	Opportunities

· Can work with the partners they have this year
· Gain more followers
· Get known in more locations
· Get the Instagram known
· To be involved more with events
· To use feature posts so that they do not have to go looking for images
· Competitions 
	
	Threats

· So many partners to deal with
· Other well-known Instagram accounts such as Visit Wales
· Some partners may not agree and will think it’s too much work for them to do it back for Visit Swansea Bay’s Instagram.
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Question 9. Location of people answering the Survey

10 Avergavenny 1
20 Abu Dhabi (Originally from South Wales) 1
30 America (Originally from South Wales) 1
40 Ammanford 2
50 Anglesey 1
60 Ausiralia (Originally from South Wales) 1
70 Caerphily 1
80 Canada (Lived in South Wales for 6 months) 1
20 Cardigan 1
100 Camarthen 5
110 Chelsea 1
120 Chepstow 1
130 Chester 1
140 Cydach 1
150 Coventry 1
160 Cwmbran 2
170 Essex 1
180 Fishouard 1
190 Gorseinon 1
200 Gower 4
210 Guemsey 1
220 Gwent 2
230 Hayon-ye 1
240 Kent 1
250 Kidwely 4
260 Uandudno 1
270 Uaneli 15
280 London

200 Mumbles

300 Neath

1
1
4
310 Newcaste 1
20 Newport 1
330 PortTaibot 2
340 Portmeirion 1

3

350 Rnosil
30 Swansea 2
370 Trmsaran 4
30 Warwickshire 1

13| Page

Sedion1 Page130rds 3zowords [ Englen (United Kingdom) _Track Changes OFf & S+ 1%





image5.png
SurveyMonkey Analyze
@

C | @ Secure | https://wwwsurveymonkey.com/analyze/YwQPOWOGNx_2FgSsmAQayPgXGZwK006K17RSJPdsXLaiL_2Btkw3AB4PVIIRKEEARQS

47712018 953 P

View respondent’s nswers

Nestn

Customize  Export v

vate

o _

0% 0% 2% % A% % 0% W% 0% S0% T00%

ANSWER cHOICES - Responses
< e #100%
- Femae

50.00% E
ToTAL





image6.png
SurveyMonkey Analyze - X

& = C 0 | @ Secure | https//www.surveymonkey.com/analyze/jwTM_2FHuL3QSDKHeW_2FCGVamueMz20Ut5dTZXsjPnjs6M_3Daitab_clicked=1 L]

Apps  For quick access, place your bookmarks here on the bookmarks bar, Import bookmarks now.

An investigation focusing on how to get Visit Swansea Bay more active on Instagram [ O]
SUMMARY  DESIGNSURVEY ~ PREVIEW&SCORE ~ COLLECTRESPONSES  ANALYZERESULTS
CURRENT VIEW @ ~
RESPONDENTS: 100 0f 100
SEILTER  +COMPARE +sHow
'QUESTION SUMMARIES DATA TRENDS INDIVIDUAL RESPONSES
Filter or segment your data. [}
Filter by Question and Answer > Pagel
Filter by Collector > Q1 Customize  Export v
Do you know that Visit Swansea Bay has Instagram?
Filter by Completeness >
Answered: 100 Skipped: O
Filter by Time Period >
Fitter by Respondent Metadata > . -
Filter by A/B Test >
- I
SAVED VIEWS (1) o v 0% 10% 20% 30% 40% 50% 60% 70%  80%  90% 100%
EXPORTS e v
ANSWER CHOICES ~  RESPONSES -
SHARED DATA o v e 005 .
- N 77.00% 7
ToraL 100
Q2 Customize  Export ¥

Do you follow Visit Swansea Bay?

Answered:100  Skipped: 0

Feedback





image7.png
SurveyMonkey Analyze - X
C [ @ Secure | https://wwwsurveymonkey.com/analyze/40SM30b3IHKpuVE_2FCGPSIfEKZOgifKhtrW9SHiq67kM7MapQWSLS4GzikPip % |

@

Q2 Customize  Export v

Do you follow Visit Swansea Bay?

Answered:100  Skipped:

100%

20%

0%
Yes No

ANSWER CHOICES ~  RESPONSES

v oves 15.00%

- No 85.00%

£
ToTAL ©
x
Acer Care Center

1 new critical updates are ready to
download,





image8.png
urveyMonkey Analyze - X

& = C [ @ Secure | hitps://wwwsurveymonkey.com/analyze/40SM30b3IHKpuVE_2FCGPSIfEKZOgikhtrW9SHiq67kM7MapQWSLS4GzikPip % |

Q3 Customize  Export v

With the 1.9k Followers they have, does this show that they are active enough
on their Instagram?

Answered:100  Skipped: 0

Yes

Nﬂ_

0% 10% 20% 30% 40% 50%  60%  70% 0%  90% 100%

ANSWER CHOICES ~ RESPONSES -
- Yes 26.00% 2%
- No 74.00% "
ToTAL

Comments (34)

Acer Care Center
1 new critical updates are ready to





image9.png
urveyMonkey Analyze - X

& = C [ @ Secure | hitps://wwwsurveymonkey.com/analyze/40SM30b3IHKpuVE_2FCGPSIfEKZOgifKhtrW9SHiq67kM7MapQWSLS4GzikPip *|

Q5 Customize  Export v
Do you think that Visit Swansea Bay should link themselves with their
partners and share their images as a repost on their Instagram?

Answered: 100 Skipped: 0

e W
ANSWER CHOICES ~  RespoNsEs -
- s a700% o
- e 300% 3
ToTAL 100

Comments (20)

Acer Care Center
'@ 1 new itical updates are ready to





image10.png
urveyMonkey Analyze - X

& = C [ @ Secure | hitps://wwwsurveymonkey.com/analyze/40SM30b3IHKpuVE_2FCGPSIfEKZOgikhtrW9SHiq67kM7MapQWSLS4GzikPip %

Q6 Customize  Export v

Do you think that if people use Visit Swansea Bay's hashtag on their
Instagram, that Visit Swansea Bay should do a repost feature weekly to be
more active and involved with visitors and the area?

Answered: 100 Skipped: 0

o
.
.

0%

W= B
ANSWER CHOICES ~  RESPONSES -
v oves 92.00% S
- No 2.00% 2
TOTAL 100

Comments (26)





image11.png
@

C 0 | @ Secure | https//www.surveymonkey.com/analyze/jwTM_2FHuL3QSDKHeW_2FCGVamueMz20UtSdTZXsjPnjs6M_3Daitab_dlicked=1

Apps  For quick access, place your bookmarks here on the bookmarks bar, Import bookmarks now.

Q7 Customize  Export v

How would you rate Visit Swansea Bay's Instagram, (1 being Poor and 5 being
Excellent)

Answered:100  Skipped: 0

ANSWER CHOICES ~ RESPONSES -
-1 6.00% 6
-2 4200% 2
-3 3600% B
-4 00% n
.5 5.00% s
ToTAL 100

Comments (25)

Q8 Customize  Export ¥
Age

Answered:100  Skipped: 0

e |

Feedback





image12.png
() hitps /v instagram.comistansezboy 0 - 0| SRR e SVt SHareet] (B) vist Swarsea Boy @visitowe. X

236posts 1971 followers 129 following

ey
it

A Visit Swansea Bay The offcial visitor and tourist information provider for Swansea Bay,
Mumbles and Gower. uisitswanseabay if you love this magical place (Wales, UK)
visitswanseabay.com

1322
PO ypmg




image13.png
& DMP_an_2018.pdf

> Setting the Scene Tourism is a vitally important industry to Swansea
Bay. It creates and safeguards thousands of jobs,
secures investment and generates hundreds of

millions of pounds for the local economy.

Destination Swansea Bay 2017-2020

is a continuation of the first phase of

the Destination Management Plan

‘which was launched in 2013 and ran

for 4 years. The same principles apply

1o this plan as the previous one. ie to
- address the important role tourism
plays and continue to set a strategic
direction for Swansea Bay as a visitor
destination.

Reasons for developing DMP Phase 2:

>Welsh Government focus on h
financially supporting destinations

‘with robust DMPs.

> Destination management fosters

effective working partnerships
between private and public sectors

> There are still long term issues,
which need to be addressed to
improve the destination
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> The Local Picture - Economic Profile

Source: Office of
National Statistics
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> The Local Picture - Tourism in Swansea Bay

STEAM (scarborough Tourism Economic Activity Model) Bedstock - no. of establishments

2013 2016

Value £ Value £

375M 400M Self Catering 383
Caravan & Camping 54

Visitors Visitors

AM TOTAL: 603 establishments
- (lanuary2017) 32K bedspaces

o e
1.4M 1.5M 69.3%
- 2o
5.7K Wales average

Wales average
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Over 100 representatives attended a series of Delivery Group
meetings during the course of the DMP delivery process.
Over 40 organisations and CCS departments involved included:
City & County of Swansea
Tourism Swansea Bay
Visit Wales / Welsh Government
The National Trust
Swansea University / University of Wales Trinity Saint David
Community Development Trusts
Swansea BID
City Centre Management
The Delivery Groups were identified as an element that should
remain as part of DMP Phase 2.

Key lessons leamt from DMP (Phase 1)

> Avoid vague and generic action points with no prospect of
being delivered

Identify funding for projects to ensure delivery

Think outside the box — consult far and wide. look whats
being done elsewhere
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Swansea City Centre will be the focus of major regeneration development and
transformation over the coming years. The DMP Partnership must ensure the
benefits of these significant projects are spread across the entire destination
and not contained to the City Centre alone.

Swansea Bay ity Region Deal

£13bn of private and public money to be spent over 15 years
Four counils taking part - Swansea. Neath Port Talbot
Carmarthenshire and Pembrokeshire

Eleven projects including: a “cloud” enterprise zone: using the
internet to improve health diagnostics; a steel science centre

City Centre Regeneration Scheme - ‘Swansea Central’

> Improved links between the city centre and waterfront
> A3.500-seat digital indoor arena for concerts and events
> Anew hotel. shops. cafés and restaurants

Civic Centre ‘hydro hub’ site

> Cafés. restaurants and new public space
> Apublicaquarium

Kingsway urban park development

> Remodelling of The Kingsway vehicular route
> More green spaces for residents. workers and visitors

Swansea bid for UK City of Culture 2021

|| > 12-month festival of world class arts and cultural activity

> Create long-lasting benefits for residents. the economy and
visitors to the city

Tidal Lagoon

Swansea Bay Tidal Lagoon will be the worlds first tidal
lagoon power plant

A tourism and recreation hub with the potential to attract
circa 100.000 visitors per year

A playground, beach and rockpools. art installations and
an Offshore Visitor Centre

Evening & Night Time Economy Strategy

Retention of Swanseas Purple Flag status. the only area
in Wales o have this accolade

Achievement of Best Bar None accreditation for

multiple venues

Enhanced branding marketing and safeguarding measures
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> Identify funding for projects to ensure delivery

> Think outside the box — consult far and wide. look whats
being done elsewhere

i SNy &\.«, .
>TheWay Forward...2017 - ZP;O

Our Vision

“Create aworld class tourism destination, which
delivers a high-quality visitor experience in a pleasant,
clean and well-maintained environment.

This will be achieved by building on the existing
‘working partnership that will, in turn, drive improved
tourism provision, effective management

and high-quality promotion of Swansea Bay,
Mumbles and Gower as a destination’
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> Focus on Partnership
> Increasing Quality
> Al Year Round Destination

> Ensuring Sustainability

-
s

The main focus of this DMP will be a streamlined Action Plan only including actions that
show strong potential for delivery and link to the 4 strategic themes of partnership working.
quality. seasonality and sustainability.

Protect and enhance natural
environment

Develop tourism product
Improve visitor experience

Continue to deliver strong
marketing for the area

Improve infrastructure and
facilities

Develop strong partnerships
between public. private and
third sector

Monitor destination
performance

Identify relevant funding

> Strategic Fit
o s ©

Well-managed natural and
built environment

Reduced seasonality
Improved tourism offer

Increased visitor number and
spend

Better trained workforce
Strong destination brand

More tourism businesses
‘accessing relevant training and
funding

Awell-managed tourism
destination which delivers a
world-class visitor
experience in a pleasant
and clean environment

An effective working
partnership between public,
private and third sectors

Awell-informed tourism
industry with easy access
to relevant training and
funding
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DMP (Phase 1) successfully delivered
anumber of projects including:
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The DMP will work towards the
7 goals identified in the
Well-being of Future
Generations (Wales) Act 2015.

A Prosperous Wales

Akey action of the DMP s for
the tourism industry to be ina
position to employ local people
throughout the year.

AResilient Wales
Managing and preserving our
natural environment. which is
akey reason to visit. versus the
need for development. will
continue to be a tough ask

A healthier Wales
Investing in and maintaining our
walking/ cycling infrastructure.
beaches. parks and promenade
provide local people and visitors
free and direct access to facilities.
which can help improve their
physical and mental well-being.

Amore equal Wales

Many international students work
in the sector to improve their
linguistic skills, whilst the free
movement of labour over the
last decade has seen the sector
employ people into roles. which
have often proved difficult to fill

A Wales of vibrant culture and
thriving Welsh language

Thisis at the heart of what makes
the destination unique and our
commitment to promoting and
encouraging our residents and
visitors to participate in the Arts,
Sport and Recreation. This
commitment is further evidenced
by a new bid to become the UK
City of Culture in 2021

A Wales of cohesive
communities

The DMP aims to create
attractive, viable, safe and
well-connected communities for
residents and visitors alike.

Aglobally responsible Wales
The DMP recognises the
principles of sustainable
development and how

tourism impacts upon the built
and natural environments. When
doing anything to improve the
economic, social. environmental
and cultural well-being of Wales.
takes account of whether doing
such a thing may make a positive
contribution to global well-being
and future generations.

Well-being of Future
Generations (Wales) Act 2015

Aresilient
Wales

Aprosperous
Wales

AWales of
vibrant culture
and thriving
Welsh
Language





image25.png
> Measuring Success DMP indicators include:

> Visitor spend
> No. of visitors.
> No. of staying visitors
> Jobs safeguarded
> Outcome of ity of Culture' bid
> No. of private sector operators accessing grant funding
> Sector GVA growth
> Visitor satisfaction rates
=g > Private sector satisfaction rates

Measured by:

2018 Visitor Survey

2018 Trade Survey

STEAM data (annual report)
Occupancy Survey (annual report)
Bedstock Survey (on-going)

>
>
>
>
>
> Online conversion research (annual report)
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