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Abstract
Swansea small tourism destination, famous by beautiful nature and attractions.
The tourism industry in the world has a huge influence on country development, providing jobs and economic development.
 However, the local   community have different views regarding tourism and its development. 
 This study is conducted to evaluate and measure the impacts of   tourism development on the local community. The questionnaire is conducted on local people living in Swansea, its areas and Wales.The   research aim is to identify local community perception and measure   the benefits of Swansea as   a tourism destination. Moreover, the study investigates local community engagement in tourism, their opinion regarding the development and improvements of Swansea city. By using sampling technique data collected from about 90 participants. 
The content analysis was used to evaluate and measure the tourism development impacts on   the local community. Finally, the research providing recommendation for future research.
The result of this study has shown the preferences, perceptions and attitudes of the local community toward tourism. This study expected to be useful to the future reserachers and local council to find prefrences the of the local community towards city tourism development.
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[bookmark: _Toc514060365][bookmark: _Toc42111451][bookmark: _Toc43384312]Chapter One 
[bookmark: _Toc43384313] Introduction

The main purpose of this paper is to analyse the effects of tourism on   the local community, and evaluating these effects on the degree of community participation in Tourism Planning in Swansea. 
[bookmark: _Toc43384314]  Aim.

The research project aims   to look at how, (or if) Swansea can be developed further as a tourism destination. It is important to understand what the needs are of the local community concerning   the products and services required Swansea. The research was focused on   investigating the possibilities, and the best ways, of developing   the Swansea leisure and tourism industry (from the local community and the impact). Alongside, to evaluate local community attitudes and perceptions, community involvement and support for further tourism development.

[bookmark: _Toc42111452][bookmark: _Toc43384315]Objectives
   
I. To examine relevant theories and previous studies in the research topic.
II.  To investigate the degree of the local community satisfaction of the Swansea tourism industry and their demographic characteristic 
III. To investigate the value and importance of Swansea as tourism destination attributes addressing locals needs (value of community) and ways how Swansea leisure and tourism industry can be developed (community impact)         
IV.  To examine Wales strategy and especially Swansea   tourism industry re-development plan (local community impact)

.
[bookmark: _Toc42111453][bookmark: _Toc43384316]Background.

Tourism is perceived as a significant development factor for social life and economy for each destination. While the importance of   tourism in the economic advancement of the cities and bringing advantages to the local community are very perceived, the tourism improvements has additionally affected.  Focusing on the Swansea city, the research perceives tourism as a profoundly noticeable component of the development. The existence of natural beauty, the cultural heritage attractions and new developments of the city   has contributed  to Swansea’s tourism expansion. Swansea a bay attracted   4,74 million visitors a year, the main season April till September. (Swansea.gov.uk, 2019) However, Swansea seasonality of some tourism attractions  influences on  tourism and  a limited amount of the city attractions. 
     Sustainable tourism depends on various factors, in particular, it is important to take in the consideration impacts that the tourism industry has on the local community. (Cahndralal, 2010). According to (Bradshaw, 2008, p. 6) community defined 
 as a group of individuals living or working within the same geographic area with some shared cultures or common interests. This geographical definition of community is essential to understand how community development is linked to the ability of a community to improve tourism development.
The local community’s perceptions and engagement important to understand. First of all, the local community perceptions and attitudes toward the tourism advancement are one of the significant indicators for tourism industry sustainability and feasibility (Choi & Sirakaya, 2006). Secondary, as state  Snaith and Haley (McCool & Moisey, 2008)  the  fact that local community satisfaction with  tourism is significant, as a contentment  community is bound to help travel industry advancement.Therefore, the local community satisfaction and perception are beneficial for tourism success.(Andriotis & Vaughan, 2003).As mentioned in the (Andriotis, 2005) .According to Murphy in the study  (Beeton, 2006)  tourism industry,utilising the community as  a resource,trade it like a product and the process influence on everybody lives. On the other hand, it is important to acknowledge community influences on tourism development as they are crucial in giving a decent environmental condition for tourists.
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[bookmark: _Toc43384317]Chapter. 2. Literature review.

[bookmark: _Toc42111455][bookmark: _Toc43384318]2.0 Introduction.	

   1.Objective 1.
 To examine relevant theories and previous studies in the research topic.

This chapter provides the introduction, theoretical literature review, definitions of key terms. Moreover, this chapter seeks to provide the literature available on tourism regeneration, development and planning in destinations about urban tourism.  This literature review is split into four sections as outlined below:

· Growth of tourism
· Tourism development and regeneration
· Positive and negative social impacts on the community
· Tourism and the case of second Wales city –Swansea
[bookmark: _Toc42111456][bookmark: _Toc43384319]2.1 Growth of tourism
According to the United Nations World Tourism Organisation (UNWTO), tourism can be classified as the movement of people from their own country of residence for business, personal and professional purposes (n.d). The following types of tourism have witnessed growth in their respective sectors over the last two decades. These are as follows.
:
· Leisure tourism
· Cultural tourism
· Business tourism
· Ecotourism
· Spa tourism
· Medical tourism
· Agricultural tourism
· Sport tourism

The growth in the above tourism types signifies the growth of  tourism industry around the world. Leisure tourism has always been the most popular type of the tourism that attracts people. These holidays usually consist of the traditional san and sea holiday with 41% of the UK population indicating that they prefer a leisure holiday. (Statista, 2019) However, there has been a positive growth in cultural tourism in all age categories, with 3-54 years olds showing the most amount of interest when it comes to partaking in cultural activities in the UK. (Statista, 2016)the growth of different types above is reflected in the global figures of travel and tourism whereby the industry grew by 3.9%, the second biggest industry after manufacturing to contribute to the economy in 2018, outperforming all other industries. ( Greek Travel pages, 2019).However, (Mason, 2016) states that tourism planning ,policy strategy all have key roles to play in the performance of the industry.

[bookmark: _Toc42111457][bookmark: _Toc43384320]                                     2.2 Tourism development and regeneration
[bookmark: _Toc42111458][bookmark: _Toc43384321]                                   2.2.2. Aesthetic environmental development
In a broad sense, aesthetic environmental development can be likened to infrastructure in terms of its physical stature and appearance (Holden, 2016)Physical infrastructure that have direct relevance to tourism include recreational infrastructure such as hotels, spas, restaurants  and entertainment facilities. (Dwyer, et al., 2010)however, states that it is difficult to define what tourism infrastructure is because every tourism industry is different with various demands. However, (Hansen, 1965, pp. 3-14) and (Mera, 1973, pp. 157-186)consider infrastructure as a contribution of economic and social overhead capital. Economic capital may be seen in the form of supporting everyday activities such as roads, transport, attractions. Social capital, however, must support public health services, education and the creation of employment. Simply put, tourism infrastructure must go beyond serving the tourism economy only, and also seek to serve the wellbeing of the destination and its residents. As a result, tourism infrastructure has several purposes.   (Bell, et al., 2007)  identify two types of infrastructure in tourism, one is everyday recreational facilities such as leisure park, theme parks and attractions. The other is accommodation and developing more transport networks such as airports for instance. However, it is important to note that tourism infrastructure is only used by tourists temporarily as they return back home. Therefore, tourism infrastructure is used more often by the local community than tourists, especially of peak season and also the destination’s population is likely to outweigh tourists at any given time. (Beeton, 2006)The tourism Ares Lifecycle (TALC) model has an important role in urban renewal and local infrastructure development that can determine a destination’s competitiveness (Butler, 1980, p. 520)

[bookmark: _Toc42111459][bookmark: _Toc43384322]2.2.3 Butler's Product Life Cycle.
    Butler's Product Life Cycle (Butler, 1980)consists of seven stages, these are: 
· Exploration (a small number of visitors to the area, limited tourist infrastructure)
· Involvement (number of visitor’s increase, residents start realising the economic benefits of tourism and therefore, pressure is placed on local and national authorities to develop infrastructure in the form of transport and recreation)
· Development (destination develops into a tourist attraction as a result of marketing and promotional activity, however, residents start to lose control of development)
· Consolidation (visitors start to exceed permanent residents and the destination is dominated by tourism, local and national authorities start re-enforcing heavy development of infrastructure in the area)
· Stagnation (destination has exceeded maximum capacity and local environment starts to become polluted and fragmented due to mass tourism)
· Decline (decline is one possibility after stagnation, characterised by low appeal of the destination due to too many tourists and a lack of space for infrastructure to accommodate tourists)
· Rejuvenation (this stage can happen in two ways, one in the form of man-made attractions and second, using the potential of the natural environment as a source of tourist consumption)

The model above demonstrates the role of tourism development the regenerate a destination for tourist consumption. However, the model has been criticised for the notion that it only demonstrates one lifecycle , therefore, (Prideaux, 2000, pp. 225-240) argues that the lifecycle is only suitable at a local level and destinations have multiple lifecycles for serving larger markets in the form of national, regional and international. The Butler model explains the reflection of the community’s perceptions of tourism.

[bookmark: _Toc42111460][bookmark: _Toc43384323]2.3 Positive and negative social impacts on the community 
[bookmark: _Toc42111461][bookmark: _Toc43384324]2.3.1 Physical attractions and infrastructural changes
Physical attractions are considered the sum of infrastructural changes (Bell, et al., 2007). Physical attractions can create both negative and positive impacts on local communities. 

Positive impacts including business opportunities, entertainment opportunities development, employment, transport system improvements. On the other hand, tourism negative effects such an increasing the cost of living, and lack of community input.
The management of physical attractions, such as museums, national parks, entertainment and leisure facilities like cinema complexes and ice ski rinks all require people to manage them (Cooper, et al., 2008)From this perspective, infrastructure tourism can create employment with the World Travel & Tourism Council (WTTC, 2019)outlining that 330 million jobs were created from tourism in 2019. On the other hand, extensive development can also cause residents to become resentful and hostile (Goeldner & Ritchie, 2011)There are a few reasons for these negative impacts, with the most common ones being that the destination becomes over-commercialised (Yolal, 2016, pp. pp. 217-233.)and in developing countries such as Africa, agricultural space is accommodated with infrastructure as a result of multinational (MNC) investment in tourism ( Europa Publications, 2004) 
[bookmark: _Toc42111462][bookmark: _Toc43384325]2.3.2 Stakeholder support 
Stakeholder support can come in several forms. MNCs as discussed above, such as hotel providers, national and regional authorities for tourism, such as the official tourism board, media and tourists may all be considered stakeholders that have the ability to provide support to the destination and its residents (Byrd, 2007). On this basis, the destination will benefit from investment, funding and more economic capital. However, stakeholders may not always provide the type of support that residents expect to receive, leading to negative impacts due to a lack of community input or engagement. (Del Chiappa, 2012, pp. 243-263)For example, resident’s view investment in their destination as something that will create a positive impact. However, there is evidence to suggest that MNC’s have previously sought out their own employees instead of recruiting locally (Sharpley & Telfer, 2002) 
[bookmark: _Toc43384326]   Community and tourism.
McIntoch (1995) states in (Singh, et al., 2003, p. 169)  that tourism and community development, include elements of community engagement and benefits as developing facilities for locals and visitors, increasing the living standards, and guaranteeing the kids of improvements are predictable with social, cultural and economical way of thinking of the government and the  local people of the host area. Moreover, the social –demographic characteristic of the population  such as  age, education level, gender, job status etc have a significant influence on the community evaluation of tourism developments and impacts, perception and satisfaction  ( Bernini & Cracolici, 2015) .(Harrill, 2004) states that people with  high incomes are the most supportive in the local economy and tourism development.Tourism offered for the community opportunities for direct and initiated employment and profit, encourage local economic development. (Aref, 2010). Local community contribution , especially in rising tourism destination goals is justified to achieve sustainable tourism development tendency. (Bagri, 2016). (Bushell & EaglesP, 2007).Bushell & Eagles (2007) in   (Zainal , et al., 2012) states tourism  has influence in promoting  community development through educational  possibilities and business training that facilitate to  the local communities in expanding skills  and   improve community’s economical level.


Furthermore, since  the cooperation of the community is fundamental for the achievement and sustainability of the travel industry improvement project, the comprehension of local community’ perspectives and the support is vital for the businesses and local government  (Stylidisa, et al., 2014)




[bookmark: _Toc42111463][bookmark: _Toc43384327]2.3.3 Marketing of local image 

(Braun, et al., 2014) place marketing defined as 
 “coordinated use of marketing tools supported by a shared customer-oriented philosophy, for creating, communicating, delivering, and exchanging urban offerings that have value for the city’s customers and the city’s community at large”.
Marketing in tourism has received a lot of attention and falls in line closely with physical attractions and stakeholder support. When physical infrastructural changes are made in terms of development, destination marketing is required  to make tourists aware that there are exciting facilities to accommodate their needs (Holloway, 2004)Marketing the local image is integral to the operations of the local tourism industry and plays a role in defining tourist expectations, desires and interest in the destination before the tourist travels (Butler & Aramberri, 2005).Also known as destination image, (Echtner & Ritchie, 1993, pp. 3-14) introduced a three-dimensional model belonging to the destination image. Attribute-holistic (physical attributes such as the beach), common unique (similar and unique characteristics of a destination) and functional-psychological (observable and intangible attributes) make up the dimensions. However, a large amount of marketing causes over-commercialisation of the area, leading to commoditisation whereby the destination starts putting more emphasis on selling an experience, as opposed to the tangible products of a destination ( Jonasson & Niedomysl, 2012, pp. 223-229).Further negative impacts as a result of this can be seen in overcrowding, depletion of natural and man-made resources, exploitation of locals or hosts and too much infrastructural development to the point that the destination loses its traditions and cultures (Saufi, et al., 2016)
. 


[bookmark: _Toc43384328]Welsh strategy

According to (Evans, , et al., 2003) a tourism strategy encompasses things that are currently affecting tourism in a specific region or area, by putting a plan into place that seeks to tackle the identified issues affecting tourism organisations and their development. The Wales 2013-2020 tourism strategy (p.5) endeavors to do the following: 
· Develop tourism activity and specialist markets and secure maximum benefit from major events in our high-profile venues. 
· Promote Wales as a destination by making a high-quality tourism offer. 
· Work to extend the tourism season and associated benefits.
· Identify funding opportunities to improve the visitor infrastructure and product in Wales. 
· Support investment in staff training and management to support a high-quality tourism product. 
In 2013, it was found that the overall UK’s contribution towards the Welsh economy was £8.7 billion, which contributed to a total of 242,000 jobs, directly and indirectly (Wales Tourism Strategy, 2013)
 Furthermore, the events sector which has close links with tourism has also been discovered as one of the reasons why people visit destinations and has been another crucial part in Wales’ tourism strategy (Getz & Page, 2016).For example, they recognise that major events such as the Ryder Cup, Ashes and WOMEX 13 have contributed to strengthening the overall global reputation of ( Wales Tourism Strategy, 2013)). Therefore, tourism in Wales goes beyond just the generation of tourism revenue, but also helps put them on the map and compete with other UK destinations. 

According to (GOV.Wales, 2020) new strategy 5 years’ plan which will deliver basic small scale tourism infrastructure improvements, and ensure that all visitors to Wales have a positive and memorable experience throughout their stay.
[bookmark: _Toc43384329]2.1Trends in Wales    
2.1.1Eco-tourism 
One of the main reasons why people choose to visit Wales is because of its natural environment ( Wales Tourism Strategy, 2013).
 In simple terms, eco-tourism has been defined as a “subset of the tourism industry that reflects an ethos of responsible involvement with the environment and with local cultures” (McKinney, 2016). Wales has three national parks, Brecon Beacons, Snowdonia and the Pembrokeshire Coast Figures suggest that Wales generates a high amount of revenue from their national parks which are closely associated with their efforts of marketing and providing eco-tourism as one of their tourism offerings. In 2014, Brecon Beacons saw a total of £197 million in visitor expenditure, Pembrokeshire Coast proved to be the highest with are visitor expenditure of £498 million, and Snowdonia which generated £396 million (Wales, 2019). These national parks play a central role in providing eco-tourism experiences for people who visit Wales. 
2.1.3 Business tourism
Another tourism offering which Wales seeks to provide and is proving to be a trend in business tourism. (Swanrbrooke & Horner, 2017) identify some of the characteristics of business tourism in the form of the fact that a business tourists’ expenditure is higher per head, they are the main market for airlines and hotels, and also have unique facilities in the form of convention centers. In 2017, Wales underwent a huge £83 million development for an international convention center which was showing some promising interest from people around the world (Barry, 2017)Therefore, Wales have the ability to provide a good level of tourism offering to potential business tourists (Robinson, 2012) 
       Leisure 
The concept of leisure defined in the (Stebbins, 2012) 
uncoerced, contextually framed activity engaged in during free time, which people want to do and using their abilities and resources, actually do in either a satisfying or a fulfilling way. Coppock and Duffied (1975) argued in (Hall, , Michael C; Page, Stephen;, 2002) that the achievement of any study of outdoor recreation depends from two components:the sociological phenomenon of relaxation or that time of leisure that person spends on outside emtertainment. and the travel industry and the physical assets that are essential for the specific recreational exercises.


Wales is an example of a destination that has been making efforts in order to improve tourism in the area. Wales has been able to successfully identify some of the issues regarding their tourism growth and have put a strategy in place to help develop tourism in the destination via their Welsh Government Strategy 2013-2020. The most recent figures for Wales demonstrate that they had a tourist expenditure of £1,853 million in 2018, which was an increase from the previous year by 13.8% (Gov.Wales, 2019) They recognise that their reputation as a destination is closely related to their events sector where they have been successful in hosting the Ryder Cup, FIFA World Cup, WOMEX 13 and more ( Wales Tourism Strategy, 2013). As a result of this strategy, positive impacts can be seen in the capital, Cardiff. Cardiff is now recognised internationally as a short break destination and as a result, Cardiff airport is continually extending its services so that it can accommodate more destinations and international arrivals ( Business Wales, 2019).
[bookmark: _Toc42111465][bookmark: _Toc43384330]Swansea
[bookmark: _Hlk39578768]Changes are also prevalent in Swansea who have adopted a similar approach to Wales and developed the Destination Swansea Bay 2017-2020. ( Destination Swansea Bay, 2017-2020) Delivered in conference with significant the travel industry stakeholders it is viewed as a common articulation of goal between the general population, private and third areas on the best way to manage and develop Swansea Bay According to statistics, 4.3 million visitors visited Swansea in 2014, almost a 200,000-visitor increase from the year ( Wales online, 2014) In addition to this, they were able to successfully recruit 11,000 people in the same year. More importantly, however, in order to facilitate Swansea’s growth, in 2017, a £1.3 billion Swansea Bay City Region deal was signed to bring economic prosperity and create up to 35,000 jobs (Wales Online, 2017).According to (Walesonline.co.uk, 2019) the £1 billion transformation of Swansea city center will take a major step forward this month with main construction work on one of the regeneration’s flagship developments, ‘Swansea Central’, starting onsite on 27 November. The Swansea re-development plan including 3,500 capacity  digital arena, new event venue, a cable car rides, Marina bay area, Hafod Copperworkers. According to (Swansea.gov.uk, 2020) statistic data  from visitor surveys Mumbles and Gower are more popular destinations.The Swansea bay attracted 4,7 visitors in the Swansea area.Moreover, the LC2 leisure centre attratcted about 800 000 visitors a year.

   The Well-being of Future Generations Act aim is improving the social, cultural and economical well-being of Wales. The Swansea council approach is focused on putting resources into the County’s future by creating and supporting a community that depends on sustainable development.  The Community Strategy’s objectives are 

· Promotion of the standarts of an equitavle society and social attachnment.
· Increasing community commintment and participation.
· Effective association working with authority and associations.
· (Swansea.gov.uk, 2019)

 
      Moreover, the Swansea destination management addresses the importance of the tourism in the economy development and set up strategy to attact visitots to Swanse Bay.Created with collaboration with major tourism stakeholders. It is considered as common explanation of the plan between community, private and third sectors on the most proficient method to how manage and promote Swansea bay. (Swansea.gov.uk, 2020)

[bookmark: _Toc42111466][bookmark: _Toc43384331]2.5 Conclusion
The literature review has demonstrated that due to the growth in different types of tourism, tourism planning to regenerate destinations has been implemented. This was visible in tourism development and regeneration, demonstrating the main changes which occur to a destination from infrastructural development. The positive and negative impacts of tourism as a result of development in a destination to communities was highlighted, suggesting that both can occur as a result of trying to grow tourism. Lastly, tourism in Wales demonstrated their plans in order to address how they can improve tourism in the destination, with Swansea benefitting from a huge investment in order to accelerate theirs. The next chapter will discuss the methodology undertaken to generate the results for the study. 
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[bookmark: _Toc43384332]Chapter 3.

The aim of  chapter 3  is  to identify the research strategy, data collection methods and analysis method ,which was utilised to attain research objectives.
                               
[bookmark: _Toc42111468][bookmark: _Toc43384333]    3.1 Research
Research has been defined by Saunders (Saunders, et al., 2009, p. 5) as “something that people undertake in order to find out things in a systematic way ,thereby increasing their knowledge. Research is a systematic methodical process of inquiry and investigation to increase   the knowledge. (Collis & Hussey, 2014, p. 2).

 The research onion identified the necessary pathway that were used for the research:
In the dissertation, the method of descriptive research will be used to identify and get data on the trait of specific issues: local’s community impact on tourism and leisure.
     Saunders (Saunders, et al., 2009) deducted a framework model ,for investigation in an intentional way, showing assessment should be thought of as different interconnecting layers. The strategy provides a system for the research design that provides the researcher with the best way to obtain and analyse data in order to get the relevant answer to the research.
The Research Onion is shown below


[image: ]

    (Saunders, et al., 2009)

[bookmark: _Toc42111469][bookmark: _Toc43384334]Secondary data
Secondary data is used to support the research , designed for extrapolation to  an inclusive population and for particular study investigation, where the ability,  to sum up, assumes a lesser job in the research design. (Hair, et al., 2015, pp. 111-112) .The second data detailed assessment of the validity and ratability will involve in an assessment of the method used to collect the data. (Dale, et al., 1988) Secondary data were information conducted from previous research: books, University library. Internet and reports. The use of the secondary research was investigated case studies on each topic of each study by providing a variety of information on the understanding of the literature review of the dissertation’s theme. 
[bookmark: _Toc42111470][bookmark: _Toc43384335]Primary data
Primary research is where data collected by research, using the questionnaire. Following the primary research of the dissertation, there was a questionnaire on the local’s people opinion satisfaction of the destination’s tourism and leisure. The researcher was used for qualitative data research. Qualitative research includes the collection of data, which are open to interpretation. The method uses when people’s opinions cannot be summed up in numerical terms. (Ghosh and Chopra, 2003). The quantitative techniques described as the effective examination of data, gathering form from questionnaires. (Creswell, 2014). According to (Collis & Hussey, 2014) a questionnaire is a method for gathering primary data, in which a sample participants are asked to answer a list of carefully organized questions picked after significant testing, which a view to evoking dependable responses. However, both qualitative and quantitative research was deemed vital for the research topic as the researcher was interested in the comparison the community answers with organisation’s opinions. Qualitative research defined by Denzin and Lincoln (1994) in the ( Neergaard & Ulhoi, 2007, p. 5) as  a method involving  the interpretive approach,which means qualitative researcher investigate things in their natural settings,trying to comprehend phenomena in expressions of the implications people convey to them.That kind of research entails an  arrangement of  case studies, interviews and personal experience.In the research was difficult to conduct primary data and interviews due to the contingency measures such as lockdown.





[bookmark: _Toc25010185][bookmark: _Toc42111473][bookmark: _Toc43384336]Paradigm
 (Saunders, et al., 2009) contends two main philosophies of reasoning that make up the ontological structure are positivism and interpretivism.
 The researcher chose the interpretivism, as for the philosophy is important to investigate the subjective meaning of people actions or preferences as to be capable to understand that. The paradigm is the most appropriate to the researcher’s investigation topic. The questionnaire was used to gather qualitative data that might be duplicated to set up reli-ability. In spite, the research not being used on the hypothesis, that positivist research.
Accordingly, this philosophy underlines qualitative analysis over quantitative. Moreover, interpretivism focuses on  the meaning and may utilise various strategies so as to reflect different parts of the issue. (Hammond & Wellington, 2013, p. 90)



[bookmark: _Toc42111471][bookmark: _Toc25010188][bookmark: _Toc43384337]Questionnaire design

The questionnaire consists of 22 questions, starting from traveling preferences, local community satisfaction of the destination, evaluation of the attractions and demographic questions. The questions were designed   with multiple-choice design and open-ended questions. The multi-choice questions are helpful  as the type of questions are most generally helpful for acquiring near information and respondents' special information. (Jackson & Shaw, 2009, p. 43) Additionally, the questionnaire included a limit-amount of open-ended questions. The type of questions is useful, when the researcher wants to conduct exploratory research. (Sreejesh , et al., 2014, pp. 143-159)
[bookmark: _Toc43384338]Pilot study.

Before distribution, the questionnaire was piloted among   a few random persons to ensure sustainability. The interview questions the researcher piloted on supervisor K. Flynn.The aim of the pilot study is to try the research approach to identify potential problems that may affect the quality and validity of the results. (Blessing & Chakrabarti, 2014, p. 114)

[bookmark: _Toc42111472][bookmark: _Toc43384339]Sample

The random sampling-this way to deal with testing includes the segment of individuals truly at irregular. (Denscombe, 2007, p. 17). The researcher has chosen to conduct cross-sectional research as it has the highest capability to achieve the aims of this research in the given time-frame.
 In the primary research was collected by surveys. The survey questionnaire was placed on the www.smartsurvey.co.uk   website ,where the answers of the responders were systemised. Also, conduct questionnaires online save time and produce high - quality analysis (statistics and graphs).
 Moreover, the questionnaire link was distributed through to responders on online-platform. The one hundred responders were participated in the questionnaire, as the bigger the straightforward size, the accurate will the result of the research. The sample was conducted between people above 18 years old and living in the Swansea region.
The interview questions were composed by the researcher based on the research’s topic and were sent through email to the potential participants. There interview questions were distributed to the following organisations: National Waterfront Museum, LC2 leisure centre, council (tourism department), Visit Swansea Bay and Tourism Swansea bay organisations. However, only the National Waterfront museum marketing and communication manager has replied to the email.

	



[bookmark: _Toc25010186][bookmark: _Toc42111474][bookmark: _Toc43384340]The Inductive approach

An inductive approach was  used in the research, as the advantage of this methodology   is that it does not depend on hypothesis and permits theories to be built on data collected. (Crowther & Lancaster, 2008) The research was followed by interpretative philosophy which allowed the data to support the conclusion.
    For this theory, the researcher has chosen to distinguish design. In order to develop a model of residents’ attitudes,perception of  positive or negative social impacts of tourism including personal benefits from using development ,community involvement ,residents quality of life and support further tourism development were examined.

[bookmark: _Toc25010187][bookmark: _Toc42111475][bookmark: _Toc43384341]Data analyses and method
  
The study was used the cross- sectional research method, which defined as observation research type, that discovered information gathered at one given purpose of time over  a certain group of people. ( Hulley, et al., 2015)(p 109).A cross- sectional research method  often used the questionnaire strategy. (Saunders, et al., 2009)   The content analysis was used it the study. The method is associated with a positivist paradigm and defined as a diagnostic tool for qualitative research for investigating a large amount of open ended material and diminishing it manageable amounts for analysis. The content analysis is a kind of method by which the chose information of qualitative data is methodically changed over to numerical information. (Collis & Hussey, 2014).The content analysis was needed in the study due to  the contingency measures  such as lockdown and  Covid 19.
Statistical analysis test was used to analysing the questionnaire data.







[bookmark: _Toc25010189][bookmark: _Toc42111476][bookmark: _Toc43384342]Resource limitations.

Lack of previous studies in the research topic could affect the quality of the dissertation. The researcher widely researched the topic and write a literature review. The findings were utilised as the establishment for the researcher to be based upon to accomplish his research objectives. 
The data collection process has difficulties. The researcher tried to conduct interviews through emails, but the potential participants did not replay. Therefore, the research was based on questionnaire responses. However, the organisation response was used either.
 Also, a formulation of the research aims and objectives must be straightforward and measurable. The researcher specified the aim and objective focused particularly on the theme of the research.
Furthermore, the sample size depends on the theme of the research study. If the sample size and participant’s quantity amount is too small and the is a risk of the gathered information is not observed deeply. The researcher needs to obtain a high response rate as possible to ensure that the sample is representative. The sample size importance is more considerable in quantitative studies compared to qualitative research.


[bookmark: _Toc25010190][bookmark: _Toc42111477][bookmark: _Toc43384343]Ethical considerations /risk	

The aim of ethics is considering the appropriateness of the research to  conduct in connection to the rights of the responders who participated in the research. (Mauthner, et al., 2002).Wells (1994) defines ethics in terms of behavior appropriate to academics and the conduct of research .In order to avoid bias and to receive honest responses, the questionnaire was confidential  and the collected data was protected from publicity. . The researcher stores data securely on a password protected server and did not collect personal information. In any case, there is a risk that the  questionnaire offered a slight  opportunity for the researcher to investigated the truthfulness. (Denscombe, 2014, p. 170). Another, aspect of the research are sensitive questions (gender, job, age) and the researcher behave in an empathic manner, avoid the pressure
(Denscombe, 2014, p. 171).
[bookmark: _Toc25010191][bookmark: _Toc42111478][bookmark: _Toc43384344]Reliability and Validity.

The reliability of a measure indicates the extent to which it is without bias (error free) and hence ensures consistent measurement across time and across the various items in the instrument. (Sekaran, 2003, p. 203) The reliability coefficient obtained with a repetition of the same measure on a second occasion is called test–retest reliability. That is, when a questionnaire containing some items that are supposed to measure a concept is administered to a set of respondents now, and again to the same respondents, say several weeks, then the correlation between the scores obtained at the two different times from one and the same set of respondents is called the test–retest coefficient. Moreover, the researcher   was personally sent the questionnaire link for each participant, to get reliable information and encourage honest answers. Besides, the literature source (especially from the Internet) credibility difficult to access. Dochartaigh (2002) in (Saunders, et al., 2009) suggest few areas for assessment of the authority documents available via the Internet. 


Validity is the degree to which a test estimates what the researcher needs it to gauge and the outcomes resultin  the reflect phenomena under the study (Collis & Hussey, 2014) .The researcher must avoid mistakes such as poor samples, defective methodology and deceiving estimation. To prove the validity of the information the appendices contained all questionnaire’s data and results. Reliability in this research is considered throughout the data collection method which is standard for every participant. 
[bookmark: _Toc42111479]










[bookmark: _Toc43384345]Chapter 4

Introduction.

The aim of Chapter 4 is to provide qualitative analysis and evaluate the questionnaire.
The research   project’s aim is to look at how Swansea can be developed further as a tourism destination from the point of view of local communities and local tourist organisations. It is important to understand what the needs are of the local community concerning the products and services required Swansea. Moreover, the aim of this research was to investigate the possibilities, and the best ways, of developing the Swansea leisure and tourism industry (local community impact).
Objectives:
      2. To investigate the degree of the local community satisfaction of the Swansea tourism industry and their demographic characteristic 
       3. To investigate the value and importance of Swansea as tourism destination attributes addressing locals needs (value of community) and ways how Swansea leisure and tourism industry can be developed (community impact)         
 4.To examine Wales strategy and especially Swansea   tourism industry re-development plan (local community impact).

[bookmark: _Toc42111480][bookmark: _Toc43384346]The research 
1.The questionnaire was sent to 100 participants (living in Wales   or local areas)-91 responders
The questionnaire consists of questions about people perceptions of tourism trends development, their knowledge about Swansea development and impacts on the local community and economy. 
2.The researcher intension was to conduct at least five interviews with the organisations, but due to Covid 19, changes took place in the primary research. Therefore, only one interview was completed and remaining information on other attractions was gained from content analysis. As the only one interview answer, it will support the questionnaire analysis.
The interview conducted with the National Waterfront museum’s marketing and communication manager. (Mentioned in the study as Interview participant 1.)

[bookmark: _Toc42111481][bookmark: _Toc43384347]Profile of the responders.

 The research conducted   between people above 18 years old and people who live or visited the Swansea area. The research   investigate on the social-demographic characteristic of the responders. It is important to understand the social-demographic characteristic of the participants like ages, gender, occupation, level of education, material status and tourism preferences.
[bookmark: _Toc42111482]
[bookmark: _Toc43384348]Demographics
Age
There is a straightforward connection as the tourism   experience depends on income and available time. In this questionnaire, major respondents are age group 35-54 which is can be found in figure 1. In the second age group 25-34, the rest groups 16,95% age group 18-24 and only 10% of people under 55+. It is important to consider age groups, as that explains the difference in residents’ tourism perceptions. The major respondent’s group is very significant for this research as it is middle-age people who are more active in traveling and visiting attractions as this group has got a higher income than other groups in this research.
Figure 1
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Gender
As shown in figure 2, there was a large percentage of female responders in the questionnaire, 73% of all participants. The male responders only 26,67%. The research shows that women are more likely to participate in the questionnaire and more interested in the research topic.  Therefore, female answers could be from different points of view than males, in terms, of tourism developing in Wales and Swansea surroundings.
Figure 2
[image: C:\Users\User\AppData\Local\Temp\FusionCharts-1.jpg]
Education (figure 3) and occupation (figure 4)
Considering the education level of the questionnaire’s participants can be stated that answers is been given by educated people. In this research, 80 % of all respondents are educated and will bring more clarity   in this research objectives rather than people with low levels of education as they may have no understanding of the overall picture of the questionnaire and can provide misleading information. The level of education and occupation depends on people’s income and spending. According to Shepherd and Bowler 1997 states the lack of the community education level indicated low or unnecessary engagement in the decision-making process due to the lack of the experience. (Harrill, 2004) states that people with high incomes are the most supportive in the local economy and tourism development.

Figure 3.
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Figure 4
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Marital status 
In figure 5,  55,74 % of the responders have families or partners, and at the same time 42,62 % are single.  It is important to take into consideration the material status of responders as it is the influence of their tourism preferences and opportunities as single people are visiting more night live venues but married people visiting more family based venues.
Figure 5
[image: C:\Users\User\AppData\Local\Temp\FusionCharts.jpg]

[bookmark: _Toc42111483][bookmark: _Toc43384349]Questionnaire evaluation.


[bookmark: _Toc42111484][bookmark: _Toc43384350]Local community tourism preferences.
The question refers to the (Butler, 1980) theory about community perceptions and preferences.
The relevant research issue for the tourism industry is evaluating   and analysing what people expect form destination.  (Yoon & Uysal, 2005) The questionnaire divided into few sections: the responder’s preferences and tourism evaluation criteria in common. Secondary, the Swansea city and the main attractions’ satisfaction rate and popularity. Additionally, the questions about the source of information, how community gained information and community engagement and impact in tourism development.
Figure 6 is showing what type of holiday is preferred by the respondents.  This figure shows that there is a very small amount of participants prefer ecotourism 3.5% and the majority of respondents 47% preferring leisure tourism. It means, that the majority of people in the Swansea want to receive service and ready to pay money for it rather than eco-tourism people where people mostly enjoying walking in the parks, beaches or in landmarks. These   answers are linked with what people desire living in the Swansea area.  (or have been visiting   Swansea). In the cultural tourism interested 21,5% of responders,15,80 % in adventure tourism and 12% in sport tourism. Hovewer, eco-tourism is on a very low level might be only because that secondary data respondents mostly were from the Swansea area and surroundings who are not taken on account beautiful views and landscapes as they live in that area. But on the other side, community based nature tourism is perceived as giving people some stake in ecotourism to meet their livelihood needs (Brandon, 1999). 

Figure 6.
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Figure 7 shows what criteria’s responders take in the consideration of choosing the holidays.
The 57,38 % of the responders take into consideration of budget opportunities. The weather conditions are important for 52,46% of the participants. The available time and destination accessibility take in consideration 47,54% of the participants. The other 40% responders interested in attractions and 32% in activities. It means that even with poor weather conditions 32% of customers will be happy to enjoy activities indoors.  Also, a clean and beautiful environment is necessary for tourists and other people who are choosing holidays. 
Figure 7.
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 Hall and Weiler  in ( Seraphin, et al., 2018) states that 
 ‘when the travelers’ motivation and decision-making are primarily determined by a particular special interest with a focus either on activities and/or destinations and settings’.
When choosing holidays, all aspects that are shown in figure 7 is need to be taken on consideration as it represents the importance of them all as it is mostly even in the graphs. However, Wales is a lot of rainy days and people who are relying on good weather might avoid Swansea’s destination even there are a lot of beautiful landscape views. In fact, accessibility to the venues and attraction is likely preferred the same as the budget to enjoy holidays. Satisfaction destination criteria overall   refers to question 10 about criteria, that important for people while visiting the destination.
As demonstrated, in figure 8 for 59,02% of the respondents, the safety and security of the destination take first place. The 49,18% of the responders pay attention to the clearness of the destination. The 47,54% looking for nature choosing the tourism destination. The price range takes in the consideration 44,26% of people. The 36% responders interested in the events and 34% in the night clubs, while visiting the destination.






Figure 8.
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Evaluation Swansea and attractions.
Evaluation research is the need to make a judgment on the achievement or success of the project or particular leisure facilities, and how it meets required execution standards or specific tourism industry program advancement campaign has  cost- effective, (Veal, 2006)

 Questions 11 refers to the criteria mentioned in   question 10   and how it suitable regarding Swansea.
Figure 9   indicates that the higher scores of the satisfaction criteria of Swansea is nature.  29% of the responders are very satisfied with the nature. These results show that the nature of Swansea   was key to fulfilling the satisfaction and expectations of the local community. Despite, that fact the only 3,5% of the responders prefer eco-tourism (shown in figure 6). At the same time, 66,1 % of the responders are satisfied with the security and safety of the destination. Moreover, 40% of responders are satisfied with the clearness and accessibility of the city.
The   lowest score in the dissatisfaction criteria is nightlife. The 10,3% of the responders are very dissatisfied with  the Swansea nightlife.   As well as 8,6 % of the responders equally dissatisfied   with events and entertainment what indicates that the criteria did not meet expectations related to the local community satisfaction.
Figure 9
	11. How satisfied are the below when visiting Swansea? 

	 
	Very satisfied
	Satisfied
	Neither satisfied nor dissatisfied
	Dissatisfied
	Very dissatisfied
	Prefer not to say
	Response Total

	Attractions
	8.6%
(5)
	50.0%
(29)
	22.4%
(13)
	13.8%
(8)
	3.4%
(2)
	1.7%
(1)
	58

	Safety and security
	8.5%
(5)
	66.1%
(39)
	22.0%
(13)
	1.7%
(1)
	1.7%
(1)
	0.0%
(0)
	59

	Accessibility
	15.3%
(9)
	64.4%
(38)
	16.9%
(10)
	0.0%
(0)
	1.7%
(1)
	1.7%
(1)
	59

	Cleanliness of the destination
	8.5%
(5)
	40.7%
(24)
	33.9%
(20)
	11.9%
(7)
	5.1%
(3)
	0.0%
(0)
	59

	Nature
	29.8%
(17)
	47.4%
(27)
	17.5%
(10)
	1.8%
(1)
	1.8%
(1)
	1.8%
(1)
	57

	Nightlife
	17.2%
(10)
	39.7%
(23)
	15.5%
(9)
	13.8%
(8)
	10.3%
(6)
	3.4%
(2)
	58

	Events
	8.6%
(5)
	44.8%
(26)
	22.4%
(13)
	15.5%
(9)
	8.6%
(5)
	0.0%
(0)
	58

	Entertainment
	8.6%
(5)
	46.6%
(27)
	25.9%
(15)
	10.3%
(6)
	8.6%
(5)
	0.0%
(0)
	58

	Prices
	6.9%
(4)
	56.9%
(33)
	27.6%
(16)
	3.4%
(2)
	5.2%
(3)
	0.0%
(0)
	58

	Guest service
	5.2%
(3)
	62.1%
(36)
	27.6%
(16)
	1.7%
(1)
	3.4%
(2)
	0.0%
(0)
	58

	


	
	
	
	
	
	
	

	











	
	
	
	
	
	
	




Regardless of the fact that local community attitude toward tourism is significant as  a satisfied community is credibly   to endorse   tourism development. (Snaith & Haley, 1999) 
  First of all, the results allow us to understand community attitudes how   Swansea city a satisfied   criteria, which people looking for visiting destination.

Nevertheless, the interview participant 1 states:
Interview question N 4. In your opinion, what type of tourism development has Swansea been most lacking up until now?
I don’t think Swansea actually lacks much of anything – it has good theatres, fantastic beaches, castles, museums, parks, good restaurants and accommodation, a brilliant coastal pedestrian and bike route. It might lack some adventurous things to do (like a zipwire) or development of its obvious potential as a place to learn watersports. And personally, I do like to get up high – so although there is the very tall restaurant with amazing views, a large London-eye style wheel might be good.

The opinion from the Swansea’s attraction representative positive against the community feedback. However, people who are not involved in cultural attraction thinks that there is still needed a lot of improvements in events and nightlife. 
Figure 10 shows what improvements the local community suggests to develop regarding the Swansea tourism industry and leisure. The 59,9 %of the responders are interested in the events and new attractions. Besides, due the 48,28%   of the responder’s opinions the city infrastructure   required renovation and about 33% transport system. The 32,76 % of the responder’s   recommendations were transport system improvement.
Figure 10
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Simultaneously, according to   questions 16 responses regarding improvements and new developments   that participants would like to see in Swansea: new attractions, aesthetic changes, investments, support, or others, the opinions vary.
The   47% of the participant’s responders agreed that in the city lack of music events and new attractions. Besides, the responding   participant 12   was 
   “Need to make more indoor attractions available, especially in preparation for wet weather. Need to promote the existing attractions e.g. museums and art galleries etc more actively.”
The    10 % of responders states that is required the clearness of destination and more   green zone. 
  The   participant 5   opinion was.  
“I would like to see a bigger push on community run businesses, the market is a big attraction for the city but that seems the only advertisement on family run businesses. Swansea needs more culture it needs more character.”
Moreover, participant 16 responded that required   support from the Welsh government to promote Swansea at the same level as Cardiff.

In the same time, the opinion from the interview participants 1 was:
Interview Question 10 
In your opinion, how important are the community views, opinions, preferences, with respect to Leisure / Tourism Developments in Swansea?
Answer:
The views and preferences and opinions of the community do of course need to be considered, but also need to be weighed against the benefits of improving things for tourists, for example blocking any development of any kind on the sea front.

As a result, the majority of participant’s opinions that Swansea luck of attractions, nightlife and music events. Besides, due to weather conditions, participants suggest more indoor attractions. Simultaneously, participants recommended more promotion of the existing attraction and more support for the community’s run businesses.
The interview participants (manager in the organisation) agreed that community opinion must be considered and are necessary improvement for tourism attractions.
The majority of the responder’s opinion regarding question 15 about impacts of Swansea’s attractions have on local community and economy was partly skeptical. Firstly, all participants agreed that it is a huge economic impact on the Swansea city development: job creation and yield profit However, the majority of responders argue that local community impact is minimal. Only 2 of the responders answer that attractions improve lifestyle and bring people together. Besides, the participant 12 states that the tourism industry could be   potentially the biggest employer.
In the same time   Interview participant 1 opinion was:
Question 9 How much do you feel the community is involved in the new Tourism   / Leisure 
developments?
Answer:
I don’t know if they are involved at all – there is very little engagement if invited. 

According to (Sharma & Dyer, 2009) it is essential to comprehend local’s communities attitudes as it helps tourism organisations to embrace a sufficient responsive mechanism to the negative impacts that emerge from the tourism .To identify the main limitations of the Swansea tourism industry  from the local community’s and organisation opinions, it is   important   to the  council to take that opinions in the consideration due to future for the improvements and satisfaction of the local people and organisations
The question 4 about which   Swansea’s attractions know the responders.
The Swansea city center, the Gower and Mumbles pier are equally famous between 86,89% of the responders.   The 77,05% of the responders are familiar with The National Waterfront Museum. The most popular Swansea attraction between visitors LC2 is famous only between 73,77% of the responders. The only 44,26% of the participants were familiar with cultural attraction Glyn Vivian gallery.  Additionally, one of the participants mentioned Dylan Thomas house and Clyne farm centre.

Nevertheless, as demonstrated   the opinion of the interview’s participants 1
Question 3. What (in your opinion) are the most popular tourist / leisure attractions in Swansea?
Answer
The LC has consistently attracted more visitors than any other attraction; though Rhossili in Gower as a whole (if you are including Gower) as one of the Rough Guide’s best beaches in the world, must receive millions of visitors. The National Waterfront Museum is very popular with approx. 275000 visits for the last three years
Figure 10
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 Figure 11 refers to the question 5 have the responders ever visited following attraction. According, to the questionnaire result, 93% of responders visited Gower and 88% visited Mumbles. The 72% of the responders visited LC2, 60%   National Waterfront Museum and   51% Swansea museum. On the other hand, about 49% of the responders have no visited Swansea museum, 70,18 % Glyn Vivian gallery and 45% the Waterfront Museum. Only 28% of   participants   have no visited   LC2, 11,6 % Mumbles pier and   about 7% Gower.

Figure 11
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The two figures show that Swansea is famous for eco-tourism (nature) places like Gower and Mumbles neither cultural attractions (gallery, museums) It indicating a lack of promotion, poorly developed facilities and attractions. Also, according to the participant’s opinion Swansea tourism industry lack of entertainment and leisure attractions.
Figure 12 shows the degree of how visitors enjoy the venues.
From all tourist   attractions in Swansea the highest satisfaction rates have   Gower - 54,2% of responders, then 42,8%   -Mumbles pier, LC2 and Swansea city center   satisfaction rate 20,8 %.  Only 9,1% of responders satisfied with The Glyn Vivian Gallery, 13,7 % Waterfront museum and 16% Swansea museum. However, 13,6 % of responders dissatisfied with Swansea city center, 2%   with the Swansea museum. 



Figure 12
[image: ]Figure 13 refers to a question about how people gained information about attractions.
The majority of responders informed about the main Swansea’s   attraction from family and friends neither from official sources. 53% of responders gained information about LC2 from friends and family. Only 1,7 % of responders gained information from the internet, media or guides. The equal information about Gower and Mumbles 44% of the responders gained from friends and family. Also, the information about the attraction from the   internet 8,5%- Gower and 6,8% - Mumbles. On the other hand, 29% of the responders heard about the Glyn Vivian gallery from the internet and 20% about Swansea and Waterfront museums.
Figure 13

	7. How did you hear about the below tourist attractions? 

	 
	Internet
	Friends
	Media
	Travel agency
	Books and Guides
	Family
	Response Total

	LC2
	22.4%
(13)
	53.4%
(31)
	1.7%
(1)
	0.0%
(0)
	1.7%
(1)
	20.7%
(12)
	58

	National Waterfront Museum
	21.1%
(12)
	42.1%
(24)
	8.8%
(5)
	0.0%
(0)
	5.3%
(3)
	22.8%
(13)
	57

	Mumbles pier
	6.8%
(4)
	44.1%
(26)
	1.7%
(1)
	0.0%
(0)
	3.4%
(2)
	44.1%
(26)
	59

	Swansea Museum
	19.6%
(11)
	39.3%
(22)
	8.9%
(5)
	0.0%
(0)
	7.1%
(4)
	25.0%
(14)
	56

	Glyn Vivian Gallery
	29.4%
(15)
	35.3%
(18)
	7.8%
(4)
	0.0%
(0)
	7.8%
(4)
	19.6%
(10)
	51

	Gower (beaches)
	8.5%
(5)
	44.1%
(26)
	3.4%
(2)
	0.0%
(0)
	3.4%
(2)
	40.7%
(24)
	59

	Swansea city center
	3.3%
(2)
	53.3%
(32)
	1.7%
(1)
	0.0%
(0)
	0.0%
(0)
	41.7%
(25)
	60




According to the questionnaire about the resident’s knowledge about the Swansea re-development plan (question N 13 in the questionnaire) the 52 of the responders have no information. The other responders prefer to skip the question. Consequently, the local community is not appearing to be pure informed with the Swansea re-development plan. It is indicating minor community engagement, lack of marketing and pure communication between council and community .According to (Sharma & Dyer, 2009) it is essential to comprehend local’s communities’ attitudes as it helps tourism organisations to embrace a sufficient responsive mechanism to the negative impacts that emerge from the tourism. In this manner, the community’s contribution and relationship quality is essential for city sustainable tourism. Besides, local marketing is an important force for city tourism development. 

Question from interview (participant 1)
How are the local community communicated / engaged with, with regards to their views on Tourism   / Leisure?....... How are they informed of new developments? 
Answer:
The council will inform the general public via press releases and notices on the council website and social media channels, and they also regularly host meetings to which the community is invited to discuss changes and potential developments. 

It shows that council communication has been establishing with the tourism attractions and organisation. In the opinion of the interview participant 1 (communication and marketing manager of the museum), there is enough information in the social media and council informed the community through social media and share the development plans. However, according to responses, people gained information from the informal sources (friends, family), neither from the internet or media. This indicating lack of marketing and information provided to the community. The questions refer to research in the literature review marketing of local image.

In general, the results of the responses indicate that community satisfaction of tourism, leisure and attractions. Remarkably, the responders agreed and provide positive opinions regarding criterias the Swansea as a tourism destination and existing attractions. However, the community engagement seems to be low according to the questions of the community impact and re-development plan. Moreover, regarding the responder’s opinion, the is a low community impact in the tourism industry. The answer indicating low engagement and communication community with the council. 



 


[bookmark: _Toc43384351]Chapter 5
In this chapter, the researcher will highlight the main findings. Additionally, will discuss and analyses the finding, take in the consideration aim and objectives of the research. Moreover, the chapter will be considering limitations and recommendations for future research.
[bookmark: _Toc43384352]   Main findings
The aim of the research was to evaluate the local community and tourism organization perceptions, preferences and satisfaction level of tourism and its development. In order to identify the suggestions of the local community and its engagement in the future tourism development.  Swansea needs further development in the tourism sector and has potential for the future. Swansea attractions and some tourism resources allow the city to satisfy some of the local community tourism preferences. First of all, according to the findings, the improvement required for the Swansea, regarding   tourism industry. Secondary, low level of the local community engagement in the planning progress and lack of information, due to the poor marketing and community engagement. Drawing the result based on the local community feedbacks, there are suggestions on the Swansea improvement regarding the tourism and leisure, especially in the events and leisure attractions.


   Objective 1.-To examine relevant theories and previous studies in the research topic.
 Objective 1 was investigated by the researcher in Chapter two. There was providing relevant theories, the range of academic sources surrounding the research was considering: journals, books and official web-sites.
     Objective 2 To investigate the local community the degree demographic characteristic, preferences and the local community satisfaction of the Swansea tourism industry. 
Due to the fact that the majority of the responders were in the 34-54 age group and the majority was female the tourism preferences were following. The responders interested more in leisure tourism and cultural tourism, neither the adventure, sport and eco-tourism. It indicating that demographic characteristic is important considering community tourism preferences. The majority of responders have an educational level (34% Bachelor degree and 25% Master degree) and 67% are employment  as mentioned in the (Harrill, 2004) study the people with high income and educational level more supportive in the development.
According to responses, the Swansea city are meet the needs of the local community.
Based on research data, over 60% of participants are satisfied with security and safety in Swansea. The responses indicating that Swansea fulfills community nee and expectations: the prices, nature transport system. Over 40% of people are satisfied with the clearness and accessibility of premises, however, that means that still 60% is not satisfied with it and there is still a lot of improvement required. Moreover, events, entertainments, attractions are very dissatisfied the local community representatives.
The responses confirm the previous research in the literature review that Gower and Mumbles pier are the most popular Swansea’s attractions. The cultural attractions, such Swansea museum and Glynn Vivian Gallery rating between the responders was low.

Objective 3 To investigate the value and importance of Swansea as tourism destination attributes addressing locals needs (value of community) and ways how Swansea leisure and tourism industry can be developed (community impact). 
   The majority of responders simultaneously agreed that attractions and more events required improvements and development to reach the community’s satisfaction level following this Swansea will become developed as a tourism destination and more sufficient for the community needs. Besides, infrastructure and transport system requires improvements. Moreover, it links to the findings from the previous study state the fact that local community attitude toward tourism is significant as a satisfied community is credibly to endorse tourism development. (Snaith & Haley, 1999) . Regarding   the open- ended question about what new development required in Swansea, the participants stated that in Swansea necessary to develop entertainment (nightlife) and provide more music events.
Besides, the local community represantives consider that cultural attraction need to be promoted better. The responders expressed the opinion about the needs for new attractions (especially indoor), aesthetic changes and lacks of investment and government supports for Swansea.Through these improvements the city could be can be developed as a tourism destination and satisfy local community needs.
 


Objective 4. To examine Wales strategy and especially Swansea   tourism industry re-development plan (local community impact)
Wales strategy re-development plan taking place in Swansea at the moment, however the questionnaire participants were aware of it, as they had no information about the city improvements in Swansea.The result of the analysing data shows that community involvement has disinclination in the tourism sector. The responders agreed with the high positive economic effect of tourism, however, the majority   of the responders expressed opinion over the low impact on the community. Research results clearly shows that Swansea redeveloping plan needs be organised to be sure that local community and potential tourist will be aware how and when they can participate in upcoming events as it will increase tourist streams to Swansea and generate income for local people. Therefore , it is necessary for the future to demonstrate and emphasise the positive and high impact of tourism  on the community, ashough the tourism organisation and council should be given more information about re-development of Swansea through different media streams  due to engage the community.The importance of community engagement is mentioned it he literature review in (Zainal , et al., 2012)and (Stylidisa, et al., 2014)studies. 







[bookmark: _Toc43384353]Limitations.

The study has several limitations
First of all, during the research process, the main limitation was conducting an interview. The interview was conducted via email with 5 organisations. However, the was a lack of responses, only one organisations have no response to the emails. 
A secondary questionnaire was placed only on the online platform, while researcher tension was distributed it in the public place (library, attractions) due to engage more participants.

[bookmark: _Toc43384354]Recommendations for future research. 
First of all, the researcher recommends to conduct an interview with the tourism organisations and attractions. As the researcher attempt to get responses failed. Besides, the interview with the city council   Swansea tourism department to find out opinions regarding community engagement and impact on tourism.
Secondary, spread the questionnaire among the local community and try to get more responses and opinions. 
So that to get well- grounded and authentic information to ensure the reliability of the research and support the previous studies.
Finally, the point of the discussion - compare the organisations and council answers with the community responses to identify main accordance and issues in the tourism industry satisfaction and community engagement.

  
[bookmark: _Toc43384355]Recommendation 1.
Highly recommend to create the internet platform where tourists and local people will be getting information from the Swansea Council to increase awareness of Swansea events and its redevelopment plan.
[bookmark: _Toc43384356]Recommendation 2.
Council of Swansea needs to be sure that people are satisfied with nightlife venues and events as research shows that local people have concerns about its quality as research identified low satisfaction rates.
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  


SECTION A: About You (Principal Researcher)

	Full Name:
	Jekaterina Jakusenoka

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	Tourism and hospitality /Business school

	Campus:
	Swansea Business Campus

	E-mail address:
	jakusenoka2510@gmail.com

	Contact Telephone Number:
	07846179249

	For students:

	Student Number:
	1707391
	Undergraduate
	☒
	Programme of Study:
	 BA Tourism management
	Taught Postgraduate
	☐
	Director of Studies/Supervisor:
	Kathryn  Flynn
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in)

	☒	supervisor


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.

SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	Support from supervisor
	☒
	Handbook 
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	A critical evaluation of the leisure and tourism    industry in Wales. Case study: Swansea (community impact)


	Proposed start date:
	10.10.2019
	Proposed end date:
	07.05.2020

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	This research is going to be undertaking to find out if tourism trends and strategy makes significant tourists pulls in out of season destinations.
       Objectives:
    1.Objective 1. 
       To examine the relationship between tourists' perceived importance of destination attributes their and socio-demographic characteristics such as travel motivation, trip purpose, gender, age, occupation, marital status.
2 To investigate the degree of the local community satisfaction of the Swansea tourism industry
3 To investigate the value and importance of Swansea destination attributes addressing locals needs (value of community)                 
4.To examine Wales strategy and specially Swansea   tourism industry re-development plan (local community impact)




(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	

surveys


(this box should expand as you type)




	Location of research activity
Identify all locations where research activity will take place.

	Swansea 

(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	

(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☐
	☒

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☐
	☒

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☐



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 


SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☒



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	
About 100 people
this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 

	


(this box should expand as you type)






	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	


(this box should expand as you type)





SECTION H: Anticipated Risks

	[bookmark: _Toc42111492][bookmark: _Toc43384360]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc42111493][bookmark: _Toc43384361]Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☐


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	Sensitive organisation information
(this box should expand as you type)

	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
No

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	All participants including the researcher will be treated with the respect
(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
Data protection
(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	
	All information will be confidentially
(this box should expand as you type)





	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	

The dissertation will be available to all participants by request
 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	
The participants will tick the boxes for their agreement 

 (this box should expand as you type)

	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	The confidence will be guaranteed for participants.


(this box should expand as you type)






SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☒

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☐
	☒

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☐

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	


All collected data will be anonymous
(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☒

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	




(this box should expand as you type)



	List all who will have access to the data generated by the research activity:

	
The researcher
(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	

The researcher
(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
The data storage   will be on the researcher's personal laptop.
	



(this box should expand as you type)




SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	J.Jakusenoka
	Date:15.11.2019
	



For students:
	Director of Studies/Supervisor:
	

	Signature:
	
J.Jakusenoka

	Date:
	15.11.2019



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	
I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)


	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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1. How often do you go on holiday per year?
· Less than once a year
· Once a year
· 2-4 times
· Over 5 tines a year

2. Please tick the things which are more important to you choosing holidays?
                                                      Very umlikely- Unlikely-Likely-Very likely -Prefer not to say    
Budget                            
Time available
Activities
Location
Accessibility(transport)
Attractions
Weather
Other (please state)

3. What type of holidays do you prefer?
· Adventure
· Sport
· Cultural
· Eco-tourism
· Leisure
· Other (please state)

4. What of the following Swansea s attractions do you know?
· LC2
· National Waterfront Museum
· Mumbles pier
· Swansea museum
· Glyn Vivian Gallery
· Gover (beaches)
· Swansea city center
· Other (please state)

5. Have you ever visited the following attractions?
                                                                                      Yes             No 
LC2
National Waterfront Museum
Mumbles pier
Swansea museum
Glyn Vivian Gallery
Gover (beaches)
Swansea city center
Other (please state)

6. How many times have you visited the attractions?
                                                           Never           1-2    3-4        5-8        9+
LC2
National Waterfront Museum
Mumbles pier
Swansea museum
Glyn Vivian Gallery
Gover (beaches)
Swansea city center
Other (please state)


7. How did you hear about the below tourist attractions? 


                                            Internet   Friends   Media   Travel agency   Books and guides Family
LC2
National Waterfront Museum
Mumbles pier
Swansea museum
Glyn Vivian Gallery
Gover (beaches)
Swansea city center
Other (please state)

8. Who do you normally visit the attractions with?

                                                                   Alone   Friends    Partner   Family   Prefer not to say
LC2
National Waterfront Museum
Mumbles pier
Swansea museum
Glyn Vivian Gallery
Gover (beaches)
Swansea city center
Other (please state)




9. To what degree did you enjoy your visit to those venues?

                                          Very satisfied   Satisfied  Neither satisfied nor dissatisfied Dissatisfied Prefer not to say 
LC2
National Waterfront Museum
Mumbles pier
Swansea museum
Glyn Vivian Gallery
Gover (beaches)
Swansea city center
Other (please state)

10. How important are the below, when you visit destinations?
	
	Very important
	Important
	Don’t know
	Unimportant
	Very Unimportant
	Prefer not to
say


	Attractions




	
	
	
	
	
	

	Safaty and security

	
	
	
	
	
	

	Accessibility

	
	
	
	
	
	

	Cleanliness of the destination
	
	
	
	
	
	

	Nature

	
	
	
	
	
	

	Night life

	
	
	
	
	
	

	Events

	
	
	
	
	
	

	Entertainment

	
	
	
	
	
	

	Prices

	
	
	
	
	
	

	Guest service 

	
	
	
	
	
	











11. How satisfied are the below when visiting Swansea?
	
	Very important
	Important
	Don’t know
	Unimportant
	Very Unimportant
	Prefer not to
say


	Attractions




	
	
	
	
	
	

	Safaty and security

	
	
	
	
	
	

	Accessibility

	
	
	
	
	
	

	Cleanliness of the destination
	
	
	
	
	
	

	Nature

	
	
	
	
	
	

	Night life

	
	
	
	
	
	

	Events

	
	
	
	
	
	

	Entertainment

	
	
	
	
	
	

	Prices
Guest service 

	
	
	
	
	
	






12. In your opinion what should be improved in Swansea regarding the tourism industry and leisure?
· Infrastructure
· Events 
· Service
· Transport
· Attractions 
· Other 

13. The Swansea Central project will see a 3,500-seat arena built above a multi-storey car park alongside a hotel, shops, new bridge and housing. (Including Marina bay, Hafod Copperworks) What do you know about Swansea re-development plan?
14. In your opinion, how do Swansea's attractions compare and compete with other destinations?
15. "In your opinion, how much of an impact do Swansea's attractions have on a) the local community b) the local economy?"
16. What improvements would like to see in Swansea? (new attractions / aesthetic changes / investment / support)
17. Please, state your area of living
18. What is your employment status?
· Employed
· Self-employed
· Unemployed
· Retired
· Student
· Other

19. Gender (mark the appropriate answer)
· Male
· Female
· Other
· Prefer not to say

20. What is your age?
· 18-24
· 25-34
· 35-54
· 55+
· Prefer not to say
21. Your marital status?

· Single
· Married/Partnership
· Prefer not to say

22. Your highest education level?

· High school graduate
· Bachelor’s degree
· Master degree
· Prefer not to say
· Other
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	[bookmark: q_11309567]2. Please tick the things which are more important to you choosing holidays? 

	 
	Very Unlikely
	Unlikely
	Likely
	Very Likely
	Prefer not to say
	Response Total

	Budget
	3.3%
(2)
	6.6%
(4)
	32.8%
(20)
	57.4%
(35)
	0.0%
(0)
	61

	Time available
	3.3%
(2)
	6.6%
(4)
	42.6%
(26)
	47.5%
(29)
	0.0%
(0)
	61

	Activities
	8.2%
(5)
	19.7%
(12)
	37.7%
(23)
	32.8%
(20)
	1.6%
(1)
	61

	Location
	11.5%
(7)
	6.6%
(4)
	37.7%
(23)
	44.3%
(27)
	0.0%
(0)
	61

	Accessibility (transport)
	4.9%
(3)
	13.1%
(8)
	55.7%
(34)
	26.2%
(16)
	0.0%
(0)
	61

	Attractions
	6.7%
(4)
	13.3%
(8)
	38.3%
(23)
	40.0%
(24)
	1.7%
(1)
	60

	Weather
	3.3%
(2)
	6.6%
(4)
	37.7%
(23)
	52.5%
(32)
	0.0%
(0)
	61

	
	answered
	61

	
	skipped
	0



Matrix Charts

	2.1. Budget
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	3.3%
	2

	2
	Unlikely
		 



	6.6%
	4

	3
	Likely
		 



	32.8%
	20

	4
	Very Likely
		 



	57.4%
	35

	5
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	3.44
	Std. Deviation:
	0.76
	Satisfaction Rate:
	61.07

	
	Variance:
	0.57
	Std. Error:
	0.1
	 



	answered
	61



	2.2. Time available
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	3.3%
	2

	2
	Unlikely
		 



	6.6%
	4

	3
	Likely
		 



	42.6%
	26

	4
	Very Likely
		 



	47.5%
	29

	5
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	3.34
	Std. Deviation:
	0.74
	Satisfaction Rate:
	58.61

	
	Variance:
	0.55
	Std. Error:
	0.1
	 



	answered
	61



	2.3. Activities
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	8.2%
	5

	2
	Unlikely
		 



	19.7%
	12

	3
	Likely
		 



	37.7%
	23

	4
	Very Likely
		 



	32.8%
	20

	5
	Prefer not to say
		 



	1.6%
	1

		Analysis
	Mean:
	3
	Std. Deviation:
	0.96
	Satisfaction Rate:
	50

	
	Variance:
	0.92
	Std. Error:
	0.12
	 



	answered
	61



	2.4. Location
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	11.5%
	7

	2
	Unlikely
		 



	6.6%
	4

	3
	Likely
		 



	37.7%
	23

	4
	Very Likely
		 



	44.3%
	27

	5
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	3.15
	Std. Deviation:
	0.97
	Satisfaction Rate:
	53.69

	
	Variance:
	0.95
	Std. Error:
	0.12
	 



	answered
	61



	2.5. Accessibility (transport)
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	4.9%
	3

	2
	Unlikely
		 



	13.1%
	8

	3
	Likely
		 



	55.7%
	34

	4
	Very Likely
		 



	26.2%
	16

	5
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	3.03
	Std. Deviation:
	0.77
	Satisfaction Rate:
	50.82

	
	Variance:
	0.59
	Std. Error:
	0.1
	 



	answered
	61



	2.6. Attractions
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	6.7%
	4

	2
	Unlikely
		 



	13.3%
	8

	3
	Likely
		 



	38.3%
	23

	4
	Very Likely
		 



	40.0%
	24

	5
	Prefer not to say
		 



	1.7%
	1

		Analysis
	Mean:
	3.17
	Std. Deviation:
	0.92
	Satisfaction Rate:
	54.17

	
	Variance:
	0.84
	Std. Error:
	0.12
	 



	answered
	60



	2.7. Weather
	Response Percent
	Response Total

	1
	Very Unlikely
		 



	3.3%
	2

	2
	Unlikely
		 



	6.6%
	4

	3
	Likely
		 



	37.7%
	23

	4
	Very Likely
		 



	52.5%
	32

	5
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	3.39
	Std. Deviation:
	0.75
	Satisfaction Rate:
	59.84

	
	Variance:
	0.57
	Std. Error:
	0.1
	 



	answered
	61
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	[bookmark: q_11309679]3. What type of holidays do you prefer? 

	 
	Response Percent
	Response Total

	1
	Adventure
		 



	15.79%
	9

	2
	Sport
		 



	12.28%
	7

	3
	Cultural
		 



	21.05%
	12

	4
	Eco-Tourism
		 



	3.51%
	2

	5
	Leisure
		 



	47.37%
	27

		Analysis
	Mean:
	3.54
	Std. Deviation:
	1.55
	Satisfaction Rate:
	63.6

	
	Variance:
	2.39
	Std. Error:
	0.2
	 



	answered
	57

	
	skipped
	4

	If other state here (5)

		1
	25/04/2020 12:49 PM
ID: 139481666
	Both leisure and culture combined 

	2
	25/04/2020 13:07 PM
ID: 139482248
	Sometimes for relaxation purposes. 

	3
	25/04/2020 14:34 PM
ID: 139484626
	Relaxing

	4
	25/04/2020 16:58 PM
ID: 139488468
	Mixture

	5
	11/05/2020 16:53 PM
ID: 140774833
	Adventure
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	[bookmark: q_11309719]4. 4.What of the following Swansea s attractions do you know? 

	 
	Response Percent
	Response Total

	1
	LC2
		 



	73.77%
	45

	2
	National Waterfront Museum
		 



	77.05%
	47

	3
	Mumbles pier
		 



	86.89%
	53

	4
	Swansea Museum
		 



	65.57%
	40

	5
	Glyn Vivian Gallery
		 



	44.26%
	27

	6
	Gower (beaches)
		 



	86.89%
	53

	7
	Swansea city center
		 



	86.89%
	53

		Analysis
	Mean:
	21.02
	Std. Deviation:
	39.07
	Satisfaction Rate:
	263.39

	
	Variance:
	1526.25
	Std. Error:
	5
	 



	answered
	61

	
	skipped
	0

	if other state here (2)

		1
	24/04/2020 19:00 PM
ID: 139455847
	Dylan Thomas Birthplace
Clyne Farm Centre 

	2
	25/04/2020 13:17 PM
ID: 139482177
	All
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	[bookmark: q_11309778]5. Have you ever visited the following attractions? 

	 
	Yes
	No
	Response Total

	LC2
	71.7%
(43)
	28.3%
(17)
	60

	National Waterfront Museum
	60.0%
(36)
	40.0%
(24)
	60

	Mumbles pier
	88.3%
(53)
	11.7%
(7)
	60

	Swansea Museum
	51.7%
(31)
	48.3%
(29)
	60

	Glyn Vivian Gallery
	29.8%
(17)
	70.2%
(40)
	57

	Gower (beaches)
	93.3%
(56)
	6.7%
(4)
	60

	Swansea city center
	95.0%
(57)
	5.0%
(3)
	60

	
	answered
	61

	
	skipped
	0

	if other state here (2)

		1
	24/04/2020 19:00 PM
ID: 139455847
	DT Birthplace 
Clyne Farm Centre 

	2
	11/05/2020 16:53 PM
ID: 140774833
	Dylan Thomas House






Matrix Charts

	5.1. LC2
	Response Percent
	Response Total

	1
	Yes
		 



	71.7%
	43

	2
	No
		 



	28.3%
	17

		Analysis
	Mean:
	1.28
	Std. Deviation:
	0.45
	Satisfaction Rate:
	28.33

	
	Variance:
	0.2
	Std. Error:
	0.06
	 



	answered
	60



	5.2. National Waterfront Museum
	Response Percent
	Response Total

	1
	Yes
		 



	60.0%
	36

	2
	No
		 



	40.0%
	24

		Analysis
	Mean:
	1.4
	Std. Deviation:
	0.49
	Satisfaction Rate:
	40

	
	Variance:
	0.24
	Std. Error:
	0.06
	 



	answered
	60



	5.3. Mumbles pier
	Response Percent
	Response Total

	1
	Yes
		 



	88.3%
	53

	2
	No
		 



	11.7%
	7

		Analysis
	Mean:
	1.12
	Std. Deviation:
	0.32
	Satisfaction Rate:
	11.67

	
	Variance:
	0.1
	Std. Error:
	0.04
	 



	answered
	60



	5.4. Swansea Museum
	Response Percent
	Response Total

	1
	Yes
		 



	51.7%
	31

	2
	No
		 



	48.3%
	29

		Analysis
	Mean:
	1.48
	Std. Deviation:
	0.5
	Satisfaction Rate:
	48.33

	
	Variance:
	0.25
	Std. Error:
	0.06
	 



	answered
	60



	5.5. Glyn Vivian Gallery
	Response Percent
	Response Total

	1
	Yes
		 



	29.8%
	17

	2
	No
		 



	70.2%
	40

		Analysis
	Mean:
	1.7
	Std. Deviation:
	0.46
	Satisfaction Rate:
	70.18

	
	Variance:
	0.21
	Std. Error:
	0.06
	 



	answered
	57



	5.6. Gower (beaches)
	Response Percent
	Response Total

	1
	Yes
		 



	93.3%
	56

	2
	No
		 



	6.7%
	4

		Analysis
	Mean:
	1.07
	Std. Deviation:
	0.25
	Satisfaction Rate:
	6.67

	
	Variance:
	0.06
	Std. Error:
	0.03
	 



	answered
	60



	5.7. Swansea city center
	Response Percent
	Response Total

	1
	Yes
		 



	95.0%
	57

	2
	No
		 



	5.0%
	3

		Analysis
	Mean:
	1.05
	Std. Deviation:
	0.22
	Satisfaction Rate:
	5

	
	Variance:
	0.05
	Std. Error:
	0.03
	 



	answered
	60
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	[bookmark: q_11309798]6. How many times have you visited the attractions? 

	 
	Never
	1-2
	3-4
	5-8
	9+
	Response Total

	LC2
	28.3%
(17)
	20.0%
(12)
	11.7%
(7)
	5.0%
(3)
	35.0%
(21)
	60

	National Waterfront Museum
	40.0%
(24)
	31.7%
(19)
	11.7%
(7)
	10.0%
(6)
	6.7%
(4)
	60

	Mumbles pier
	8.3%
(5)
	23.3%
(14)
	21.7%
(13)
	8.3%
(5)
	38.3%
(23)
	60

	Swansea Museum
	46.7%
(28)
	31.7%
(19)
	11.7%
(7)
	3.3%
(2)
	6.7%
(4)
	60

	Glyn Vivian Gallery
	73.2%
(41)
	19.6%
(11)
	7.1%
(4)
	0.0%
(0)
	0.0%
(0)
	56

	Gower (beaches)
	6.7%
(4)
	11.7%
(7)
	21.7%
(13)
	11.7%
(7)
	48.3%
(29)
	60

	Swansea city center
	3.3%
(2)
	6.7%
(4)
	10.0%
(6)
	5.0%
(3)
	75.0%
(45)
	60

	
	answered
	61

	
	skipped
	0

	if other state here (2)

		1
	24/04/2020 19:00 PM
ID: 139455847
	Dylan Thomas Birthplace 10+
Clyne Farm Centre 10+

	2
	25/04/2020 13:16 PM
ID: 139482395
	Swansea Universities 






Matrix Charts

	6.1. LC2
	Response Percent
	Response Total

	1
	Never
		 



	28.3%
	17

	2
	1-2
		 



	20.0%
	12

	3
	3-4
		 



	11.7%
	7

	4
	5-8
		 



	5.0%
	3

	5
	9+
		 



	35.0%
	21

		Analysis
	Mean:
	2.98
	Std. Deviation:
	1.67
	Satisfaction Rate:
	49.58

	
	Variance:
	2.78
	Std. Error:
	0.22
	 



	answered
	60



	6.2. National Waterfront Museum
	Response Percent
	Response Total

	1
	Never
		 



	40.0%
	24

	2
	1-2
		 



	31.7%
	19

	3
	3-4
		 



	11.7%
	7

	4
	5-8
		 



	10.0%
	6

	5
	9+
		 



	6.7%
	4

		Analysis
	Mean:
	2.12
	Std. Deviation:
	1.23
	Satisfaction Rate:
	27.92

	
	Variance:
	1.5
	Std. Error:
	0.16
	 



	answered
	60



	6.3. Mumbles pier
	Response Percent
	Response Total

	1
	Never
		 



	8.3%
	5

	2
	1-2
		 



	23.3%
	14

	3
	3-4
		 



	21.7%
	13

	4
	5-8
		 



	8.3%
	5

	5
	9+
		 



	38.3%
	23

		Analysis
	Mean:
	3.45
	Std. Deviation:
	1.41
	Satisfaction Rate:
	61.25

	
	Variance:
	1.98
	Std. Error:
	0.18
	 



	answered
	60



	6.4. Swansea Museum
	Response Percent
	Response Total

	1
	Never
		 



	46.7%
	28

	2
	1-2
		 



	31.7%
	19

	3
	3-4
		 



	11.7%
	7

	4
	5-8
		 



	3.3%
	2

	5
	9+
		 



	6.7%
	4

		Analysis
	Mean:
	1.92
	Std. Deviation:
	1.14
	Satisfaction Rate:
	22.92

	
	Variance:
	1.31
	Std. Error:
	0.15
	 



	answered
	60



	6.5. Glyn Vivian Gallery
	Response Percent
	Response Total

	1
	Never
		 



	73.2%
	41

	2
	1-2
		 



	19.6%
	11

	3
	3-4
		 



	7.1%
	4

	4
	5-8
	  
	0.0%
	0

	5
	9+
	  
	0.0%
	0

		Analysis
	Mean:
	1.34
	Std. Deviation:
	0.61
	Satisfaction Rate:
	8.48

	
	Variance:
	0.37
	Std. Error:
	0.08
	 



	answered
	56



	6.6. Gower (beaches)
	Response Percent
	Response Total

	1
	Never
		 



	6.7%
	4

	2
	1-2
		 



	11.7%
	7

	3
	3-4
		 



	21.7%
	13

	4
	5-8
		 



	11.7%
	7

	5
	9+
		 



	48.3%
	29

		Analysis
	Mean:
	3.83
	Std. Deviation:
	1.32
	Satisfaction Rate:
	70.83

	
	Variance:
	1.74
	Std. Error:
	0.17
	 



	answered
	60



	6.7. Swansea city center
	Response Percent
	Response Total

	1
	Never
		 



	3.3%
	2

	2
	1-2
		 



	6.7%
	4

	3
	3-4
		 



	10.0%
	6

	4
	5-8
		 



	5.0%
	3

	5
	9+
		 



	75.0%
	45

		Analysis
	Mean:
	4.42
	Std. Deviation:
	1.11
	Satisfaction Rate:
	85.42

	
	Variance:
	1.24
	Std. Error:
	0.14
	 



	answered
	60



7. Page 7 

	[bookmark: q_11309847]7. How did you hear about the below tourist attractions? 

	 
	Internet
	Friends
	Media
	Travel agency
	Books and Guides
	Family
	Response Total

	LC2
	22.4%
(13)
	53.4%
(31)
	1.7%
(1)
	0.0%
(0)
	1.7%
(1)
	20.7%
(12)
	58

	National Waterfront Museum
	21.1%
(12)
	42.1%
(24)
	8.8%
(5)
	0.0%
(0)
	5.3%
(3)
	22.8%
(13)
	57

	Mumbles pier
	6.8%
(4)
	44.1%
(26)
	1.7%
(1)
	0.0%
(0)
	3.4%
(2)
	44.1%
(26)
	59

	Swansea Museum
	19.6%
(11)
	39.3%
(22)
	8.9%
(5)
	0.0%
(0)
	7.1%
(4)
	25.0%
(14)
	56

	Glyn Vivian Gallery
	29.4%
(15)
	35.3%
(18)
	7.8%
(4)
	0.0%
(0)
	7.8%
(4)
	19.6%
(10)
	51

	Gower (beaches)
	8.5%
(5)
	44.1%
(26)
	3.4%
(2)
	0.0%
(0)
	3.4%
(2)
	40.7%
(24)
	59

	Swansea city center
	3.3%
(2)
	53.3%
(32)
	1.7%
(1)
	0.0%
(0)
	0.0%
(0)
	41.7%
(25)
	60

	
	answered
	61

	
	skipped
	0



Matrix Charts

	7.1. LC2
	Response Percent
	Response Total

	1
	Internet
		 



	22.4%
	13

	2
	Friends
		 



	53.4%
	31

	3
	Media
		 



	1.7%
	1

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	1.7%
	1

	6
	Family
		 



	20.7%
	12

		Analysis
	Mean:
	2.67
	Std. Deviation:
	1.8
	Satisfaction Rate:
	33.45

	
	Variance:
	3.25
	Std. Error:
	0.24
	 



	answered
	58



	7.2. National Waterfront Museum
	Response Percent
	Response Total

	1
	Internet
		 



	21.1%
	12

	2
	Friends
		 



	42.1%
	24

	3
	Media
		 



	8.8%
	5

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	5.3%
	3

	6
	Family
		 



	22.8%
	13

		Analysis
	Mean:
	2.95
	Std. Deviation:
	1.88
	Satisfaction Rate:
	38.95

	
	Variance:
	3.52
	Std. Error:
	0.25
	 



	answered
	57



	7.3. Mumbles pier
	Response Percent
	Response Total

	1
	Internet
		 



	6.8%
	4

	2
	Friends
		 



	44.1%
	26

	3
	Media
		 



	1.7%
	1

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	3.4%
	2

	6
	Family
		 



	44.1%
	26

		Analysis
	Mean:
	3.81
	Std. Deviation:
	2.04
	Satisfaction Rate:
	56.27

	
	Variance:
	4.15
	Std. Error:
	0.27
	 



	answered
	59



	7.4. Swansea Museum
	Response Percent
	Response Total

	1
	Internet
		 



	19.6%
	11

	2
	Friends
		 



	39.3%
	22

	3
	Media
		 



	8.9%
	5

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	7.1%
	4

	6
	Family
		 



	25.0%
	14

		Analysis
	Mean:
	3.11
	Std. Deviation:
	1.92
	Satisfaction Rate:
	42.14

	
	Variance:
	3.7
	Std. Error:
	0.26
	 



	answered
	56



	7.5. Glyn Vivian Gallery
	Response Percent
	Response Total

	1
	Internet
		 



	29.4%
	15

	2
	Friends
		 



	35.3%
	18

	3
	Media
		 



	7.8%
	4

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	7.8%
	4

	6
	Family
		 



	19.6%
	10

		Analysis
	Mean:
	2.8
	Std. Deviation:
	1.89
	Satisfaction Rate:
	36.08

	
	Variance:
	3.57
	Std. Error:
	0.26
	 



	answered
	51



	7.6. Gower (beaches)
	Response Percent
	Response Total

	1
	Internet
		 



	8.5%
	5

	2
	Friends
		 



	44.1%
	26

	3
	Media
		 



	3.4%
	2

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
		 



	3.4%
	2

	6
	Family
		 



	40.7%
	24

		Analysis
	Mean:
	3.68
	Std. Deviation:
	2.03
	Satisfaction Rate:
	53.56

	
	Variance:
	4.12
	Std. Error:
	0.26
	 



	answered
	59



	7.7. Swansea city center
	Response Percent
	Response Total

	1
	Internet
		 



	3.3%
	2

	2
	Friends
		 



	53.3%
	32

	3
	Media
		 



	1.7%
	1

	4
	Travel agency
	  
	0.0%
	0

	5
	Books and Guides
	  
	0.0%
	0

	6
	Family
		 



	41.7%
	25

		Analysis
	Mean:
	3.65
	Std. Deviation:
	2
	Satisfaction Rate:
	53

	
	Variance:
	3.99
	Std. Error:
	0.26
	 



	answered
	60



8. Page 8 

	[bookmark: q_11309886]8. Who do you normally visit the attractions with? 

	 
	Alone
	Friends
	Partner
	Family
	Prefer not to say
	Response Total

	LC2
	9.4%
(5)
	35.8%
(19)
	5.7%
(3)
	37.7%
(20)
	11.3%
(6)
	53

	National Waterfront Museum
	5.9%
(3)
	33.3%
(17)
	5.9%
(3)
	25.5%
(13)
	29.4%
(15)
	51

	Mumbles pier
	0.0%
(0)
	27.3%
(15)
	10.9%
(6)
	47.3%
(26)
	14.5%
(8)
	55

	Swansea Museum
	14.3%
(7)
	22.4%
(11)
	6.1%
(3)
	28.6%
(14)
	28.6%
(14)
	49

	Glyn Vivian Gallery
	8.7%
(4)
	21.7%
(10)
	4.3%
(2)
	8.7%
(4)
	56.5%
(26)
	46

	Gower (beaches)
	1.7%
(1)
	32.8%
(19)
	5.2%
(3)
	50.0%
(29)
	10.3%
(6)
	58

	Swansea city center
	11.9%
(7)
	40.7%
(24)
	6.8%
(4)
	30.5%
(18)
	10.2%
(6)
	59

	
	answered
	61

	
	skipped
	0



Matrix Charts

	8.1. LC2
	Response Percent
	Response Total

	1
	Alone
		 



	9.4%
	5

	2
	Friends
		 



	35.8%
	19

	3
	Partner
		 



	5.7%
	3

	4
	Family
		 



	37.7%
	20

	5
	Prefer not to say
		 



	11.3%
	6

		Analysis
	Mean:
	3.06
	Std. Deviation:
	1.25
	Satisfaction Rate:
	51.42

	
	Variance:
	1.56
	Std. Error:
	0.17
	 



	answered
	53



	8.2. National Waterfront Museum
	Response Percent
	Response Total

	1
	Alone
		 



	5.9%
	3

	2
	Friends
		 



	33.3%
	17

	3
	Partner
		 



	5.9%
	3

	4
	Family
		 



	25.5%
	13

	5
	Prefer not to say
		 



	29.4%
	15

		Analysis
	Mean:
	3.39
	Std. Deviation:
	1.36
	Satisfaction Rate:
	59.8

	
	Variance:
	1.85
	Std. Error:
	0.19
	 



	answered
	51



	8.3. Mumbles pier
	Response Percent
	Response Total

	1
	Alone
	  
	0.0%
	0

	2
	Friends
		 



	27.3%
	15

	3
	Partner
		 



	10.9%
	6

	4
	Family
		 



	47.3%
	26

	5
	Prefer not to say
		 



	14.5%
	8

		Analysis
	Mean:
	3.49
	Std. Deviation:
	1.04
	Satisfaction Rate:
	62.27

	
	Variance:
	1.09
	Std. Error:
	0.14
	 



	answered
	55



	8.4. Swansea Museum
	Response Percent
	Response Total

	1
	Alone
		 



	14.3%
	7

	2
	Friends
		 



	22.4%
	11

	3
	Partner
		 



	6.1%
	3

	4
	Family
		 



	28.6%
	14

	5
	Prefer not to say
		 



	28.6%
	14

		Analysis
	Mean:
	3.35
	Std. Deviation:
	1.45
	Satisfaction Rate:
	58.67

	
	Variance:
	2.1
	Std. Error:
	0.21
	 



	answered
	49



	8.5. Glyn Vivian Gallery
	Response Percent
	Response Total

	1
	Alone
		 



	8.7%
	4

	2
	Friends
		 



	21.7%
	10

	3
	Partner
		 



	4.3%
	2

	4
	Family
		 



	8.7%
	4

	5
	Prefer not to say
		 



	56.5%
	26

		Analysis
	Mean:
	3.83
	Std. Deviation:
	1.49
	Satisfaction Rate:
	70.65

	
	Variance:
	2.23
	Std. Error:
	0.22
	 



	answered
	46



	8.6. Gower (beaches)
	Response Percent
	Response Total

	1
	Alone
		 



	1.7%
	1

	2
	Friends
		 



	32.8%
	19

	3
	Partner
		 



	5.2%
	3

	4
	Family
		 



	50.0%
	29

	5
	Prefer not to say
		 



	10.3%
	6

		Analysis
	Mean:
	3.34
	Std. Deviation:
	1.09
	Satisfaction Rate:
	58.62

	
	Variance:
	1.19
	Std. Error:
	0.14
	 



	answered
	58



	8.7. Swansea city center
	Response Percent
	Response Total

	1
	Alone
		 



	11.9%
	7

	2
	Friends
		 



	40.7%
	24

	3
	Partner
		 



	6.8%
	4

	4
	Family
		 



	30.5%
	18

	5
	Prefer not to say
		 



	10.2%
	6

		Analysis
	Mean:
	2.86
	Std. Deviation:
	1.25
	Satisfaction Rate:
	46.61

	
	Variance:
	1.57
	Std. Error:
	0.16
	 



	answered
	59



9. Page 9 

	[bookmark: q_11309948]9. To what degree did you enjoy your visit to those venues? 

	 
	Very satisfied
	Satisfied
	Neither satisfied nor dissatisfied
	Dissatisfied
	Very Dissatisfied
	Prefer not to say
	Response Total

	LC2
	20.8%
(11)
	58.5%
(31)
	9.4%
(5)
	0.0%
(0)
	0.0%
(0)
	11.3%
(6)
	53

	National Waterfront Museum
	13.7%
(7)
	39.2%
(20)
	17.6%
(9)
	0.0%
(0)
	0.0%
(0)
	29.4%
(15)
	51

	Mumbles pier
	41.8%
(23)
	36.4%
(20)
	16.4%
(9)
	1.8%
(1)
	0.0%
(0)
	3.6%
(2)
	55

	Swansea Museum
	16.0%
(8)
	28.0%
(14)
	20.0%
(10)
	2.0%
(1)
	0.0%
(0)
	34.0%
(17)
	50

	Glyn Vivian Gallery
	9.1%
(4)
	20.5%
(9)
	15.9%
(7)
	0.0%
(0)
	0.0%
(0)
	54.5%
(24)
	44

	Gower (beaches)
	54.2%
(32)
	32.2%
(19)
	6.8%
(4)
	0.0%
(0)
	0.0%
(0)
	6.8%
(4)
	59

	Swansea city center
	20.3%
(12)
	35.6%
(21)
	15.3%
(9)
	13.6%
(8)
	6.8%
(4)
	8.5%
(5)
	59

	
	answered
	61

	
	skipped
	0



Matrix Charts

	9.1. LC2
	Response Percent
	Response Total

	1
	Very satisfied
		 



	20.8%
	11

	2
	Satisfied
		 



	58.5%
	31

	3
	Neither satisfied nor dissatisfied
		 



	9.4%
	5

	4
	Dissatisfied
	  
	0.0%
	0

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	11.3%
	6

		Analysis
	Mean:
	2.34
	Std. Deviation:
	1.41
	Satisfaction Rate:
	26.79

	
	Variance:
	2
	Std. Error:
	0.19
	 



	answered
	53



	9.2. National Waterfront Museum
	Response Percent
	Response Total

	1
	Very satisfied
		 



	13.7%
	7

	2
	Satisfied
		 



	39.2%
	20

	3
	Neither satisfied nor dissatisfied
		 



	17.6%
	9

	4
	Dissatisfied
	  
	0.0%
	0

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	29.4%
	15

		Analysis
	Mean:
	3.22
	Std. Deviation:
	1.88
	Satisfaction Rate:
	44.31

	
	Variance:
	3.54
	Std. Error:
	0.26
	 



	answered
	51



	9.3. Mumbles pier
	Response Percent
	Response Total

	1
	Very satisfied
		 



	41.8%
	23

	2
	Satisfied
		 



	36.4%
	20

	3
	Neither satisfied nor dissatisfied
		 



	16.4%
	9

	4
	Dissatisfied
		 



	1.8%
	1

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	3.6%
	2

		Analysis
	Mean:
	1.93
	Std. Deviation:
	1.11
	Satisfaction Rate:
	18.55

	
	Variance:
	1.23
	Std. Error:
	0.15
	 



	answered
	55



	9.4. Swansea Museum
	Response Percent
	Response Total

	1
	Very satisfied
		 



	16.0%
	8

	2
	Satisfied
		 



	28.0%
	14

	3
	Neither satisfied nor dissatisfied
		 



	20.0%
	10

	4
	Dissatisfied
		 



	2.0%
	1

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	34.0%
	17

		Analysis
	Mean:
	3.44
	Std. Deviation:
	1.95
	Satisfaction Rate:
	48.8

	
	Variance:
	3.81
	Std. Error:
	0.28
	 



	answered
	50



	9.5. Glyn Vivian Gallery
	Response Percent
	Response Total

	1
	Very satisfied
		 



	9.1%
	4

	2
	Satisfied
		 



	20.5%
	9

	3
	Neither satisfied nor dissatisfied
		 



	15.9%
	7

	4
	Dissatisfied
	  
	0.0%
	0

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	54.5%
	24

		Analysis
	Mean:
	4.25
	Std. Deviation:
	1.98
	Satisfaction Rate:
	65

	
	Variance:
	3.91
	Std. Error:
	0.3
	 



	answered
	44



	9.6. Gower (beaches)
	Response Percent
	Response Total

	1
	Very satisfied
		 



	54.2%
	32

	2
	Satisfied
		 



	32.2%
	19

	3
	Neither satisfied nor dissatisfied
		 



	6.8%
	4

	4
	Dissatisfied
	  
	0.0%
	0

	5
	Very Dissatisfied
	  
	0.0%
	0

	6
	Prefer not to say
		 



	6.8%
	4

		Analysis
	Mean:
	1.8
	Std. Deviation:
	1.29
	Satisfaction Rate:
	15.93

	
	Variance:
	1.65
	Std. Error:
	0.17
	 



	answered
	59



	9.7. Swansea city center
	Response Percent
	Response Total

	1
	Very satisfied
		 



	20.3%
	12

	2
	Satisfied
		 



	35.6%
	21

	3
	Neither satisfied nor dissatisfied
		 



	15.3%
	9

	4
	Dissatisfied
		 



	13.6%
	8

	5
	Very Dissatisfied
		 



	6.8%
	4

	6
	Prefer not to say
		 



	8.5%
	5

		Analysis
	Mean:
	2.76
	Std. Deviation:
	1.51
	Satisfaction Rate:
	35.25

	
	Variance:
	2.28
	Std. Error:
	0.2
	 



	answered
	59



10. Page 10 

	[bookmark: q_11310046]10. How important are the below , when you visit destinations? 

	 
	Very important
	Important
	Don't know
	Unimportant
	Very Unimportant
	Prefer not to say
	Response Total

	Attractions
	37.7%
(23)
	49.2%
(30)
	1.6%
(1)
	11.5%
(7)
	0.0%
(0)
	0.0%
(0)
	61

	Safety and security
	59.0%
(36)
	39.3%
(24)
	0.0%
(0)
	1.6%
(1)
	0.0%
(0)
	0.0%
(0)
	61

	Accessibility
	45.0%
(27)
	41.7%
(25)
	1.7%
(1)
	10.0%
(6)
	1.7%
(1)
	0.0%
(0)
	60

	Cleanliness of the destination
	49.2%
(30)
	39.3%
(24)
	6.6%
(4)
	4.9%
(3)
	0.0%
(0)
	0.0%
(0)
	61

	Nature
	47.5%
(29)
	36.1%
(22)
	11.5%
(7)
	3.3%
(2)
	1.6%
(1)
	0.0%
(0)
	61

	Night life
	34.4%
(21)
	24.6%
(15)
	4.9%
(3)
	26.2%
(16)
	9.8%
(6)
	0.0%
(0)
	61

	Events
	36.1%
(22)
	36.1%
(22)
	8.2%
(5)
	16.4%
(10)
	3.3%
(2)
	0.0%
(0)
	61

	Entertainment
	39.3%
(24)
	36.1%
(22)
	6.6%
(4)
	16.4%
(10)
	1.6%
(1)
	0.0%
(0)
	61

	Prices
	44.3%
(27)
	45.9%
(28)
	6.6%
(4)
	3.3%
(2)
	0.0%
(0)
	0.0%
(0)
	61

	Guest service
	44.3%
(27)
	32.8%
(20)
	11.5%
(7)
	8.2%
(5)
	3.3%
(2)
	0.0%
(0)
	61

	
	answered
	61

	
	skipped
	0



Matrix Charts

	10.1. Attractions
	Response Percent
	Response Total

	1
	Very important
		 



	37.7%
	23

	2
	Important
		 



	49.2%
	30

	3
	Don't know
		 



	1.6%
	1

	4
	Unimportant
		 



	11.5%
	7

	5
	Very Unimportant
	  
	0.0%
	0

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.87
	Std. Deviation:
	0.91
	Satisfaction Rate:
	17.38

	
	Variance:
	0.84
	Std. Error:
	0.12
	 



	answered
	61



	10.2. Safety and security
	Response Percent
	Response Total

	1
	Very important
		 



	59.0%
	36

	2
	Important
		 



	39.3%
	24

	3
	Don't know
	  
	0.0%
	0

	4
	Unimportant
		 



	1.6%
	1

	5
	Very Unimportant
	  
	0.0%
	0

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.44
	Std. Deviation:
	0.59
	Satisfaction Rate:
	8.85

	
	Variance:
	0.35
	Std. Error:
	0.08
	 



	answered
	61



	10.3. Accessibility
	Response Percent
	Response Total

	1
	Very important
		 



	45.0%
	27

	2
	Important
		 



	41.7%
	25

	3
	Don't know
		 



	1.7%
	1

	4
	Unimportant
		 



	10.0%
	6

	5
	Very Unimportant
		 



	1.7%
	1

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.82
	Std. Deviation:
	0.99
	Satisfaction Rate:
	16.33

	
	Variance:
	0.98
	Std. Error:
	0.13
	 



	answered
	60



	10.4. Cleanliness of the destination
	Response Percent
	Response Total

	1
	Very important
		 



	49.2%
	30

	2
	Important
		 



	39.3%
	24

	3
	Don't know
		 



	6.6%
	4

	4
	Unimportant
		 



	4.9%
	3

	5
	Very Unimportant
	  
	0.0%
	0

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.67
	Std. Deviation:
	0.8
	Satisfaction Rate:
	13.44

	
	Variance:
	0.65
	Std. Error:
	0.1
	 



	answered
	61



	10.5. Nature
	Response Percent
	Response Total

	1
	Very important
		 



	47.5%
	29

	2
	Important
		 



	36.1%
	22

	3
	Don't know
		 



	11.5%
	7

	4
	Unimportant
		 



	3.3%
	2

	5
	Very Unimportant
		 



	1.6%
	1

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.75
	Std. Deviation:
	0.9
	Satisfaction Rate:
	15.08

	
	Variance:
	0.81
	Std. Error:
	0.12
	 



	answered
	61



	10.6. Night life
	Response Percent
	Response Total

	1
	Very important
		 



	34.4%
	21

	2
	Important
		 



	24.6%
	15

	3
	Don't know
		 



	4.9%
	3

	4
	Unimportant
		 



	26.2%
	16

	5
	Very Unimportant
		 



	9.8%
	6

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.52
	Std. Deviation:
	1.43
	Satisfaction Rate:
	30.49

	
	Variance:
	2.05
	Std. Error:
	0.18
	 



	answered
	61



	10.7. Events
	Response Percent
	Response Total

	1
	Very important
		 



	36.1%
	22

	2
	Important
		 



	36.1%
	22

	3
	Don't know
		 



	8.2%
	5

	4
	Unimportant
		 



	16.4%
	10

	5
	Very Unimportant
		 



	3.3%
	2

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.15
	Std. Deviation:
	1.17
	Satisfaction Rate:
	22.95

	
	Variance:
	1.37
	Std. Error:
	0.15
	 



	answered
	61



	10.8. Entertainment
	Response Percent
	Response Total

	1
	Very important
		 



	39.3%
	24

	2
	Important
		 



	36.1%
	22

	3
	Don't know
		 



	6.6%
	4

	4
	Unimportant
		 



	16.4%
	10

	5
	Very Unimportant
		 



	1.6%
	1

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.05
	Std. Deviation:
	1.12
	Satisfaction Rate:
	20.98

	
	Variance:
	1.26
	Std. Error:
	0.14
	 



	answered
	61



	10.9. Prices
	Response Percent
	Response Total

	1
	Very important
		 



	44.3%
	27

	2
	Important
		 



	45.9%
	28

	3
	Don't know
		 



	6.6%
	4

	4
	Unimportant
		 



	3.3%
	2

	5
	Very Unimportant
	  
	0.0%
	0

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.69
	Std. Deviation:
	0.74
	Satisfaction Rate:
	13.77

	
	Variance:
	0.54
	Std. Error:
	0.09
	 



	answered
	61



	10.10. Guest service
	Response Percent
	Response Total

	1
	Very important
		 



	44.3%
	27

	2
	Important
		 



	32.8%
	20

	3
	Don't know
		 



	11.5%
	7

	4
	Unimportant
		 



	8.2%
	5

	5
	Very Unimportant
		 



	3.3%
	2

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	1.93
	Std. Deviation:
	1.08
	Satisfaction Rate:
	18.69

	
	Variance:
	1.18
	Std. Error:
	0.14
	 



	answered
	61



11. Page 11 

	[bookmark: q_11310049]11. How satisfied are the below when visiting Swansea? 

	 
	Very satisfied
	Satisfied
	Neither satisfied nor dissatisfied
	Dissatisfied
	Very dissatisfied
	Prefer not to say
	Response Total

	Attractions
	8.6%
(5)
	50.0%
(29)
	22.4%
(13)
	13.8%
(8)
	3.4%
(2)
	1.7%
(1)
	58

	Safety and security
	8.5%
(5)
	66.1%
(39)
	22.0%
(13)
	1.7%
(1)
	1.7%
(1)
	0.0%
(0)
	59

	Accessibility
	15.3%
(9)
	64.4%
(38)
	16.9%
(10)
	0.0%
(0)
	1.7%
(1)
	1.7%
(1)
	59

	Cleanliness of the destination
	8.5%
(5)
	40.7%
(24)
	33.9%
(20)
	11.9%
(7)
	5.1%
(3)
	0.0%
(0)
	59

	Nature
	29.8%
(17)
	47.4%
(27)
	17.5%
(10)
	1.8%
(1)
	1.8%
(1)
	1.8%
(1)
	57

	Night life
	17.2%
(10)
	39.7%
(23)
	15.5%
(9)
	13.8%
(8)
	10.3%
(6)
	3.4%
(2)
	58

	Events
	8.6%
(5)
	44.8%
(26)
	22.4%
(13)
	15.5%
(9)
	8.6%
(5)
	0.0%
(0)
	58

	Entertainment
	8.6%
(5)
	46.6%
(27)
	25.9%
(15)
	10.3%
(6)
	8.6%
(5)
	0.0%
(0)
	58

	Prices
	6.9%
(4)
	56.9%
(33)
	27.6%
(16)
	3.4%
(2)
	5.2%
(3)
	0.0%
(0)
	58

	Guest service
	5.2%
(3)
	62.1%
(36)
	27.6%
(16)
	1.7%
(1)
	3.4%
(2)
	0.0%
(0)
	58

	
	answered
	59

	
	skipped
	2



Matrix Charts

	11.1. Attractions
	Response Percent
	Response Total

	1
	Very satisfied
		 



	8.6%
	5

	2
	Satisfied
		 



	50.0%
	29

	3
	Neither satisfied nor dissatisfied
		 



	22.4%
	13

	4
	Dissatisfied
		 



	13.8%
	8

	5
	Very dissatisfied
		 



	3.4%
	2

	6
	Prefer not to say
		 



	1.7%
	1

		Analysis
	Mean:
	2.59
	Std. Deviation:
	1.05
	Satisfaction Rate:
	31.72

	
	Variance:
	1.1
	Std. Error:
	0.14
	 



	answered
	58



	11.2. Safety and security
	Response Percent
	Response Total

	1
	Very satisfied
		 



	8.5%
	5

	2
	Satisfied
		 



	66.1%
	39

	3
	Neither satisfied nor dissatisfied
		 



	22.0%
	13

	4
	Dissatisfied
		 



	1.7%
	1

	5
	Very dissatisfied
		 



	1.7%
	1

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.22
	Std. Deviation:
	0.69
	Satisfaction Rate:
	24.41

	
	Variance:
	0.48
	Std. Error:
	0.09
	 



	answered
	59



	11.3. Accessibility
	Response Percent
	Response Total

	1
	Very satisfied
		 



	15.3%
	9

	2
	Satisfied
		 



	64.4%
	38

	3
	Neither satisfied nor dissatisfied
		 



	16.9%
	10

	4
	Dissatisfied
	  
	0.0%
	0

	5
	Very dissatisfied
		 



	1.7%
	1

	6
	Prefer not to say
		 



	1.7%
	1

		Analysis
	Mean:
	2.14
	Std. Deviation:
	0.85
	Satisfaction Rate:
	22.71

	
	Variance:
	0.73
	Std. Error:
	0.11
	 



	answered
	59



	11.4. Cleanliness of the destination
	Response Percent
	Response Total

	1
	Very satisfied
		 



	8.5%
	5

	2
	Satisfied
		 



	40.7%
	24

	3
	Neither satisfied nor dissatisfied
		 



	33.9%
	20

	4
	Dissatisfied
		 



	11.9%
	7

	5
	Very dissatisfied
		 



	5.1%
	3

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.64
	Std. Deviation:
	0.97
	Satisfaction Rate:
	32.88

	
	Variance:
	0.94
	Std. Error:
	0.13
	 



	answered
	59



	11.5. Nature
	Response Percent
	Response Total

	1
	Very satisfied
		 



	29.8%
	17

	2
	Satisfied
		 



	47.4%
	27

	3
	Neither satisfied nor dissatisfied
		 



	17.5%
	10

	4
	Dissatisfied
		 



	1.8%
	1

	5
	Very dissatisfied
		 



	1.8%
	1

	6
	Prefer not to say
		 



	1.8%
	1

		Analysis
	Mean:
	2.04
	Std. Deviation:
	0.99
	Satisfaction Rate:
	20.7

	
	Variance:
	0.98
	Std. Error:
	0.13
	 



	answered
	57



	11.6. Night life
	Response Percent
	Response Total

	1
	Very satisfied
		 



	17.2%
	10

	2
	Satisfied
		 



	39.7%
	23

	3
	Neither satisfied nor dissatisfied
		 



	15.5%
	9

	4
	Dissatisfied
		 



	13.8%
	8

	5
	Very dissatisfied
		 



	10.3%
	6

	6
	Prefer not to say
		 



	3.4%
	2

		Analysis
	Mean:
	2.71
	Std. Deviation:
	1.36
	Satisfaction Rate:
	34.14

	
	Variance:
	1.86
	Std. Error:
	0.18
	 



	answered
	58



	11.7. Events
	Response Percent
	Response Total

	1
	Very satisfied
		 



	8.6%
	5

	2
	Satisfied
		 



	44.8%
	26

	3
	Neither satisfied nor dissatisfied
		 



	22.4%
	13

	4
	Dissatisfied
		 



	15.5%
	9

	5
	Very dissatisfied
		 



	8.6%
	5

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.71
	Std. Deviation:
	1.1
	Satisfaction Rate:
	34.14

	
	Variance:
	1.21
	Std. Error:
	0.14
	 



	answered
	58



	11.8. Entertainment
	Response Percent
	Response Total

	1
	Very satisfied
		 



	8.6%
	5

	2
	Satisfied
		 



	46.6%
	27

	3
	Neither satisfied nor dissatisfied
		 



	25.9%
	15

	4
	Dissatisfied
		 



	10.3%
	6

	5
	Very dissatisfied
		 



	8.6%
	5

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.64
	Std. Deviation:
	1.06
	Satisfaction Rate:
	32.76

	
	Variance:
	1.13
	Std. Error:
	0.14
	 



	answered
	58



	11.9. Prices
	Response Percent
	Response Total

	1
	Very satisfied
		 



	6.9%
	4

	2
	Satisfied
		 



	56.9%
	33

	3
	Neither satisfied nor dissatisfied
		 



	27.6%
	16

	4
	Dissatisfied
		 



	3.4%
	2

	5
	Very dissatisfied
		 



	5.2%
	3

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.43
	Std. Deviation:
	0.87
	Satisfaction Rate:
	28.62

	
	Variance:
	0.76
	Std. Error:
	0.11
	 



	answered
	58



	11.10. Guest service
	Response Percent
	Response Total

	1
	Very satisfied
		 



	5.2%
	3

	2
	Satisfied
		 



	62.1%
	36

	3
	Neither satisfied nor dissatisfied
		 



	27.6%
	16

	4
	Dissatisfied
		 



	1.7%
	1

	5
	Very dissatisfied
		 



	3.4%
	2

	6
	Prefer not to say
	  
	0.0%
	0

		Analysis
	Mean:
	2.36
	Std. Deviation:
	0.76
	Satisfaction Rate:
	27.24

	
	Variance:
	0.58
	Std. Error:
	0.1
	 



	answered
	58



12. Page 12 

	[bookmark: q_11310121]12. In your opinion what should be improved in Swansea regarding the tourism industry and leisure? 

	 
	Response Percent
	Response Total

	1
	Infrastructure
		 



	48.28%
	28

	2
	Events
		 



	56.90%
	33

	3
	Service
		 



	31.03%
	18

	4
	Transport
		 



	32.76%
	19

	5
	Attractions
		 



	56.90%
	33

	6
	Other (please specify):
		 



	1.72%
	1

		Analysis
	Mean:
	6.81
	Std. Deviation:
	6.2
	Satisfaction Rate:
	90.69

	
	Variance:
	38.43
	Std. Error:
	0.81
	 



	answered
	58

	
	skipped
	3

	Other (please specify): (1)

		1
	24/04/2020 16:21 PM
ID: 139443732
	Night clubs






13. Page 13 

	[bookmark: q_11310125]13. The Swansea Central project will see a 3,500-seat arena built above a multi-storey car park alongside a hotel, shops, new bridge and housing.(Including Marina bay,Hafod Copperworks ..) What do you know about Swansea re-development plan? 

	 
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	52

		1
	24/04/2020 16:03 PM
ID: 139442356
	I know that there will be new arena and new hotel. Moreover, it going to help swansea economicaly

	2
	24/04/2020 16:21 PM
ID: 139443732
	There is a lot of investment in the city 

	3
	24/04/2020 16:21 PM
ID: 139443910
	Nothing 

	4
	24/04/2020 17:34 PM
ID: 139448757
	The is good idea and development for Swansea city tourism

	5
	24/04/2020 18:27 PM
ID: 139453712
	Nothing

	6
	24/04/2020 18:38 PM
ID: 139454514
	Investing a large amount of money to develop Swansea. Bringing more events and tourism to the city 

	7
	24/04/2020 19:00 PM
ID: 139455847
	Could be a white elephant which ratepayers will pay for for next 30 years

	8
	24/04/2020 19:21 PM
ID: 139458534
	not too much

	9
	24/04/2020 19:52 PM
ID: 139460490
	I know these schemes are going ahead . I hope it helps with the tourist industry and gives the city a much needed update.

	10
	25/04/2020 04:30 AM
ID: 139471013
	I only know about previous plans such as SA2 not about the new arena

	11
	25/04/2020 11:56 AM
ID: 139479903
	I think the changes are neccessary for Swansea.it will help improve our city image and develop tourism

	12
	25/04/2020 12:10 PM
ID: 139480598
	Not much

	13
	25/04/2020 12:18 PM
ID: 139480796
	I had heard the arena was going to be built but know very little about it.

	14
	25/04/2020 12:26 PM
ID: 139480946
	It's very important to attract new business and new investors in a city.

	15
	25/04/2020 12:49 PM
ID: 139481666
	Nothing

	16
	25/04/2020 13:03 PM
ID: 139482156
	I am aware of the plans

	17
	25/04/2020 13:05 PM
ID: 139481904
	Am not entirely sure about the actual plans. Not informed clearly enough

	18
	25/04/2020 13:06 PM
ID: 139482221
	What says on news.

	19
	25/04/2020 13:07 PM
ID: 139482248
	I don't know anything about it. 

	20
	25/04/2020 13:08 PM
ID: 139482261
	Nothing 

	21
	25/04/2020 13:08 PM
ID: 139482397
	nothing 

	22
	25/04/2020 13:14 PM
ID: 139482181
	Just know that there will be arena and big shopping centre which should attract many new customers and improve economic of city.

	23
	25/04/2020 13:16 PM
ID: 139482395
	I don’t know anything about it 

	24
	25/04/2020 13:17 PM
ID: 139482177
	It will take ages to complete. 

	25
	25/04/2020 13:18 PM
ID: 139482394
	Just seen pictures

	26
	25/04/2020 13:20 PM
ID: 139482606
	Nothing

	27
	25/04/2020 13:27 PM
ID: 139482837
	Nothing 

	28
	25/04/2020 13:45 PM
ID: 139483313
	Nothing

	29
	25/04/2020 13:46 PM
ID: 139483240
	Nothing.

	30
	25/04/2020 13:48 PM
ID: 139483409
	Bothinf

	31
	25/04/2020 13:52 PM
ID: 139483438
	Just that it is going to be a stadium 

	32
	25/04/2020 14:18 PM
ID: 139484015
	not much 

	33
	25/04/2020 14:47 PM
ID: 139483176
	Nothing really 

	34
	25/04/2020 15:56 PM
ID: 139486879
	Nothing 

	35
	25/04/2020 16:14 PM
ID: 139487213
	Was unaware 

	36
	25/04/2020 16:58 PM
ID: 139488468
	Plans

	37
	25/04/2020 18:32 PM
ID: 139491057
	Nothing 

	38
	25/04/2020 22:30 PM
ID: 139495387
	not much

	39
	26/04/2020 16:03 PM
ID: 139511071
	Not a lot, as only find out from local magazine. Need more marketing 

	40
	27/04/2020 02:56 AM
ID: 139521585
	As written on https://www.swansea.gov.uk

	41
	27/04/2020 11:14 AM
ID: 139535897
	Not much just a few things here and there i dont think its very important to what swansea needed

	42
	27/04/2020 12:31 PM
ID: 139552521
	That they are in 3 phases and meant to reform the city

	43
	27/04/2020 13:30 PM
ID: 139561205
	Nothing 

	44
	27/04/2020 17:32 PM
ID: 139605999
	Not much

	45
	05/05/2020 01:55 AM
ID: 140121735
	This is a big project for town renovation

	46
	06/05/2020 16:53 PM
ID: 140288924
	The project will improve the Swansea as tourist destination

	47
	08/05/2020 13:55 PM
ID: 140429360
	Yes , I think the re-development plan is great.The changes are necessary for Swansea

	48
	11/05/2020 07:56 AM
ID: 140612115
	Re-development plan including few areas including Marina bay , new hotel in the city centre and open area for events

	49
	11/05/2020 11:43 AM
ID: 140692254
	The project for city re-development.Plans to double city's green space

	50
	11/05/2020 12:18 PM
ID: 140707535
	Nothing 

	51
	11/05/2020 16:53 PM
ID: 140774833
	The Kingsway and other streets re-development.

	52
	12/05/2020 12:19 PM
ID: 140846874
	I know only about 6 places for re-development




	 
	answered
	52

	
	skipped
	9



14. Page 14 

	[bookmark: q_11310139]14. In your opinion, how do Swansea's attractions compare and compete with other destinations? 

	 
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	48

		1
	24/04/2020 16:03 PM
ID: 139442356
	Swansea at the moment is in very low tourism level and it can not compete with cities like cardiff

	2
	24/04/2020 16:21 PM
ID: 139443732
	it is not in good in attractions 

	3
	24/04/2020 17:34 PM
ID: 139448757
	Lack of attractions and events

	4
	24/04/2020 18:27 PM
ID: 139453712
	High,but not very high

	5
	24/04/2020 18:38 PM
ID: 139454514
	Swansea as a destination is run down, with development that’s taking place the city will hopefully be a nice destination to visit. Cardiff and other towns have more to offer and are nicer places to visit 

	6
	24/04/2020 19:00 PM
ID: 139455847
	Lagging behind

	7
	24/04/2020 19:21 PM
ID: 139458534
	Awful, not much choice and not very entertaining

	8
	24/04/2020 19:52 PM
ID: 139460490
	The beaches and surrounding areas are fantastic . The city centre needs updating .

	9
	25/04/2020 04:30 AM
ID: 139471013
	Better than some other destinations in wales but more to see/do in places such as Cardiff 

	10
	25/04/2020 11:56 AM
ID: 139479903
	Swansea has a beautiful nature and beaches. Other attractions and infrastructure require improvements

	11
	25/04/2020 12:10 PM
ID: 139480598
	Good enough

	12
	25/04/2020 12:18 PM
ID: 139480796
	Very limited attractions available in comparison to other destinations Ive been to. 

	13
	25/04/2020 12:26 PM
ID: 139480946
	Can't answer that. 

	14
	25/04/2020 12:49 PM
ID: 139481666
	Very basic. Not much going on in the city centre and it seems quite run down and in-cared for 

	15
	25/04/2020 13:03 PM
ID: 139482156
	On par 

	16
	25/04/2020 13:05 PM
ID: 139481904
	Compared to cardiff, swansea isnt a capital city so less money is being put into it. Part of the reason why tourists dont go to swansea. In order to promote Swansea, they need to offer something unique that Cardiff doesnt offer

	17
	25/04/2020 13:06 PM
ID: 139482221
	Ok

	18
	25/04/2020 13:07 PM
ID: 139482248
	I don't visit Swansea very often so I can't compare. 

	19
	25/04/2020 13:08 PM
ID: 139482261
	Love beach 

	20
	25/04/2020 13:14 PM
ID: 139482181
	There isn't much attractions around Swansea however there are loads breeches and sight viewing whish is attractive. So I think Swansea is more for nature lovers.

	21
	25/04/2020 13:16 PM
ID: 139482395
	In my opinion it would be the second tourist destination in Wales after Cardiff. Swansea is a great place with lots of attractions and I love to visit 

	22
	25/04/2020 13:17 PM
ID: 139482177
	Tedious 

	23
	25/04/2020 13:18 PM
ID: 139482394
	7 of 10 points

	24
	25/04/2020 13:27 PM
ID: 139482837
	Poor

	25
	25/04/2020 13:45 PM
ID: 139483313
	On par with most welsh cities

	26
	25/04/2020 13:46 PM
ID: 139483240
	I feel like Cardiff as a city has a lot more going for it, it is a capital after all but is also more attractive to look at. I find Swansea also struggles to compare to camerthen which is more culture focused that Swansea city.

	27
	25/04/2020 13:48 PM
ID: 139483409
	Don’t know 

	28
	25/04/2020 13:52 PM
ID: 139483438
	Swansea is small so cant be compared to cities like london. But it isnt bad. It has enough for a small city

	29
	25/04/2020 14:18 PM
ID: 139484015
	not enough 

	30
	25/04/2020 14:26 PM
ID: 139484495
	Not sure

	31
	25/04/2020 14:47 PM
ID: 139483176
	As a resident I don’t rent to pay attention tot he more tourist destinations, however, I think the attractions such as the museums are outdated and unenticing 

	32
	25/04/2020 15:56 PM
ID: 139486879
	Not so many

	33
	25/04/2020 16:14 PM
ID: 139487213
	I don't see Swansea as a big tourist attraction. I moved to Swansea as a student

	34
	25/04/2020 16:58 PM
ID: 139488468
	They are poor

	35
	25/04/2020 18:32 PM
ID: 139491057
	Bristol has great entertainment 

	36
	25/04/2020 22:30 PM
ID: 139495387
	not too bad

	37
	27/04/2020 11:14 AM
ID: 139535897
	Swansea is nice and its food choices are great thats what i usually go there for but compared to places ive visited around the world it falls very short of a holiday destination 

	38
	27/04/2020 12:31 PM
ID: 139552521
	They don’t compare Swansea does not have much of this

	39
	27/04/2020 13:30 PM
ID: 139561205
	Swansea’s attraction is not advertised well compared to other destinations 

	40
	27/04/2020 17:32 PM
ID: 139605999
	Do well for a smaller city, but bigger name acts could help venues. Support in booking larger name acts for smaller venues would boost music scene as a whole 

	41
	05/05/2020 01:55 AM
ID: 140121735
	Swansea is full of parks and green spaces, Singleton park, Clyne gardens .Swansea city more attractions nedeed

	42
	06/05/2020 16:53 PM
ID: 140288924
	Swansea nice city with beautiful beaches.but Cardiff has more attractions

	43
	08/05/2020 13:55 PM
ID: 140429360
	Swansea is small and couzy city. Lack of attractions and things to do

	44
	11/05/2020 07:56 AM
ID: 140612115
	Swansea is nothing to do really

	45
	11/05/2020 11:43 AM
ID: 140692254
	the beach, 

	46
	11/05/2020 12:18 PM
ID: 140707535
	I think it’s very poor , not enough 

	47
	11/05/2020 16:53 PM
ID: 140774833
	
  restaurants and bars ,  coastline 
 

	48
	12/05/2020 12:19 PM
ID: 140846874
	Beautiful nature and beaches




	 
	answered
	48

	
	skipped
	13



15. Page 15 

	[bookmark: q_11310145]15. "In your opinion, how much of an impact do Swansea's attractions have on a) the local community b) the local economy?" 

	 
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	43

		1
	24/04/2020 16:03 PM
ID: 139442356
	Impacts for a local community is very high as attractions in swansea brings a lot people that can bring new jobs in the area. 
Economy can boost if there will high volume of tourist in the town

	2
	24/04/2020 16:21 PM
ID: 139443732
	For Swansea community there might be some impact but for economy new attractions can bring a lot of money and new jobs in city centre

	3
	24/04/2020 18:27 PM
ID: 139453712
	High, medium

	4
	24/04/2020 18:38 PM
ID: 139454514
	The attractions impact the local economy but I’m not sure to what extent

	5
	24/04/2020 19:00 PM
ID: 139455847
	Potential to have a bigger impact on both

	6
	24/04/2020 19:52 PM
ID: 139460490
	I think they have a massive impact on both . More new retail is needed

	7
	25/04/2020 04:30 AM
ID: 139471013
	A big impact as the tourism brings in a lot of money 

	8
	25/04/2020 11:56 AM
ID: 139479903
	Positive on both

	9
	25/04/2020 12:10 PM
ID: 139480598
	a) the local community

	10
	25/04/2020 12:18 PM
ID: 139480796
	a) very limited attractions available for families b) therefore, there is very little impact on the local economy. People tend to travel outside of Swansea and go further afield....eg Cardiff.

	11
	25/04/2020 12:26 PM
ID: 139480946
	I think big impact. New attractions brings more finance.

	12
	25/04/2020 12:49 PM
ID: 139481666
	It should have a big impact because it could be one of it's biggest employers 

	13
	25/04/2020 13:03 PM
ID: 139482156
	A lot

	14
	25/04/2020 13:05 PM
ID: 139481904
	a) low impact
b) high impact

	15
	25/04/2020 13:06 PM
ID: 139482221
	75%

	16
	25/04/2020 13:08 PM
ID: 139482397
	don't know

	17
	25/04/2020 13:14 PM
ID: 139482181
	A) is big impact as families can get together in local parks,beeches.
B)I think that attractions don't have big impact on economy.

	18
	25/04/2020 13:16 PM
ID: 139482395
	I believe it has a great impact 

	19
	25/04/2020 13:17 PM
ID: 139482177
	Big impact on both 

	20
	25/04/2020 13:18 PM
ID: 139482394
	Very much on both 

	21
	25/04/2020 13:20 PM
ID: 139482606
	A lot I would guess 

	22
	25/04/2020 13:27 PM
ID: 139482837
	People seems to be happy with what they have , but you could be bringing way more tourists with more events and attractions 

	23
	25/04/2020 13:45 PM
ID: 139483313
	No idea

	24
	25/04/2020 13:46 PM
ID: 139483240
	I don't think Swansea's attractions have much impact on the local community due to much of the attractions in the centre being company owned and so little income is going to the community. The mumbles area however is the complete opposite to the city.

	25
	25/04/2020 13:48 PM
ID: 139483409
	Don’t know

	26
	25/04/2020 14:18 PM
ID: 139484015
	community 

	27
	25/04/2020 14:47 PM
ID: 139483176
	A small impact 

	28
	25/04/2020 16:14 PM
ID: 139487213
	Entertaining for the community, unsure if Swansea attractions yield alot of profit

	29
	25/04/2020 16:58 PM
ID: 139488468
	Minimal

	30
	25/04/2020 18:32 PM
ID: 139491057
	Big

	31
	27/04/2020 02:56 AM
ID: 139521585
	According to the plan

	32
	27/04/2020 11:14 AM
ID: 139535897
	Doesnt have much effect on community a lot of economy 

	33
	27/04/2020 12:31 PM
ID: 139552521
	No very much

	34
	27/04/2020 13:30 PM
ID: 139561205
	Significant impact

	35
	27/04/2020 17:32 PM
ID: 139605999
	Beaches bring in tourists, economy to supermarkets, but not town centre 

	36
	05/05/2020 01:55 AM
ID: 140121735
	No idea

	37
	06/05/2020 16:53 PM
ID: 140288924
	It is beneficial for both

	38
	08/05/2020 13:55 PM
ID: 140429360
	a)new job opportunity
b) city economical development

	39
	11/05/2020 07:56 AM
ID: 140612115
	Huge impact of both: economically

	40
	11/05/2020 11:43 AM
ID: 140692254
	a_ small impact
b- economy boost

	41
	11/05/2020 12:18 PM
ID: 140707535
	I think it can be improved , get more tourists and have more events 

	42
	11/05/2020 16:53 PM
ID: 140774833
	Education level,job creation, development as tourist destination

	43
	12/05/2020 12:19 PM
ID: 140846874
	Lifestyle improvement, economy development




	 
	answered
	43

	
	skipped
	18



16. Page 16 

	[bookmark: q_11310296]16. What improvements would like to see in Swansea ?(new attractions / aesthetic changes / investment / support) 

	 
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	46

		1
	24/04/2020 16:03 PM
ID: 139442356
	new Atraction, improvements in city centre. Moreover, new nightclubs and bars will be esential to keep people in city centre

	2
	24/04/2020 16:21 PM
ID: 139443732
	Needs more investment and new attractions. Also, bring more overseas students in the city centre

	3
	24/04/2020 17:34 PM
ID: 139448757
	More music events

	4
	24/04/2020 18:27 PM
ID: 139453712
	New attractions and events mainly. Things to do.

	5
	24/04/2020 18:38 PM
ID: 139454514
	Planting more trees, plants to brighten the city. Less rubbish being spotted about, a cleaner environment. The city has great attractions, it just needs to be presented better

	6
	24/04/2020 19:00 PM
ID: 139455847
	Recognition of Dylan Thomas as a 'national treasure' and capitalise on us name. Make Uplands the world Dylan Hub

	7
	24/04/2020 19:21 PM
ID: 139458534
	Better planned city centre

	8
	24/04/2020 19:52 PM
ID: 139460490
	More cafe facilities around the beach area would be good . 

	9
	25/04/2020 04:30 AM
ID: 139471013
	Investment/support for local businesses 

	10
	25/04/2020 11:56 AM
ID: 139479903
	New attractions 

	11
	25/04/2020 12:10 PM
ID: 139480598
	Investment in road repair

	12
	25/04/2020 12:18 PM
ID: 139480796
	Need to make more indoor attractions available, especially in preparation for wet weather. Need to promote the existing attractions e.g. museums and art galleries etc more actively. 

	13
	25/04/2020 12:26 PM
ID: 139480946
	More parking spaces 

	14
	25/04/2020 12:49 PM
ID: 139481666
	Aesthetics changes, big investment more support from visit wales 

	15
	25/04/2020 13:03 PM
ID: 139482156
	More opportunities and investment for the local communities to

	16
	25/04/2020 13:05 PM
ID: 139481904
	Support from welsh government to promote swansea at the same level as cardiff

	17
	25/04/2020 13:06 PM
ID: 139482221
	Quality of the road 

	18
	25/04/2020 13:14 PM
ID: 139482181
	I don't know.

	19
	25/04/2020 13:16 PM
ID: 139482395
	New attractions

	20
	25/04/2020 13:17 PM
ID: 139482177
	More and new family attractions. 

	21
	25/04/2020 13:18 PM
ID: 139482394
	Cleaning streets 

	22
	25/04/2020 13:20 PM
ID: 139482606
	New attractions investment needs a clean 

	23
	25/04/2020 13:27 PM
ID: 139482837
	Music events 

	24
	25/04/2020 13:45 PM
ID: 139483313
	Better transport to events at stations ie. Trains to other parts of wales running longer than the event time

	25
	25/04/2020 13:46 PM
ID: 139483240
	I would like to see a bigger push on community run businesses, the market is a big attraction for the city but that seems the only advertisement on family run businesses. Swansea needs more culture it needs more character.

	26
	25/04/2020 13:48 PM
ID: 139483409
	Not sure

	27
	25/04/2020 13:52 PM
ID: 139483438
	The gardens should be turned back into an actual garden and there should be more social places for teenagers to go 

	28
	25/04/2020 14:18 PM
ID: 139484015
	investment support 

	29
	25/04/2020 14:43 PM
ID: 139484843
	New attractions 

	30
	25/04/2020 14:47 PM
ID: 139483176
	Better music and entertainment venues

	31
	25/04/2020 16:14 PM
ID: 139487213
	Better nightlife, more music events, cultural events/fairs

	32
	25/04/2020 16:58 PM
ID: 139488468
	Cleanliness consistent planning & city improvements

	33
	25/04/2020 22:30 PM
ID: 139495387
	more torrist places

	34
	27/04/2020 02:56 AM
ID: 139521585
	Ice arena

	35
	27/04/2020 11:14 AM
ID: 139535897
	Swanse has a lot of run down areas and its also a bit complicated to traverse everything is far away from each other without any direct routes to each other i think they should work on ease of access to each other 

	36
	27/04/2020 12:31 PM
ID: 139552521
	New attraction/investment and aesthetics there need to be something for everyone and a reason people will visit. 

	37
	27/04/2020 13:30 PM
ID: 139561205
	Investment to make attractions more striking and modern

	38
	27/04/2020 17:32 PM
ID: 139605999
	Investment in supporting businesses’ success in running out of the town centre so all the closed down shops reopen as something new 

	39
	05/05/2020 01:55 AM
ID: 140121735
	New attractions, events, shops

	40
	06/05/2020 16:53 PM
ID: 140288924
	Events 

	41
	08/05/2020 13:55 PM
ID: 140429360
	Events and new attractions

	42
	11/05/2020 07:56 AM
ID: 140612115
	Investments

	43
	11/05/2020 11:43 AM
ID: 140692254
	Roads, transport

	44
	11/05/2020 12:18 PM
ID: 140707535
	More live music concerts , more outdoor events 

	45
	11/05/2020 16:53 PM
ID: 140774833
	events

	46
	12/05/2020 12:19 PM
ID: 140846874
	Attractions




	 
	answered
	46

	
	skipped
	15



17. Page 17 

	[bookmark: q_11310305]17. Please, state your area of living 

	 
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	61

		1
	24/04/2020 16:03 PM
ID: 139442356
	swansea

	2
	24/04/2020 16:21 PM
ID: 139443732
	Swansea, Mayhill

	3
	24/04/2020 16:21 PM
ID: 139443910
	Haffod

	4
	24/04/2020 17:34 PM
ID: 139448757
	Swansea

	5
	24/04/2020 18:27 PM
ID: 139453712
	Cardiff

	6
	24/04/2020 18:38 PM
ID: 139454514
	Swansea

	7
	24/04/2020 18:39 PM
ID: 139454799
	Pembrokeshire

	8
	24/04/2020 19:00 PM
ID: 139455847
	Swansea SA3

	9
	24/04/2020 19:21 PM
ID: 139458534
	Aberdare

	10
	24/04/2020 19:52 PM
ID: 139460490
	Dunvant 

	11
	24/04/2020 23:44 PM
ID: 139469075
	Sa1 7hp

	12
	25/04/2020 04:30 AM
ID: 139471013
	Cardiff 

	13
	25/04/2020 11:56 AM
ID: 139479903
	Swansea

	14
	25/04/2020 12:10 PM
ID: 139480598
	Sketty, Swansea

	15
	25/04/2020 12:15 PM
ID: 139480871
	Swansea 

	16
	25/04/2020 12:18 PM
ID: 139480796
	Outside of Swansea but do travel there on a daily/weekly basis.

	17
	25/04/2020 12:26 PM
ID: 139480946
	Sketty

	18
	25/04/2020 12:49 PM
ID: 139481666
	Gwent

	19
	25/04/2020 13:02 PM
ID: 139482256
	Cwmbran 

	20
	25/04/2020 13:03 PM
ID: 139482156
	Cwmbran 

	21
	25/04/2020 13:05 PM
ID: 139481904
	Neath Port Talbot

	22
	25/04/2020 13:06 PM
ID: 139482221
	Port Tennant 

	23
	25/04/2020 13:07 PM
ID: 139482248
	Cwmbran 

	24
	25/04/2020 13:08 PM
ID: 139482261
	Gwent 

	25
	25/04/2020 13:08 PM
ID: 139482397
	Gwent

	26
	25/04/2020 13:14 PM
ID: 139482181
	Swansea

	27
	25/04/2020 13:16 PM
ID: 139482395
	Cwmbran 

	28
	25/04/2020 13:17 PM
ID: 139482177
	Swansea 

	29
	25/04/2020 13:18 PM
ID: 139482394
	Penlan

	30
	25/04/2020 13:20 PM
ID: 139482606
	Cwmbran

	31
	25/04/2020 13:22 PM
ID: 139482671
	Cambrian 

	32
	25/04/2020 13:23 PM
ID: 139482799
	Wales

	33
	25/04/2020 13:27 PM
ID: 139482837
	Mayhill Swansea

	34
	25/04/2020 13:45 PM
ID: 139483313
	Swansea

	35
	25/04/2020 13:46 PM
ID: 139483240
	Merthyr Tydfil

	36
	25/04/2020 13:48 PM
ID: 139483409
	Caerphilly 

	37
	25/04/2020 13:52 PM
ID: 139483438
	Swansea

	38
	25/04/2020 14:18 PM
ID: 139484015
	llandarcy 

	39
	25/04/2020 14:26 PM
ID: 139484495
	Wales

	40
	25/04/2020 14:34 PM
ID: 139484626
	Gwent

	41
	25/04/2020 14:43 PM
ID: 139484843
	Haford

	42
	25/04/2020 14:47 PM
ID: 139483176
	Swansea Marina

	43
	25/04/2020 15:56 PM
ID: 139486879
	Swansea 

	44
	25/04/2020 16:14 PM
ID: 139487213
	Swansea - st.thomas

	45
	25/04/2020 16:58 PM
ID: 139488468
	West Wales

	46
	25/04/2020 18:32 PM
ID: 139491057
	Swansea

	47
	25/04/2020 22:30 PM
ID: 139495387
	Penlan

	48
	26/04/2020 16:03 PM
ID: 139511071
	Mayhill

	49
	27/04/2020 02:56 AM
ID: 139521585
	Neath Port Talbot

	50
	27/04/2020 11:14 AM
ID: 139535897
	Carmarthen 

	51
	27/04/2020 12:31 PM
ID: 139552521
	Brynmill

	52
	27/04/2020 13:30 PM
ID: 139561205
	Neath Port Talbot 

	53
	27/04/2020 17:32 PM
ID: 139605999
	Uplands

	54
	05/05/2020 01:55 AM
ID: 140121735
	Swansea

	55
	06/05/2020 16:53 PM
ID: 140288924
	Swansea

	56
	08/05/2020 13:55 PM
ID: 140429360
	Swansea

	57
	11/05/2020 07:56 AM
ID: 140612115
	Cardiff 

	58
	11/05/2020 11:43 AM
ID: 140692254
	Swansea

	59
	11/05/2020 12:18 PM
ID: 140707535
	Llanelly 

	60
	11/05/2020 16:53 PM
ID: 140774833
	Swansea

	61
	12/05/2020 12:19 PM
ID: 140846874
	Swansea




	 
	answered
	61

	
	skipped
	0



18. Page 18 

	[bookmark: q_11310323]18. What is your employment status? 

	 
	Response Percent
	Response Total

	1
	Employed
		 



	67.21%
	41

	2
	Self-employed
		 



	13.11%
	8

	3
	Unemployed
		 



	3.28%
	2

	4
	Retired
	  
	0.00%
	0

	5
	Student
		 



	14.75%
	9

	6
	Other
		 



	1.64%
	1

		Analysis
	Mean:
	1.87
	Std. Deviation:
	1.51
	Satisfaction Rate:
	17.38

	
	Variance:
	2.28
	Std. Error:
	0.19
	 



	answered
	61

	
	skipped
	0



19. Page 19 

	[bookmark: q_11310329]19. Gender (mark the appropriate answer) 

	 
	Response Percent
	Response Total

	1
	Male
		 



	26.67%
	16

	2
	Female
		 



	73.33%
	44

	3
	Other
	  
	0.00%
	0

	4
	Prefer not to say
	  
	0.00%
	0

		Analysis
	Mean:
	1.73
	Std. Deviation:
	0.44
	Satisfaction Rate:
	24.44

	
	Variance:
	0.2
	Std. Error:
	0.06
	 



	answered
	60

	
	skipped
	1



20. Page 20 

	[bookmark: q_11310384]20. What is your age? 

	 
	Response Percent
	Response Total

	1
	18-24
		 



	16.95%
	10

	2
	25-34
		 



	30.51%
	18

	3
	35-54
		 



	42.37%
	25

	4
	55+
		 



	10.17%
	6

	5
	Prefer not to say
	  
	0.00%
	0

		Analysis
	Mean:
	2.46
	Std. Deviation:
	0.89
	Satisfaction Rate:
	36.44

	
	Variance:
	0.79
	Std. Error:
	0.12
	 



	answered
	59

	
	skipped
	2



21. Page 21 

	[bookmark: q_11310421]21. Your marital status? 

	 
	Response Percent
	Response Total

	1
	Single
		 



	42.62%
	26

	2
	Married/Partnership
		 



	55.74%
	34

	3
	Prefer not to say
		 



	1.64%
	1

		Analysis
	Mean:
	1.59
	Std. Deviation:
	0.52
	Satisfaction Rate:
	29.51

	
	Variance:
	0.27
	Std. Error:
	0.07
	 



	answered
	61

	
	skipped
	0



22. Page 22 

	[bookmark: q_11310454]22. Your highest education level? 

	 
	Response Percent
	Response Total

	1
	High school graduate
		 



	24.59%
	15

	2
	Bachelor’s degree
		 



	31.15%
	19

	3
	Master degree
		 



	24.59%
	15

	4
	Prefer not to say
		 



	11.48%
	7

	5
	Other (please specify):
		 



	8.20%
	5

		Analysis
	Mean:
	2.48
	Std. Deviation:
	1.21
	Satisfaction Rate:
	36.89

	
	Variance:
	1.46
	Std. Error:
	0.15
	 



	answered
	61

	
	skipped
	0

	Other (please specify): (5)

		1
	24/04/2020 19:52 PM
ID: 139460490
	O levels

	2
	25/04/2020 13:06 PM
ID: 139482221
	

	3
	25/04/2020 13:07 PM
ID: 139482248
	

	4
	25/04/2020 14:47 PM
ID: 139483176
	A level granduate

	5
	27/04/2020 11:14 AM
ID: 139535897
	Extended diploma


















[bookmark: _Toc42111496][bookmark: _Toc43384364]Appendix 3-Interview questions.
Questions
1.Company Name.
2.Role in the Company (Eg; Manager …)
3.What (in your opinion) are the most popular tourist / leisure attractions in Swansea?

4.In your opinion, what type of tourism development has Swansea been most lacking up until now?

5.What comments would you make about the levels of tourism investment in Swansea’s Leisure and Tourism industry  A) PAST / B) PRESENT?

6.How has Swansea’s tourism strategic focus changed over the years?
Give examples of the ways in which Swansea’s tourism strategic focus has changed over the years (positives / negatives?)
7.What do you know about the ways in which Swansea has prioritized its tourism / leisure developments?
8. In your view, how is Swansea meeting Wales’ (Welsh Government) Leisure / Tourism agendas?
9 How much do you feel the community is involved in the new Tourism   / Leisure developments?
10.In your opinion, how important are the community views, opinions, preferences, with respect to Leisure / Tourism Developments in Swansea?
11. How are the local community communicated / engaged with, with regards to their views on Tourism   / Leisure?....... How are they informed of new developments? 
12.  In your opinion, what are the strengths and weaknesses of Swansea’s tourism / leisure attractions? - - eg; Levels of impact on the community / local economy - businesses? 
13.In your opinion, how would you say Swansea compares to other cities and their Tourism / Leisure provision (such as for example; Cardiff)?
14. In your view, what does the future hold for Swansea? What’s coming next and how will Swansea address future community needs?
15.With respect to the new developments ongoing in Swansea, what would you say are going to be the most significant projects to boost Swansea’s tourism / leisure industry? 

What does the future hold for Swansea? 
Thank you for participation!



Email addresses of the companies: 
info@tourismswanseabay.co.uk  -Tourism Swansea bay 
Tourism.Team@swansea.gov.uk – Council 
tourism@swansea.gov.uk               Tourism company 
waterfront@museumwales.ac.uk     Museum
lcswansea.enquiries@freedom-leisure.co.uk  LC2
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[bookmark: _Toc42111497][bookmark: _Toc43384365]Appendix 4- Interview answers - National Waterfront Museum 
Questions
1.Company Name.  National Waterfront Museum
2.Role in the Company (Eg; Manager …) Marketing and Communications Manager
3.What (in your opinion) are the most popular tourist / leisure attractions in Swansea?
The LC has consistently attracted more visitors than any other attraction; though Rhossili in Gower as a whole (if you are including Gower) as one of the Rough Guide’s best beaches in the world, must receive millions of visitors. The National Waterfront Museum is very popular with approx. 275000 visits for the last three years. 

4.In your opinion, what type of tourism development has Swansea been most lacking up until now? I don’t think Swansea actually lacks much of anything – it has good theatres, fantastic beaches, castles, museums, parks, good restaurants and accommodation, a brilliant coastal pedestrian and bike route. It might lack some adventurous things to do (like a zipwire) or development of its obvious potential as a place to learn watersports. And personally I do like to get up high – so although there is the very tall restaurant with amazing views, a large London-eye style wheel might be good.

5.What comments would you make about the levels of tourism investment in Swansea’s Leisure and Tourism industry  A) PAST / B) PRESENT?
In my own experience of four years, the level of funding into the industry has been reduced.

6.How has Swansea’s tourism strategic focus changed over the years?
Give examples of the ways in which Swansea’s tourism strategic focus has changed over the years (positives / negatives?)
 A lot of hopes seem to be pinned on the new digital arena, which will attract people for one night only to see certain acts, rather than investing in the area as a whole for longer breaks.

7.What do you know about the ways in which Swansea has prioritized its tourism / leisure developments?
I don’t know much at all about how they prioritize.
[bookmark: _Hlk38876053]8. In your view, how is Swansea meeting Wales’ (Welsh Govt) Leisure / Tourism agendas?
Very well. It offers a variety of experiences for all ages and interests, and recently it has joined up the Enjoy Swansea Bay and Tourism Swansea Bay teams so it also reflects the Welsh government creed of working in partnership. The Swansea Council team also offers regular seminars for tourism venues, aimed at increasing the standards and professionalism of the hospitality industry, reflecting the Welsh Government’s ambition of achieving “Great products and place”.

9 How much do you feel the community is involved in the new Tourism   / Leisure developments?
I don’t know if they are involved at all – there is very little engagement if invited. 
10.In your opinion, how important are the community views, opinions, preferences, with respect to Leisure / Tourism Developments in Swansea?
The views and preferences and opinions of the community do of course need to be considered, but also need to be weighed against the benefits of improving things for tourists, for example blocking any development of any kind on the sea front.
11. How are the local community communicated / engaged with, with regards to their views on Tourism   / Leisure?....... How are they informed of new developments? 
The council will inform the general public via press releases and notices on the counctil website and social media channels, and they also regularly host meetings to which the community is invited to discuss changes and potential developments.
12.  In your opinion, what are the strengths and weaknesses of Swansea’s tourism / leisure attractions? - - eg; Levels of impact on the community / local economy - businesses? 
One of the strengths of the attractions are that many of them are very closely groued – e.g. the LC, national waterfront museum, Dylan Thomas centre, Swansea museum, glynn Vivian art gallery, and mission gallery are within 10 minutes walk of each other. The city also has a good spread of independent restaurants/bars, making it attractive to those looking for more than another faceless chain.  Another strength is the five-mile coast with uninterrupted walking and cycling facilities, though in my view a weakness is that the council has not made as much of this as it might, cutting the beach off from the main city with a four (sometimes six) lane highway.
 

13.In your opinion, how would you say Swansea compares to other cities and their Tourism / Leisure provision (such as for example; Cardiff)?
I think Swansea compares very favourably to somewhere like Cardiff, since it has history and heritage, theatres, cinemas, and independent shops and food providers which are sadly lacking in cardiff. It also has access ot the beach, which is something Cardiff lacks, and also boasts a good walking/cycling trail which again Cardiff lacks. 
14. In your view, what does the future hold for Swansea? What’s coming next and how will Swansea address future community needs?
Several new proposals are under way for Swansea – the digital arena, proposals for a zipwire on Killay hill, and the redevelopment of the former Hafod Morfa copper works. If all these proposals go ahead, then it will potentially start to attract new visitors.
15.With respect to the new developments ongoing in Swansea, what would you say are going to be the most significant projects to boost Swansea’s tourism / leisure industry? 
What does the future hold for Swansea? 
Same as above……





image3.jpg
10

0%

0%

30.51%

42.37%

16.95%
P
10.17%
0%
18-24 25-34 35-54 55+ i ROt e





image4.jpeg
100%

Gender (mark the appropriate answer)

26.67%

73.33%

0%

0%

Other

brafar not o =2y,





image5.jpeg
What is your employment status?

7.21%

LA 14.75%

3.28% TR

— 0% —

Employed  Self-employed  Unemployed Retired Student Other





image6.jpeg
100%

Your highest education level?

suimn
o o

o

H —
Ew oo s oabey | Gow

oraduste

specity)s





image7.jpeg
100%

Your marital status?

a2.62%

s5.74%

1.64%

Single’

Marriad/Partnership Brafar not to =2y,





image8.jpeg
100%

What type of holidays do you prefer?

47.37%

e
s
L e





image9.png
Please tick the things which are more important to you choosing holidays?
100%

0%

G|
4

Time available  Actvities Accessibility Attractions Weather
(transport)

& ver Uy & vy ity & vty |

FusionCharts





image10.png
How important are the below , when you visit destinations?
100%

0%

4426%  44.26%

39.34% I
4 L

Attractions Safetyand  Accessibilit Cleanliness  Nature  Nightlfe  Events  Enfertainm  Prices Guest
security v of the ent senice
destination

e Very important o Very Unimportantis Prefer not tosay |
Frortharts





image11.jpeg
100%

1n your opinion what should be improved in Swansea regarding the tourism industry

and leisure?
Se.5% s6.9%
a8.28%
o a276%
1.72%
Infrastructure. Events Transport Attractions | Other (plesse

Specity):





image12.jpg
4.What of the following Swansea s attractions do you know?

National  Mumbles pier  Swansea  Glyn Vivian Gover Swansea city
terfrant Huszum Gallery (beaches) anter.
Huzeum





image13.jpeg
100% o

Have you ever visited the following attractions?

93.33%

National
Waterfront
Museum

Mumbles pier Svansea Giyn Vivian Gover.
Museum Gallery (beaches)

PR

Swansea city
center

FilsionCharts





image14.png
To what degree did you enjoy your visit to those venues?
100%

0%

54.55%54.24%
34%
20
6%
° 6.78%) 4%
L2 National Mumbles pier Svansea Giyn Vivian Gover Swansea city
Waterfront Museum Gallery. (beaches) center
Museum
e Very satisfied & Dissatisfied i Very Dissatisfied s Prefer not to say

FusionCharts





image15.wmf

image17.jpeg
X -
c b & 1-140r1a ¢ > mmc oA "
T6! leswaitisea e: UWT S Disgertation researen - Deansir- Madarm Goad MOFInG/aMernoon! My narme’is Jakatenna Jakusenoka T A a UWTSD un Aprzs
questions. doex B
It
To: Icswinsea diia iipos] UWTSD Dissertation fesearch - Dear Sir- Madam Good morming/aftermoon. My name is Jekaterina Jakusenoka. flam a UW. T
{ Bll_questions.dock B
B
TTo: totirisin fernoon: My name is Jekaterina Jakusenoka. | am a UWTSD university st api26 |
i | B
To: waterriont Good morning/afil name tina Uakusenaka. | am a UWTSD un aprz6 |
ittty |
|
i UWTSD Research Dissertation - Dear adam Good mo on. M s e 3 Jakusenaka. | am a UWTSD un Anr26
! { ® S e oad-momin nam i Sanoka i an uni Aprz6

2435735,

Floxasare Ste 3

SRR -

i 3 -
P - . | P 0% ® 00050
LB -




image16.jpg
AA & app.smartsurvey.co.uk

4 SmartSurvey hboard

RENT SURVEY.

Tourism Impacts in Swansea
Design Collect

@ Survey Results @ summary | & Responses W Fiering [ Export & Sharing

[ ves [ Wotrightnow

Results Summary

eated Tota artia Completed

24/04/2020 91 30 “

& Print Friendly B SendtoWo

Fiter Summary | | [5} Key Anaysi

1. Swansea Tourism Survey Navigate: [ #1. Swansea Tourm swvey 1] I (RS
1. How often do you go on holiday per year? [y Crecte cr
Response | Respe

Percent | Tot

1| Less than once a year E— 18.03% 1

2 | onceayear = 31.15% 19

3 | 24tmesayear 1 4426% 27
4| over Stimes ayear (=] 656% 4
answered 61

skipped 0




image1.jpeg
PRIFYSGOL CYMRU
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David





image2.jpg
Research Onion Diagram (based upon Saunders et

Layr
Prosopnica sances

s diagram, 2009)

owa
caecion

ey
s





