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This report will concentrate on the marketing strategy of Birmingham Walking Tours, a tourism company selected for this purpose. The marketing mix and STP analysis of the company will be evaluated, including segmentation, targeting, and positioning. Birmingham Walking Tours, located in Birmingham, England, specializes in guided walking tours of the city that showcase its architecture, cultural heritage, and rich history, offering visitors an engaging and informative experience. Their knowledgeable guides provide a distinct perspective on the city, focusing on its local history and customs, and offering a profound insight into its past and present. Whether visitors are interested in exploring the renowned Bullring shopping centre, the historic Jewellery Quarter, or learning about Birmingham's rich cultural heritage, Birmingham Walking Tours offers a tour that caters to their interests. The company also provides customized and private tours, catering to those seeking a more modified understanding (Adeyemi et al., 2019).
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Figure 1(Source: Birmingham Walking Tours, 2023)
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Product: Birmingham Walking Tours offers a guided walking tour experience as its primary product, which provides visitors to the city with an informative and distinctive approach to explore the city's cultural heritage, architecture, and history. The company has designed a diverse range of tours, each with a unique focus, catering to the interests of every individual (Asgary and Aziz, 2021).
[bookmark: _Toc126667732]Price: The cost of the tours offered by Birmingham Walking Tours varies according to the specific tour and the number of participants. The company uses various criteria, such as the duration of the tour, the number of participants, and the extent of personalization, to determine the tour's price. To ensure accessibility to a broad range of visitors, it is vital for the company to strike a balance between generating profit and reasonable pricing (Lu et al., 2019).
Promotion: To promote its tours and reach prospective customers, Birmingham Walking Tours uses various marketing strategies, including online advertising, email marketing, and social media marketing. Additionally, the company collaborates with local hotels and tourist information centers to advertise its tours to the city's visitors.
Place: The place aspect of the marketing mix concerns the distribution channels utilized to market the tours. Birmingham Walking Tours mainly sells its tours through its website, enabling customers to book and pay for their tours online. Additionally, the company partners with local hotels and tourist information centers to expand its reach to potential customers.
For Birmingham Walking Tours, balancing each of the four Ps of the marketing mix is crucial in attracting and retaining customers, offering a top-quality product, and preserving its competitive position in the market (Feng et al., 2019).
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STP 
Segmentation: Segmentation is an essential part of the marketing strategy for Birmingham Walking Tours. It involves dividing the market into smaller groups of customers with similar needs and characteristics. The company needs to understand its target market to create a marketing mix that appeals to them.
Segmentation can be based on demographic, geographic, and psychographic factors. Demographic segmentation considers characteristics like age, gender, income, and education to categorize the market. Geographic segmentation categorizes the market based on geographical locations, such as cities or regions. Psychographic segmentation categorizes the market based on factors like lifestyle, personality, and values (Garrod and Fyall, 2019).
For Birmingham Walking Tours, demographic segmentation means targeting visitors who have an interest in history, architecture, and cultural heritage. The target audience could comprise individuals who reside in the city and those who visit from other places. The aim is to attract tourists who want to experience the city in a unique and educational way.
Geographic segmentation focuses on visitors to the city of Birmingham, including tourists and local residents. Psychographic segmentation targets visitors who value educational experiences and are interested in learning about the city's history and heritage.
Targeting: The process of focusing the marketing mix on a specific market group is known as targeting. After segmenting the market, Birmingham Walking Tours can choose which groups to focus on based on things like their significance, size, and profitability.
Since both locals and tourists are interested in learning about Birmingham's past and cultural heritage, Birmingham Walking Tours may decide to cater to both groups. The business could offer tours that emphasise lesser-known regions of the city for the benefit of locals, and tours that give visitors a general overview of the city's history and cultural heritage (Maitland and Newman, 2021).
Birmingham Walking Tours could use a variety of marketing strategies to achieve its target market. channels, such as websites, social media, and regional tour guides. The business could also work with nearby hotels to offer tour and lodging packages and give discounts to tourists who reserve tours in advance.
A key component of Birmingham Walking Tours' marketing strategy is targeting because it enables the business to concentrate its advertising efforts on particular market groups, boosting the likelihood of luring customers and producing revenue 
Positioning: Positioning is a popular tactic used to forge in customers' thoughts a distinctive image or identity for a good or service. Its goal is to create a perceived value that distinguishes the good or service from those offered by rivals.
For Birmingham Walking Tours, positioning would entail creating a unique picture that differentiates it from other city tour companies. This might be done by giving tours that highlight particular facets of the city's history and cultural heritage or by hiring knowledgeable and enthusiastic tour guides.
Focusing on providing a top-notch customer experience is another way to promote the business. This could entail giving interesting and engaging tours, having a variety of tour. options, as well as spending money on trainers to improve customer support.
The final goal of Birmingham Walking Tours' positioning is to create a distinctive and compelling brand identity that connects with its target market and encourages customers to choose the business over rivals. The business can set itself apart from other tour operators and improve its chances of luring and keeping customers by placing a high priority on the development of a strong brand image (Van der Borg et al., 2020).





Evaluation of opportunities and challenges
Opportunities
Identifying opportunities is an essential first stage in forecasting Birmingham Walking Tours' future success. When assessing opportunities, a number of variables, including market trends, customer needs, and new technologies, must be taken into account.
The possibility of the business providing more than just walking tours could be advantageous. For those who can't physically visit the city, the business might offer virtual tours, bike tours, or food tours.
Prioritizing eco-friendly tourist methods could be another chance for Birmingham Walking Tours. This might entail highlighting the city's green efforts during tours, using eco-friendly transportation options, and encouraging environmentally aware behaviour among clients. Such a step might assist the business in luring environmentally conscious customers and enhancing the reputation of its brand (Souza et al., 2020). Another chance for the business might be in technology. To improve its tours and make them more participatory and interesting for customers, it might use virtual and augmented reality technology.
Challenges
[bookmark: _Toc126667733]Birmingham Walking Tours faces a variety of difficulties, such as fierce rivalry from other tour operators and competing with non-traditional forms of travel like bus tours and food tours. The business must provide distinctive and superior experiences that set it apart from rivals in order to stand out and draw consumers.
Another issue is that walking tours are seasonal, and weather and seasonal variations frequently have an impact on customer demand. The business may need to modify its processes and product offerings to accommodate changing demand (Munar and Jacobsen, 2020).
Since operating a walking tour business involves a variety of expenditures, including guide salaries, marketing, and equipment costs, managing costs is a significant challenge for the company. It can be challenging to manage these costs while still offering top-notch experiences for clients.
The company also takes accessibility into account because not everyone can participate in walking tours, particularly those who have mobility issues. The business must take into account the requirements of all potential customers when developing its offerings in order to guarantee inclusivity.
Finally, for the business, technology offers both possibilities and difficulties. While adopting new technologies can improve the customer experience, the business must be cautious not to place an undue emphasis on technology at the cost of direct customer contact (Mihail and Pomering, 2019).

[bookmark: _Toc126858537]Conclusion
[bookmark: _Toc126667734]In conclusion, Birmingham Walking Tours is a crucial part of the city's tourism industry, offering unique walking tours that let visitors explore and experience Birmingham in a unique and exciting way. The business must correctly segment its market, pinpoint and concentrate on the right clients, and establish itself as a leader in the field if it is to succeed. By addressing the opportunities and difficulties the company faces, it can continue to grow and flourish, offering remarkable customer experiences and supporting Birmingham's tourism corporation's overall success.
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