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Introduction
It has been said that Travel is Tourism, and it couldn’t be truer today. In Great Britain alone there were 1.6 billion train commuters in the last year and 27% of these trips were for leisure purposes. (Speakman, 2005)(Office of Rail and Road, 2024) With the tourism industry worth £106 billion to the UK’s GDP, train travel is a crucial part of this vital industry. (Visit Britain, 2024) Therefore, gaining an understanding of what passengers make of their train journeys is important to continue improving both industries. 
The latest trend in tourism is large scale events, and this growth has meant 19 million people have travelled to concert throughout the UK, up from 33% in the previous year, bringing economic improvements to more areas, and ensuring venues are continuing to prosper, and international acts like Beyonce, Taylor Swift and The Weekend can come to entertain British audiences. (CETIN, 2024) With this growth of domestic tourism, trains are now becoming the go to transport option, but there are calls to improve services and ensure sustainability is the main focus. 
To find out how British people feel about the rail service and how well adapt it is to deal with large scale events, a research study will be done. This will take advantage of both Cardiff and its train services busiest day, a Six Nation’s game day, asking the thousands of tourists what they think of a sustainable rail service.

Research methodology 
As the event under consideration in this study is the Guinness Rugby Six Nations, the study will take place in Cardiff during a game day, as there will be an abundance of people to choose from to participate, as the stadium holds 74,000 and many more come to the wider city to experience the game. (Leavey, 2020) Cardiff is also a good option to perform the study as there will be a large cross section of people attending, from rugby supports across Wales, many English and Scottish fans will travel via train to the capital, and Irish fans may use trains after cross with the ferry. Many fans will have flown in, into either Cardiff or Bristol airports, but this doesn’t mean they don’t have important input to the findings, as an outsider’s opinion “can see properties lost to the insider because of familiarisation and discover something of value”. (Bonner, 2002) There will also be plenty of people coming to the city for reasons other than rugby, such as shopping, visiting attractions, traveling or working, and they can still give an important insight into the overall consensus on train travel, and measure the success of train organisation during busy periods, and why they might have perhaps had avoided using the train on that day. 
The method of collection will incorporate a mixed-methods approach, combining quantitative and qualitative data providing better results as it “can provide stronger evidence and more confidence in findings and can give more granular results than each individual method”. (GOV.uk, 2020) The method will start with a survey conducted on the street outside Cardiff Central Train Station, with questions asking participants to measure different aspects of their train experience on a rating system, and then multiple-choice options that are most appropriate to them for why and when the choose rail travel. This will allow for quantitative method of numerical data to be collected and to be easily statistically analysed. (Lim, 2024) After analysing the data and grouping everybody into ones who had similar answers, a random selection of each will be contacted to take part in an interview, to gain a deeper understanding of what they think of rail travel, and what could be done to improve their future experiences. This qualitative data “captures the nuances of customer experience, diving deep into emotions, opinions, and motivations” and will be invaluable to train operators to improve their services. 
The study will combine two types of sampling, bringing quota and convenance sampling together, allowing for an easy method but also allowing for a guaranteed difference in participances. (Birt, 2022) Researchers will be on the street asking as many people as possible to answer the survey, not showing any bias within the first two hours, then participant demographics will be measured. If there is any demographic with a lower amount, such as age, more people who seem to fit the 40-65 age will be targeted to answer the survey. This will be done discretely to avoid any upset participant or embarrassment to the researcher. To avoid any ethical issues, all researchers will be given clear rules on how to collect data to ensure everyone’s safety. If any possible candidate is showing any signs of intoxication, which is a possibility during a sporting event, they will not engage with that individual, as they may become hostile, and their response will not be a true reflection of their thoughts on train travel. 
By using a mixed methods approach, the data will be able to be presented with both numerical and opinionated evidence, allowing for a better overall understanding and certain aspect to be pin pointed. If any participant shows an especially insightful response and they need to be contacted for further interviews, their information will not just be passed on, but they will be contacted to see if they agree to speak, and we the researcher will act as mediator between company and participant. This will all be done lawfully and fall within the rules and code of conduct of GDPR. (Baig and Khan, 2021) 

Significance of the study
This study provides crucial information on how people interact with the rail sector, and all travel options within tourism now have a direct impact on climate change. Global warming has become one of the main issues that has risen globally within the twenty-first century, with each nation now being affected, either through natural disasters or economical impacts.  Tourism as a whole is under threat from climate change, with seasons becoming unpredictable, summers are becoming hotter, with traditional locations struggling to have enough water, and temperatures rising to uncomfortable levels. (Chang et al., 2024) Winter destinations are also seeing a decline in snow cover and shorter ski seasons, affecting the local economies and the people who are heavily reliant on the tourism related employment. (Steiger et al., 202 2) Tropical islands are being slowly overtaken by rising sea levels taking away land, and a rise in tsunamis and earthquakes proving to be a real danger to life and leading tourists to find alternative destinations. (World Meteorological Organization, 2024) All these destinations are reliant on people traveling to them, using a mixture of travel options which all have a large environmental impact, with the global transport sector responsible for one quarter of all greenhouse gas emissions. (United Nations, 2021)
One positive to come from global warming is the affect it has on the consciousness of tourists and their choices of travel  options and destinations, with 71% of travellers intending to travel more sustainably. (Ngxongo, 2021) This then has an impact on travel operators and transport providers, pushing them to use the best practices and find sustainable alternatives to traditionally polluting and damaging vehicles and routes. Despite this, tourism is still responsible for 11% of global emissions, and consumers still find it hard to travel sustainably because of many factors such as limited availability, premium prices, company credibility and burdensome purchasing experiences. (Neuenburg et al., 20222) By increasing the awareness of customers’ needs through research like this one, companies will have a better understanding of which areas need improvement or modification and where they are falling behind. Many of today’s most successful business are leading the way because of the way they cater for their customers sustainability needs, with IKEA being a prime example, a $50 billion company and 860 million people visiting their stores globally, all while reducing the carbon foot print of their products by 52% since 2016. (Clancy, 2024) Therefore if companies invest in sustainable travel options for their customers, they will see a growth of passengers and an increase of their profits, but the must be ready to be transparent with their changes and its impact. Consumers have taken it upon themselves to judge the sustainability of companies after a trend of green washing, with 39% of travellers not trusting travel operators that label themselves as sustainable. (Soares, 2024) 
It is clear that sustainability, when implemented properly to a company’s framework will be of beneficial to them, their customers and the planet, and train companies are in a good situation to start with. Trains are often considered to be one of the most sustainable means of travel, with mass transportation of people reducing traffic congestion and often being powered by renewable power sources and having little to no carbon emissions. (Ahsan et al., 2023) With improvement of electrical trains, other sectors like cars also benefit from the constant investment in renewable transport and further reduce carbon emissions from transport. (Hanley, 2022) Despite the sustainability success of train transport, there is a serious issue with its relationship with customers, especially within the UK. After years of lack of investment and privatisation “people feel frustrated by poor communications and an apparent lack of leadership and accountability” and 31% of train users are dissatisfaction with train punctuality.  (Fernandes, 2024) (Gov UK, 2019) To improve the trust of consumers and to make travellers feel heard, British trains should use information gathered from research like this one, to influence their policies and procedures and create a better train network like others, such as Switzerland’s, which has a 93% punctuality score and only contributing 0.2% of the country’s CO2 emissions. (Briginshaw, 2025)

Time line and budget
As the study will take place during an extremely busy day, the researchers will need to arrive early in the morning to be able to catch all the people coming into the city to watch the match. By making the most out of the morning session the majority of the surveys can be done as doing the surveys after the game will not be ideal. Many of the tourist will be likely intoxicated and perhaps not in a very co-operative state, depending on the game’s result.
The budget of the study is small due to not having to pay the researchers as student volunteers will be used. The only costs will be for their travel down to Cardiff, either their train ticket or allowing them to claim back fuel money. There will also be enough for them to have lunch during their break. They will be given high visibility vests to allow them to be seen but also ensure participants know that the survey is real.

Conclusion
This study will give valuable information to train providers, allowing them to listen to their customers and improve their service’s, and also see the benefits of sustainable practices within their business practices’. These improvements to a more sustainable travel options will not only improve customer relations, but also improve the wider impact that tourism has on global warming. 
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