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Executive Summary

In this report, the results of marketing strategies and plan have been evaluated and insured, to be able to accomplish and achieve objectives. Targeting the US market to visit Swansea Bay and the Gower Peninsula, researches, SWOT and PEST analysis have been conducted, in order to understand what key factors will have an effect on the decision making while creating the itinerary. Therefore, by highlighting the US visitor’s expectations’ acknowledging what Swansea has to offer and identifying the difference between what is expected and what is actual, an itinerary has been created. 
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Destination and product description

The destination of this marketing plan is Swansea Bay and the Gower Peninsula. Swansea is a coastal city that lies within the historic county boundaries of Glamorgan in South Wales. Swansea is known for its beautiful beaches, one of them was awarded Wales’s Best Beach for 2017 according to Visit Swansea Bay, which attracts many visitors for either a walk on the beach or for some activities such as surfing. 

An itinerary has been created to attract the US market, targeting couples over 55. The itinerary includes accommodation in the Gower, in Oxwich Bay, visits to, a golf club, museums, Mumbles, Swansea Bay, Swansea city center, and Oystermouth Castle. A private car with a chauffeur will transport the guests between attractions during their stay, Guests can have breakfast and dinner at the hotel as it is included in the holiday package price. Different choices of restaurants are available while visiting places. The option of swapping the day’s plans is available, so guests can change the choice of activity and places to visit. Entry to attractions is included in the price. Transportation to and from the airport is included in the package. Flights are not included. Price list for flights can be offered and booked upon request. (see appendix 1 for the itinerary).

Situation analysis 

According to statistics in 2016, it shows an increase in the expenditure generated by tourists and visitors to Swansea, registering in 2015 £400.3 million from 4.59 million Visitors. This research was conducted by Swansea City. In another research by the Swansea Bay City Region, it has shown that in 2015, tourism had an economic impact of £1.4b and direct expenditure of £849m into Swansea. Yet according to Prof Annette Pritchard, director of the Welsh Centre for tourism research at Cardiff Metropolitan University, she states to the BBC that, “ We are not doing as well internationally as our competitor;, we’re getting about 3% of visitors and about 2% of spending”, (BBC.co.uk, 2017). She also mentioned that 14 tourist information centers in Wales have closed in the past 5 years. 

Although Swansea has seen an increase in expenditure and the number of visitors, attracting tourists is not considered to be strong according to Prof Annette. This indicates, despite the registered impact generated from tourism, there is an issue that needs to be addressed in order to boost the tourism industry. 

In 2017, the Wales Airshow boosted Swansea’s economy with £8.4m, based on a study by Swansea Council. As it can been seen, there has been an economic impact from the tourism industry in Swansea, but compared to other cities in Wales, Swansea needs to work on the tourism industry more. Statistics show that international visitors that came to South East Wales were 57%, a high percentage, but unfortunately, they are mostly located in Cardiff. On the other hand, visitors from England tend to go to North Wales instead of South Wales. This leads to the conclusion that international visitors are attracted to South Wales, but the challenge is attracting them to Swansea, rather than the other cities in South Wales,( Wlaesonline.com, 2016).

1.1 SWOT Analysis.

Based on a SWOT analysis for the internal research, it shows that the Strengths of the destination lies in its beautiful beaches. However, the key Weaknesses are, there are no investments in the tourism sector in Swansea and not enough attractions or activity options for visitors; this is due to that minimum input in the tourism sector. As for the external it shows that the Opportunities are, having the space without the infrastructure; this point can be looked into further, by the council. The weather is considered to be the main Threat, as it cannot be controlled, however, it can be predicted though. Competition from the surrounding cities can also cause a threat. ( see appendix 2)

1.2 PEST Analysis 

As for the Political factor, it can be argued that Swansea Council is in debt, which makes investment in the tourism sector at the bottom of their  list of priorities. On the other hand, Brexit, according to CNBC 2018, is leading to recession which will affect the Economy in the coming years. This can create an opportunity for the tourism industry to attract more tourists and tourist’s expenditure to feed into the economy. Due to the drop of the value of the British Pound, (the exchanging rate for the US dollar, according to the latest currency exchange chart, is 0.717USD for 1 GBP) US tourists now find it more affordable than previous years. As for the Social factor, Swansea is a Welsh cultural city and based on researches, it has shown that US tourists are attracted and interested in the welsh culture and enjoy the scenery as well as the historical sites . As for the Technological factor, Wi-Fi hot spots are available on a wider scale in Swansea than previous years with better signals. For overseas tourists online access for bookings or viewing the destination prior to arrival, creates a perspective for the visitors to look forward to. (see appendix 3)

Based on the SWOT and PEST analysis, it can be seen that Swansea does not have the infrastructure, nor investment in the tourism sector. Researches showed that Swansea had an increase in the number of visitors, but to be able to maintain these numbers and increase them further, more investment is needed to create more attractions for visitors, whether national or international.  
Analysis of key market segment

Wood (2004), suggests that after identifying the market and understanding the changes, the customer’s needs should be looked at closely. 

The itinerary has been created to target the US market, the over 55’s couples in particular. The strategy used here, is to identify what attracts the US market to Swansea and create the perfect program that will satisfy their demand.

According to research and statistics, it has been seen that the US segment formed 16% of the tourists that visited Swansea in 2016 - the largest international segment. The area of South east Wales attracted 75% of the US visitors. They were motivated to visit historical sites and castles, and figures show that 68% of American visitors have been to these attractions, (Walesonline.com, 2016). 

Based on Swansea council statistics, some of the main visitors are early retired couples over 45. In order to increase this percentage more, programs should be created to attract the Americans and make them want to come to Swansea.

Rose West, the author of an article published on Owlcation, explains why Americans love to visit the UK. Reasons include, the accent, the Queen, Prince William, the history, the scenery, the food, the humour and the literature to mention but a few. It can be argued that these are the reason the Americans love Britain and as for Wales, it is known for its castles; just over 600 castles in Wales alone, which made some Americans, , call it the ‘castle capital of the world’. The historical sites are what attracts the American visitors to Wales most.  

Swansea Bay and the Gower have some intact castles and some that are only remains. Oystermouth Castle in Mumbles has been included in the itinerary as an attraction to visit. If Americans are attracted to historical places, the downside of this issue is that Swansea does not offer many places; however, alternatives could be created, such as more museums could be opened to display the historical sites and landmarks in pictures or mini architectural models.    

Marketing Objectives 

The missionary statement is, ’You imagine it, we make it happen ‘ .

To accomplish this aim, these objectives have been set:

To find out what Americans like and expect from Swansea. This can be done by research and statistics from previous years, in order to understand their expectations. 

Create programs that will interest and attract more American tourists to Swansea. Based on the research conducted in the first objective, the information can be used to identify their needs and demands and create the programs that will satisfy them. 

Use and take advantage of what is available in Swansea from beaches, attractions and activities to create an itinerary that will satisfy the customer. The itinerary should include places and attractions that the US market would be interested in going to and enjoy. Swansea benefits from a huge number of beaches that can be included.

Give the customers an experience in Swansea that will make them want to repeat. Make the customer happy by offering them what they want and making the itinerary flexible and changeable according to their demands. 

Marketing Mix 

Kotler (2013) suggests that in order to be able to plan the marketing mix, the strategy of the marketing plan should be determined first. And to be able to establish a strong position to target the US market, tactical tools should be constituted within the marketing mix. 

“ An effective marketing programme blends each marketing mix element into an integrated marketing programme designed to achieve the company’s marketing objectives by delivering value to consumers”, (Kotler, et all, 2013). 

* Product: The quality in the itinerary created is designed to target the over 55 American couples, who enjoy a good quality service and this is what was set when choosing the hotel, type of transportation and type of activities. 

* Place: location of the itinerary is Swansea Bay and the Gower Peninsula, which have attracted 16% of the American tourists in 2016. 

* Price: The total price for the package is £900 per couple. The price includes accommodation, entry to attractions and activities and transportation. Flights and restaurants are not included in the price. 

* Promotion: the ideal way to advertise this holiday package is online, using social media; according to statistics 81% of the US population had a networking social profile in 2017. North America has the highest rate of social media usage according to statista.com, 2017. 9% of the over 55’s use Facebook, following that Google with 7%. Based on these percentages, advertising of the package will be displayed on Facebook and Google

Summary 

To summarize, while conducting this marketing plan, to design the appropriate itinerary that targets the US market, the needs and demands of the targeted segment have been established first, by identifying all the internal and external factors that will have an effect on turning the marketing plan into marketing action. Then, through strategic planning the itinerary has been created, using the tactical tools of the marketing mix elements in order to produce a plan that will satisfy the demand and expectations. The itinerary was set and designed to achieve the marketing objectives. 
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Appendices: 

Appendix One: 

Itinerary

Package price: £ 900 per couple. Includes room, transportation and entry fees to attractions. 
Activities can be changed between days upon request. 

Accommodation:  Oxwich Bay Hotel, situated on the picturesque Gower Peninsula. From the 8th July, 2018 for four night. 

Breakfast and Dinner included. . 

Guests will be transported from the airport to the hotel, back to the airport for outbound flight and transportation from hotel to all attractions and back by a private car with a chauffeur .( Transportation included in this holiday package) 

Arrival at the hotel dinner time, dinner at the hotel and a courtesy bottle of Prosecco from the hotel upon arrival.

Day One 

- Breakfast at the hotel.

- Oystermouth Castle. (Spend time looking around in the castle and the gardens surrounding the castle)

- Lunch in Mumbles followed by visiting the Lovespoon Gallery in Mumbles.

- Going to mumbles pier and walking along the beach Is optional.

- Head back to the hotel for dinner and relaxing for the rest of the evening. 

Day Two 

- Breakfast at the hotel.

- Langland Bay Golf Club in the Gower. 

- Lunch in the Gower ( Restaurant can be chosen depending on the type of food requested) 

- Rhossili beach ( coastal walk, visiting worms head depending on the tides) dinner and drinks optional. 

- Back to the hotel. 

Day Three

- Breakfast at the hotel.

- A day in Swansea center and Bay, starting with visiting the Welsh royalty and cultural wax museum and Dylan Thomas Centre.

- Free time for shopping and own choice of restaurant for lunch..

- Walk on Swansea Bay and visit the Wartime Museum ( A museum with the 1940’s theme and World War One memorial French display) 

- Back to the hotel for dinner. 

Day Four

- Breakfast at the hotel.

- walk along the beach and enjoy the afternoon. 

- lunch available from the hotel restaurant. 

- Drive to the airport at 4 pm.

Balmoral Day Trip - a trip on the Balmoral heritage ship built in 1949, to llfracombe and Lundy Island from Swansea, available as an option. . 

Appendix Two:

SWOT Analysis 

	Strengths

* Swansea has beautiful award winning beaches.

* Location of Swansea, on the coast.
	Weaknesses

* Not enough tourist attractions or activity options

* No investment put into the tourist sector

* Roads in the Gower. 

	Opportunities

* Work on the city infrastructure
	Threats 

* Competition from other surrounding cities with better infrastructure. 

* The Weather.   


Appendix Three:

PEST Analysis

	Political
	Economical
	Social/ Cultural
	Technological

	- Swansea City in debt which as a results means no investment in tourism.

- No political issues between the Uk and USA, therefore no traveling restrictions on either country.

- Brexit will lead to recession, according to a new report (CNBC.com, 2018)
	- Drop in the value of the pound, which makes it affordable for USA visitors ( 1 USD = 0.717 GBP). 

- Expecting a recession as a result of Brexit.
	- The Welsh culture attracts the US visitors as well as the beauty of the country. 
	- More Wi-Fi hotspots in Swansea.

- Improved signage.

- Online booking available.

- Viewing images of the destination before visiting, which could build expectations.  
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