Tourism Partnership North Wales - Partneriaeth Twristiaeth Gogledd Cymru

Annual Review 2005/06
Summary

Picking up on the merger message – Business as Usual, if not Better, the visitor economy, and Tourism Partnership North Wales, saw major improvements in product development, with the opening on new top quality hotels at Ramada Plazza, Wrexham; The Quay Hotel, Deganwy and new facilities at Y Galeri Caernarfon, all of these were in Tourism Growth Areas. Products about to launch include, Venue Cymru, the former North Wales Conference Centre, Llandudno, with a clutch of improvements nearby at the Castle Hotel, Conwy, St Georges Hotel, and The Imperial Hotel Llandudno.
There were also major infrastructure improvements in new bypass to Pwllheli, and the port of Holyhead, these will improve future business competitiveness. These promise a better future.
The Partnership working with Isle of Anglesey County Council, Conwy County Borough Council, Gwynedd County Council, Denbighshire County Council and the WDA secured Objective 1 funding for the Events Commission. This will build better event support and strategic events to draw new visitors to the region.

Identifying sustainable initiatives that bring tourism businesses together in enterprises that bring new business to the region received a key focus. Trade commitment of £876,262 was levered. Success was measured finance in terms of Tourism Revenue Generated of £17.5m and a 17:1 Return on Investment.

To capitalise on these products, better promotion of the region was led through the Partnership’s investment in regional campaigns on Great Breaks, North Wales Conferences, Group Travel. 
Innovative campaigns were conducted on regional products. Golf north wales led with aerial footage of golf courses on DVD, gardens north wales with added value and unique packages, walking north wales featuring the Edge of Wales Walks, a real breath of fresh air. New media was used for themed campaigns as in moviemap north wales and north wales events.

Through the challenge of change in Welsh Assembly Government merger process, the Partnership kept to its mission statement “Enhancing North Wales’ Tourism Economy, through Partnership, Planning Tomorrow's Tourism Today”. The Partnership complied with principles of probity and had an unqualified audit on its accounts.

The Partnership networked with Tourism Associations and businesses, fostering Marketing Area Partnerships. It cascaded 20% of its funding to support promotional activity in the five marketing areas. Innovative projects were supported from on line golf booking on the Isle of Anglesey, to Cultural Breaks on the Llŷn Peninsula, on line restaurant information in Snowdonia: Mountains and Coast, retail shopping opportunities in Llandudno and Colwyn Bay, e-marketing of day visitor to Rhyl and Prestatyn Funtime and promoting castles, Sacred Places, walking and countryside activities in North Wales Borderlands.
No investment in product development on promotional development can be justified without serving people in place to deliver a service that delights the customer – our visitor. So a range of initiatives were delivered to this end, from attractions benchmarking, to top up training for management to learning journeys to customer care for Urdd Eisteddfod Stewards.
The Partnership has commenced on an Interim Review of its Constitution, and Strategic Priorities. Greater compliance and fulfilment of Visit Wales Achieving Our Potential 2005 – 2013 are top priority. Additionally stock was taken of the Global Visitor Agenda in a paper by The Moffat Centre for travel and Tourism Business Development, Glasgow. 
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Introduction

Tourism Partnership North Wales adhered to its mission statement:

“Enhancing North Wales’ Tourism Economy, through Partnership, Planning Tomorrow's Tourism Today”

Tourism Partnership North Wales upheld its principles of:

Enhancement >> Integration >> Added Value >> Creating Partnerships

Tourism Partnership North Wales performed against three key requirements:

a)  To meet the expectations of its members and directors

Level of funding. A slightly reduced level of funding - £1144k - was committed to the region by the Wales Tourist Board. This continued to equate to 33% of the Regional Development Fund.

Devolved decision-making for the region. The Partnership developed its annual Business Plan for 2006/07, on the basis of the compliance with the North Wales Tourism Strategy, Planning Tomorrow's Tourism Today, Wales Tourist Board national tourism strategy, Achieving Our Potential. The Business Plan was submitted to and approved by the Wales Tourist Board by the set deadlines.
Commitment to de-duplication of activities. To this end The Partnership has not duplicated the present activities of tourism organisations or their products in the region, and where practical has endeavoured to enhance, integrate and add value to the appropriate existing products.
To undertake a strategic role.  The Regional Tourism Partnerships have a strategic not an operational role. To this end the Partnership has stuck to its allocated role, and not digressed into operational activity. 
To integrate roles at national, regional area and local levels. The Partnership has strived to ensure a cascading of different roles across the levels.

S4 – capital grant devolved decision-making. The Partnership has responded positively at all times to the opportunity of S4 decision-making, and responds swiftly to all consultations as to strategic compliance made by the Wales Tourist Board, 
Welsh Assembly Government merger. A consultation response document was produced by the Partnership in consultation with the Marketing Area Partnerships and submitted by the deadline to Welsh Assembly Government. The Partnership has worked to the ‘Business as Usual, if not Better’ agenda and has reviewed how it can more comprehensively fulfil the Welsh Assembly Government’s wider agenda.
Interim Review. In response to member needs, the Partnership has conducted an Interim Review of Constitution and Strategic Priorities, and published a 15 point consultative document for response by 1 September 2006.
Global Visitor Agenda. A wide ranging tourism futures paper, prepared by the Moffat Centre for Travel and Tourism Business Development, Glasgow Caledonian University has been published, so as to influence future tourism policy for the region.
b)  To comply with its obligations as a company, both fiscal and statutory

The fourth year’s accounts have been completed and a final set of accounts have been produced for approval by the appointed auditor, without any qualifications.

The Partnership Handbook has been maintained during 2005/06. The document embodies all of Tourism Partnership North Wales’ policies to fiscal and to statutory requirements. 

c)  To deliver and report against the Key Performance Indicators set by the Wales Tourist Board, as a condition of its Annual Funding Agreement

1. Business Plan Outputs

The Out Turn Tourism Revenue Generated was £17.5M against Target of £20M, this giving an ROI of 17.5:1 against a Target of 20:1. For detail see Appendix.
2. Leverage

The Out Turn Tourism Leverage was £0.9m against Target of £1.5M, this giving an Leverage Ratio of 1:1.25 against a Target of 1:1.5. For detail see Appendix 1.

3. Inclusive Trade Involvement

The Partnership has sought two-way communication with businesses within the tourism industry, in order to convey its aims and objectives, and record of achievement. The Partnership has prioritised the use existing communication routes rather than duplicate, such as: 

Wales Tourist Board Roadshows

Wales Tourist Board Trade Talks

North Wales Tourism Annual General Meetings

Tourist Association, Consortia and Sector Group Meetings 
Forming and developing five Marketing Area Partnerships, ie clusters of the 30 plus tourist associations, consortia and sector groups within the region, co-terminus with the Marketing Areas, remain a priority. They are:

Isle of Anglesey

Snowdonia: Mountains and Coast

North Wales Coastal Resorts - West – Llandudno and Colwyn Bay

North Wales Coastal Resorts – East – Rhyl and Prestatyn

North Wales Borderlands

The Partnership produced three seasonal editions of its bilingual newsletter Croeso / Welcome, distributed electronically and by hard copy.

The Partnership has redesigned its bilingual stakeholder web site, www.tpnw.org. 

The Partnership has established a strong identifiable image that marks its presence in these delivery mechanisms. 

4. Business Plan Priorities

The Board meets 6 times per annum, to review progress against its Business Plan, Targets, and Outputs,  addressing Out Turns on monthly basis.

Team meetings are convened on a fortnightly basis to review the delivery of work in progress.

One to one meetings are held fortnightly basis to review personal delivery of work in progress.

Staff reviews are conducted on a 4 monthly basis.
5. Funding Agreement
The Partnership has complied with the principal undertakings, namely:

Provide a quarterly report in a format acceptable to both parties within 30 days of the end of each quarter.
Provide an annual report in a format acceptable to both parties within 60 days of 31 March 2006, detailing progress against the performance targets. 

Provide audited accounts for the year, as and when available.
Meet with representatives of WTB at such times as the WTB reasonably requests any documentation on performance.
At all times use its best endeavours to comply with all applicable laws or regulations or official directives including without limit those derived from the European Union (including without limit European Community State Aids Laws).

Maintain clear accounting records identifying all income and expenditure.
Ensured that all third party suppliers/services are competitively procured.



Not changed its Memorandum or Articles of Association without prior discussion.
Submitted to the Board a draft Business Plan, to a new shortened format, for the 12 months commencing 1 April 2006 by 31 December 2005.  

Endorsed a final business plan by 15 March 2006.
Permitted the attendance of WTB representatives as Advisors at meetings of the Board of Directors, and provided copies of the agendas and minutes for such meetings at the same time as it notifies the directors
To post a copy of the Annual Review to the website.
6. Organisational Efficiency

Board of Directors

The Board of Directors has a maximum of 16 participants. 
A number of Panels are established – Strategy Panel, Product Development Panel, Promotional Development Panel, People Development Panel and a Regional Cultural Tourism Partnership.
The Board of Directors is committed to conducting its business in accordance with a Code of Conduct on Conflicts and Declaration of Interests. A register of Directors’ Interests is maintained

Staff Structure

A staff organisational structure has been established, and all employees have Job Descriptions, Statements and Standard Terms of Conditions. 

The Partnership undertakes an Induction Record on commencement of work, and operates a Competency-based Incremental Pay (CIP) scheme. The objective of the scheme is to enable employees to maximise their potential in undertaking their duties specified in their job description.  

The Partnership has been awarded Investor in People status.

Financial Manual

The Manual sets out the financial procedures for the management and control of financial resources. These include:

Accountability and Financial Control

Purchasing Goods and services including Tenders, Purchase Orders, Purchase Invoices and Selective tender register

Travel and Subsistence

Petty Cash

Fixed Assets

Salaries

Selling Goods and Services

Budgetary Control

Monthly Management Accounts. 

7. Joint Working with Wales Tourist Board

The Partnership has communicated effectively at the following levels:

Corporate
At chair and board member level - maintaining a chair to chair half yearly review meeting. 

Preparation of articles to deadline for inclusion in Trade Talks.

Representing WTB interests at North Wales Economic Forum executive and steering group meetings.

Attendance, in person or by videoconference at WTB Executive meetings.

Contributed to WTB Regional Roadshows leading on Do you really know North Wales?
Participation in WTB Team Day.

Participation in WTB Business Planning Day – to secure improved integration of roles and work effectiveness.

Secured the advancing of Business Planning cycle in Funding Agreement.

Finance and Administration

Complied with the procedures for transferring funds, and making payments to WTB.
Development

Provided responses in good time to S4 consultation enquiries, and responded to a number of development proposals enquiries.
Provided accommodation for Senior Investment Analyst, and Administrative Assistant.
Marketing

Participated in a series of marketing meetings at management level, as well as Prydain and Tramor.
Developed pilot Customer Relationship Management Scheme.

Consumer Affairs

Working with Tourism Training Forum for Wales; part funding People Development Manager, on a two year contract.

8. Tourism Growth Areas

The Partnership has to work with five Tourism Growth Areas and has established a quarterly Project Coordinators meeting plus a template monitoring report format has been developed. Individual TGA meetings are attended. 

Integrated Quality Management is the most difficult aspect to secure progress upon.

Strategic TGA Llandudno, Conwy and Deganwy. There is a £2.5M allocation over the six-year period, All the Steering Group meetings have been attended. Overall the financial take up of S4 has been to the set allocation. Key developments during the year were the redevelopment of the North Wales Conference Centre, construction of The Quay Hotel Deganwy. Remaining key projects yet to be delivered are extension to the Oriel Mostyn; improved signage scheme within the town of Llandudno; the redevelopment of Conwy Quay.
Regional TGA Wrexham. There is a £0.9M allocation over the six-year period. The Steering Group meets under the aegis of Wrexham Tourism Forum. Key development within the year was Ramada Plazza Hotel, Wrexham. The main project approved this year was the development of a ski jump at Gresford, funded with a grant of £700k.
Regional TGA Llangollen and Dee Valley.There is a £0.6M allocation over the six-year period. The amount yet to allocate amounts to £200k.

Regional TGA Caernarfon. There is a £1.0M allocation over the six-year period. Y Galeri has been developed with S4 funds. Within the Caernarfon TGA the amount of funds taken up is no more than £40,000. There remains much work to be done with over £800,000 of grant unallocated. Considerable planning that has been done to develop projects including Y Maes Traffic Management Scheme and an application is due 2006/07. One major hotel project is in development stage, with a second under discussion. 
Rural TGA Betws-y-Coed.There is a £0.5M allocation over the six-year period.the A Project Coordinator is in post. The joint working has proven successful, with a high frequency / number of meetings under Menter Nant Conwy having secured strong ownership of the task at hand across a number of diverse rural communities. The majority of the meetings have been attended. Again Integrated Quality Management is the most difficult aspect to secure progress upon. The amount yet to allocate amounts to £200k.

9. Section 4

The Partnership responds swiftly to consultations on S4 applications, as to theiron strategic compliance with North Wales’ priorities. A Product Investment Panel is charged with the role. The Panel has a small number of participants – Chairperson, Regional Strategy Director, 2 Trade Directors, 2 Local Authority Directors – and communicate on an electronic basis, so as not to delay decisions on applications. 

10. Regional Strategy

The regional tourism strategy, Planning Tomorrow’s Tourism To-day, was launched in November 2004. A Strategy Panel is convened at six month intervals to review progress against the Strategy’s Regional Action Plans, under the headings of.


Product Development


Promotional Development


People Development

The Partnership has also conducted an Interim Review of Constitution and Strategic Priorities, and published a 15 point consultative document. The draft revised Strategic Priorities take account of North Wales Economic Forum’ Development Strategy; Welsh Assembly Government’ Spatial Plan; Visit Wales’ Achieving Our Potential 2; and the Moffat Centre for Travel and Tourism Business Development’ Global Visitor Agenda. Integration with the Spatial Plan is a key target.

11. Joint Marketing

The WTB sponsored Regional Joint Marketing Scheme is no longer an active area of work following the end of the Objective 1 funded project.
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	 BIS 
	ACTIVITY
	ROI
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
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	CONTR-
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	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
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	 REF 
	 
	METHOD
	TOTAL
	BUTION
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	TRG
	ALENT VALUE
	TRG
	TRG

	 
	RTP CORE BUDGET
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	MARKETING
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	UK Long Holiday Market
	 
	100
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.2.1.1 
	Product Development Activity - Gwyliau Cymraeg and Mc Cann Erickson
	 
	60,408
	 0
	0 
	0
	0
	To amplify the North Wales element of the Wales brand and with reference to Gwyliau Cymraeg to work in partnership with the RTPs and VW to seek clarification and a way forward for the Menter Iaith project which had been the recipient of a Joint Marketing Grant. 
	A report for Mentrau Iaith Cymru on the Gwyliau Cymraeg project.                      Workshops with key stakeholders has taken place in respect of the amplification of the North Wales element of the Wales brand along with focus groups in our ket target markets. This will conclude in September 2006
	 
	 
	 
	 
	Values TBC

	 5.3.1.2 
	Improve Marketing Conversions contract
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	 5.3.1.3 
	Co-ordinate Devel of Database Marketing
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	

	 BIS 
	ACTIVITY
	ROI
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
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	TRADE 
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	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	METHOD
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 5.3.1.4 
	e-mail Database Customer Relationship 
	E- survey of a sample of 1000 recipients of the e-newsletter. 
	25,000
	Participation by regional TAs and Hotels
	 0
	0
	0
	Minimum of 6 e-bursts 
	12 Newsletters
	
	 
	 
	 
	2,079,000

	 5.3.17 
	CRM project with WTB
	E- survey of a sample of the trade who participate  in the 'info4U' scheme of which there are 270 businesses to date.
	15,000
	Participation by regional TAs and Hotels
	5,000
	NA
	5,000
	Develop a simple system whereby regional tourism businesses can communicate with past visitors and provide a forum and database for event organisers, attractions and others to submit articles for use in newsletters thus giving visitors a reason to make a return visit.

	 
	 
	 
	 
	 
	2,029,984         *further survey to take place with regional trade in November 
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	INDIRECT
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	TRG
	ALENT VALUE
	TRG
	TRG

	 
	UK Short Holiday Market
	 
	50
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.2.1 
	Culture themed >45 campaign
	12 hotels x 92 bookings x 3nights x two people x 30pbpn = 198,720.  42 medium sized hotels x 35 x 3 x 2 pax x £23 = 202,860. Self Catering 20 units x 31 x 270 (based 5 nights x 4 pax) = 167,400 + attractions 40 x 75 pax x 3 x £4.50 = £40,500
	50,000
	50%
	 35,000
	 15,000
	50,000 
	Develop and implement a short break/cultural themed campaign
	Short break brochure 85k of print, 10 packages plus MPA research report
	150k
	609,480
	 
	361,972
	971,452

	 
	Garden Project
	 
	20,000
	0%
	0
	6,000
	 6,000
	Develop 5 bespoke garden packages promoted in partnership with Dibleys & Roualeyn Nurseries

	200K print + packages on gonorthwales.co.uk
	 
	£21,893
	 
	1898
	23,791
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	ROI
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	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
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	(£K)
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	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	METHOD
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 5.3.2.2 
	Activity themed<45 product groupings - ADVENTURE N.WALES
	 
	19,317
	 0%
	 0
	0
	0
	Continued development of Adventure North Wales with bookable short break offers to the region
	ANW brochure 10k of  print, website, central booking and exhibitions
	250k
	188,720
	 
	80,430
	269,150

	 5.3.2.3 
	Golf N.Wales
	 
	28,976
	 0%
	 0
	0
	0
	Raising awareness of NW as a golfing destination, production of a CD rom, participation at international and national golf events. Preparation of a NW Golf one stop shop for 2006/2007
	 
	 
	 
	 
	 
	 TBC

	 5.3.2.4 
	Walking N.Wales
	 
	20,000
	 0%
	 0
	0
	0
	Establish one stop shop for pan regional walking product & bespoke web site
	Phone & web site now in place, plus Showcase results with US walking operators
	270k
	£157K
	 
	 
	157,000                     + additions tbc

	 5.3.2.5 
	Activity theme
	 
	7,070
	 0%
	 0
	0 
	0 
	 
	 
	 
	 
	 
	 
	Results due October 2006

	5.3.2.6
	Cycling
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	5.3.2.7
	Fishing
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	NA
	NA
	NA
	NA
	NA
	NA
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	TRG
	ALENT VALUE
	TRG
	TRG

	 
	Waterscape
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Visiting Friends and Relatives
	 
	75
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.3.1 
	Strategic Public Relations Contract
	Collate newspaper clippings and count advertising 
	24,112
	 0%
	 0
	0
	0
	 
	 
	 
	 
	 
	 
	£872,984

	 5.3.3.2 
	Corporate PR
	 
	17,051
	 0%
	0
	0
	0
	Twelve press releases and three newsletters 
	41 press releases producing a total of 91 cuttings and a number of TV and radio presentations
	 
	 
	 
	 
	NA

	 5.3.3.3 
	Develop cultural product, Liverpool 2008
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	5.3.3.4
	NW Film Trail
	 
	25,317
	0%
	0
	0
	0
	Print 75K and bespoke web site
	75K print (60K via Empire magazine insert & 15K general); being featured at Venice Film Festival 2006; media launch April 06
	 
	 
	 
	 
	 TBC

	 5.3.3.5 
	Walled Towns
	 
	1,650
	 0%
	 
	 
	 
	 
	awaiting figs from Chester CC

	 
	 
	 
	 
	TBC

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	Business and Conference
	 
	75
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.4.1 
	Business and Conference Marketing 
	Values calculated by NW Confreneces and based on their Chaser system linked to direct bookings
	25,250
	30%
	
	142,571
	167,821
	Enhance existing campaigns To increase in excess of £300k net additional income
	exposure to over 63,021 industry professionals, including agents and event organisers at national and international shows.
	£300,000 of additional net income
	 
	 
	 
	1,080,000

	 5.3.4.2 
	Travel Trade
	Collate newsclips and count Advertisng Value Equivalents
	15,000
	100%
	 0
	0
	0
	Service a number of media and press visits to the region
	serviced 15 press and media visits.
	 
	 
	594,528
	 
	594,528

	 5.3.4.3 
	Group and Coach Marketing 
	Survey of all advertisers>identify conversions attributed to campaign>asses no bednights>applied £30/day spend per conversion estimate
	30,000
	50%
	14,850
	 5,000
	 19,850
	Develop & implement a targeted group travel campaign
	8k print run of brochure, direct mail, national advertising to travel trade and to service general enquiries. An additional supplement was printed for Showcase Wales. Working with WOTGA on the Passport to Wales Scheme and participation at the 

	£150k
	£472,557
	 
	 
	472,500

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	Overeas Market
	 
	28
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.5.2 
	TRAMOR
	Values calculated by Visit Wales
	5,000
	 
	 0
	0
	0
	enhance 10 European shows
	enable the development of a CD to enhance the print
	£100k
	 
	 
	 
	95,000

	 
	Day Visitor Market
	 
	75
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.6.1 
	Exhibitions/shows
	Estimated on brochure pick up rate
	26,750
	50%
	28,500
	4,000
	32,500
	 
	Dublin Workshop, WTM, Paris Workshop, Netherlands Workshop, BTTF, SHOWCASE WALES
	 
	 
	 
	 
	125,800

	 5.3.6.2 
	Distribution cell in North West
	Count no of vouchers received>1.5% sample phone survey to assess no of conversion>applied £20/day spend per conversion estimate

	30,400
	41%
	42,000
	6,000
	48,000
	Levearge 1:1 Outlets - 250min
	 
	£150k
	1,246,000
	 
	 
	1,246,000

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	Pricing and Packaging
	 
	260
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.7.1 
	Expand short breaks programme
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	 5.3.7.2 
	Develop new breaks package deals activity
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	 5.3.7.3 
	Develop new breaks package deals culture
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	 5.3.7.4 
	Improve bookability
	Count no of bookings made direct>asses no bed nights>applied £30/day spend per conversion estimate

	10
	40%
	12,000
	20,000
	32,000
	extend central reservations                 Participants – 200 min conversion rate 25% customer satisfaction levels, 25% 150k revenue
	Level of service maintained, 824 bed bookings made, 8,428 bed nights made
	£250k of revenue generated
	£184,307 Direct bookings
	 
	£109,564     8,424 bed nights x £13 sph
	293,871

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 5.3.7.5 
	Marketing Area P'ship Pilot Schemes/TGAs
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Isle of Anglesey    Golf website (7k), Golf IT online booking (4.345k), Golf Pass (8.6k), Main Guide re-design (10k), WTB campaign (9k)

	 
	38,945
	 
	 0
	0 
	0 
	 
	TBC
	 
	 
	 
	 
	TBC

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	SMC                 Llyn Tourism Partnership  
                           Att of Snowdonia
	                   
	                                   20,000
30,000
	 
	 
40,000


	 
10,000
	 
50,000
	 
	Llyn Tourism Partnership -Continuation of Llyn Tourism Partnership, development of the website, direct mail, trade show attendance, newsletter to 650 subscribers. Attractions of Snowdonia - concept developed 600k of main brochures and 100k of out of season discount distributed in NW and WM and at exhibitions and country fairs through the Welsh Village. Link and promotion on front page of website. Associated PR work with the travel trade

	 
	 
	 
	 
	526,506

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	NWCRW           Retail Offer   
Lland Attracts    
Joint Mk of Events
	 
	                 19,000        
11,000                                                                       
10,000
	 
	 
20,000

14,170

0
	 
2,000

0
	 
22,000

14,170

0
	 
	Development of a retail trail around the MA providing a leaflet with discount vouchers. To provide support and help to produce a joint promotional leaflet for a consortia of attractions in Llandudno. To joint market Gwledd Conwy, Llandudno Music Festival and the Celtic Winter Fayre.
	 
	 
	 
	 
	 

	 
	NWCRE            Funtime
	 
	38,250
	 
	2K + discount offers
	 
	 2,000
	 
	Development of a bespoke attractions leaflet (75k) and web site featuring 10 partners. Marketed via e-newsletter, direct mail, solus mail and block distribution. 529 vouchers downloaded and 17k visitors to site. 500 voucher redemptions
	 
	 
	 
	 
	TBC

	 
	NW Borderlands
	 
	45,000
	 
	 0
	0
	0
	 
	Joint work with WTB

	 
	 
	 
	 
	TBC

	 BIS 
	ACTIVITY
	 
	2005/06
	TARGET
	LEVERAGE  CONTRIBUTION (£K)
	OUTPUT TARGET
	OUTPUT ACHIEVED
	IMPACT TARGET
	IMPACT ACHIEVED - TOURISM REVENUE GENERATED (TRG)(£K)

	 PLAN 
	 
	 
	(£K)
	CONTRI-
	TRADE 
	CONTR-
	TOTAL
	 
	 
	 
	DIRECT 
	ADERTISING EQUIV-
	INDIRECT
	TOTAL

	 REF 
	 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	ALENT VALUE
	TRG
	TRG

	 
	Promotion and Aftercare:
	 
	55
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.8.1 
	Quantify value of TIC's
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA
	NA

	 5.3.8.2 
	Transitional support for TICs
	Analysis of TIC budget, recorded / counted visits / enquiries plus year end report per TIC
	 
	 19%
	 73,000
	 80,000
	 153,000
	Compliance with TIC charter networking
	Compliance with TIC charter networking 
	NS
	21,744 bednights x£20.63pn + Sales = 591,519
	 
	3,813,364
	4,404,883     

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 5.3.14 
	RESS
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Abersoch Jazz
	 
	7k
	 
	 
	 31,654
	 31,654
	 
	 
	 
	 
	 
	 
	239,350

	 
	Glaslyn Osprey
	 
	3.1k
	 
	 
	118,000
	118,000 
	 
	 
	 
	 
	 
	 
	837,400

	 
	Gwyl Llandudno Summer Festival
	 
	3k
	 
	 
	 29,553
	 29,553
	 
	 
	 
	 
	 
	 
	124,100

	 
	Llanast Llanrwst
	 
	4k
	 
	 
	 12,069
	 12,069
	 
	 
	 
	 
	 
	 
	94,880

	 
	Llandudno Celtic Winter Festival
	 
	7.2k
	 
	 
	 44,336
	 44,336
	 
	 
	 
	 
	 
	 
	805,000

	 
	Llanberis Film Fesival
	 
	6.5k
	 
	 
	 35,309
	 35,309
	 
	 
	 
	 
	 
	 
	150,000

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	TOTAL
	 
	 699,286
	 
	 289,520
	586,742
	876,262
	 
	 
	 
	 
	 
	 
	17,493,179
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