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   1.0 Introduction

1.1 Relationship to Tourism Strategy North Wales - “Planning Tomorrow’s Tourism Today”
The key role for Tourism Partnership North Wales (TPNW) is to enable the improvement of the product, the promotional and the people structures of the tourism industry within the region.  “Planning Tomorrow’s Tourism Today” (PTTT), defines the priorities for the period 2003-08 as:

Strengthen the unique sense of place

Improve the quality of tourism facilities in North Wales

Reduce seasonality across the region

Tourism Strategy North Wales incorporates objectives, priorities, targets, in an Action Plan for the region, and for the Marketing Areas of:
Isle of Anglesey

Snowdonia Mountains and Coast

North Wales Coastal Resorts: Llandudno – Colwyn Bay

North Wales Coastal Resorts: Rhyl – Prestatyn

The North Wales Borderlands
The Action Plans are under the headings of:

Product Development

Promotional Development

People Development

TPNW’s reason for existence is to develop and deliver a regional tourism strategy. The strategy was reviewed in 2006 and the recommendations are absorbed. In 2008/09, start should be made on a new 5 year strategy, for the period 2009/14. Some external funding will be available for the project budgeted at £40k – a £20k pump priming budget is needed. The option of a pair of documents covering North West and North East Wales is for consideration.
1.1.1Strengthen the unique sense of place 
Visitors are attracted to particular tourist destination by the unique character of that destination.  The character of North Wales for visitors springs from a combination of natural features such as the mountains, hills and coastline, the built environment, and the communities and individuals with which the visitor comes into contact.  Reinforcing the visitor’s appreciation and enjoyment of that character will increase the ability of the region to compete in the wider tourism marketplace.  There is a need to celebrate the unique attributes of North Wales - the Welsh language, the rich history and culture in order to attract the cultural tourism market. Building on the Sense of Place Initiative, which places emphasis on local distinctiveness, will be accorded high priority. 
1.1.2 Improve the quality of tourism facilities in North Wales

The standards of living enjoyed by UK residents and potential visitors from abroad has risen strongly as real incomes have grown over recent decades, so that what were once regarded as luxuries are now commonplace.  Tourists’ expectations on the standard of tourism facilities have also risen steadily.  The quality of the tourism offer in North Wales must keep up with rising customer expectations if the industry is to continue to prosper.  Action is needed to ensure:

Product Development:
Infrastructure:  Well-maintained and accessible amenities including public transport, railway stations, toilets and car parks.

Superstructure: New developments and quality improvements in existing accommodation and attractions.

Soft Structure: Co-operation between tourism related establishments to increase opportunities for visitors.

Integrated Quality Management: Clean environment, free of litter and graffiti, and a safe environment without fear of crime.
Promotional Development:  Increase expertise in tourism promotional activities embracing innovations in ICT.
People Development: Increase professionalism and competence in tourism operators, managers and staff within the sector.

1.1.3 Reduce seasonality across the region

Tourism activity continues to be strongly seasonal. This results in tourism facilities remaining under used for large parts of the year, which reduces the potential returns on capital investment, adversely affects the levels of permanent employment and constrains career prospects within the industry. There are opportunities to grow tourism outside the main season, through the increase in additional holidays and the rise in importance of older sectors of the population with more flexibility in timing their holidays.  Action is therefore required to encourage:

 Active promotion of off-season tourism.

 Attractions and other tourism facilities to remain open all year.
 Activities and events in the shoulder and winter months.
1.2 Relationship to Visit Wales’ (VW) National Tourism Strategy “Achieving Our Potential 2005-13”

TPNW’s priorities are to promote and integrate with the five strategic challenges identified for tourism in Wales, per the above, and APPENDIX I page 26:

Distinctive Branding - To develop and communicate a distinctive brand for Wales 

Higher Quality - To raise the quality of the tourism experience in Wales


Easier Access - To improve the accessibility of Wales as a destination


Better Skills - To encourage higher skill levels in tourism


Stronger Partnerships - To develop effective collaboration within the industry

1.3 Overview of Business Plan 2008/09
The aim is to undertake activities that support the delivery of the priorities set in the Welsh Assembly Government’s One Wales: a progressive agenda for the governance of Wales; the five strategic challenges of Achieving Our Potential 2005/13; and the Action Plans to Tourism Strategy North Wales – Planning Tomorrow’s Tourism Today as reviewed in 2006. 
Tourism Partnership North Wales will integrate its priorities with those of its key sponsor Visit Wales, now reporting to the Department for Heritage, WAG.
The Business Plan Activities, are now grouped around the five strategic challenges, affect Product, Promotional and People Development, and are targeted to deliver £18M Tourism Revenue Generated; at a ROI of 1:18 and create partner contribution at a Leverage Ratio of 1:1.3. These can only be secured through the principles of Enhancement, Integration, Added Value and Creating Partnerships.
Tourism Partnership North Wales will work with partners at the regional local and area level through North Wales Tourism, Marketing Area Partnerships, Local Authorities, tourist associations, consortia and sector groups.
Product development will be through engagement with and influencing development priorities of Welsh Assembly Government’s regional plans, as in the Spatial Plans, with North Wales Economic Forum, and all 7 Local Authorities including the Snowdonia National Park Authority. Influencing Local Development Plans to enable new tourism product development will be ongoing. There will be contribution to specific initiatives, eg Holyhead Forward, Rhyl PACT, Mon a Menai. Tourism Growth Areas and the Integrated Quality Management initiatives will be subject to Review. Input will be made to the national tourism investment and responses will be made to tourism project grant consultation, via reference to the Regional Investment Framework priorities. Unique Sense of Place initiatives will be supported, to maximise the distinctive offer.
This will include identifying priorities for EU Convergence Programme Funding, Rural Development Partnerships Axis 3 and Axis 4 Funding, Interreg 4  Funding. A decision whether to pursue funding or be a provider of match funding will be a requirement. There will be participation in the two Spatial Plans covering the majority of the region, confirming strategic tourism priorities. This will be informed by a new regional tourism strategy to b commissioned during the year.
Promotional development improvement will be delivered indirectly through influencing and collaboration with marketing partners, and directly by the 30 marketing Business Plan Activities. All activities will be compliant with Brand North Wales, driving the national brand values Human Real Magical and the regional differentiator Dramatic. Wales is positioned as the Real Alternative, North Wales positioned as the Great Outdoors.

In the overseas market, there is planned continuous improvement to the Tramor campaign – working with Gwynedd Council as the lead authority.

In the UK Short Break Market, TPNW will co-ordinate generic Short Break campaign targeted at independent explorers.  TPNW will also co-ordinate themed campaigns – garden, culture and heritage, walled towns and movie map. Coincident with Liverpool European Capital of Culture 2008, Giants North Wales, culture and heritage campaign, and North Wales 08, cultural events joint marketing will be launched. TPNW will additionally co-ordinate product campaigns - adventure targeted to active explorers, golf in the build up to Ryder Cup Wales 2010, and walking the most popular visitor activity. It will include a Customer Relationship Management Scheme working in partnership with Visit Wales, this targeted at independent explorers.
Initiatives to support the rollout of recommendations of the Business Tourism Study will be undertaken, in the style of Conferences North Wales. Group Travel campaign will be continued. Support will be continued towards Cruise North Wales, in the form of funding to marketing through Isle of Anglesey County Council as the lead authority., and evaluating the potential for new business through investment in a alongside mooring in the port of Holyhead.
In the Day Visitor Market, it is intended to support new business for Attractions from the North West and West Midlands through attractions north wales web driven marketing activity. The work on leading the Events Commission will continue, with evolved structures targeting new funding streams, and through events north wales web driven marketing activity, and joint marketing. TPNW will continue but at lower level with the Regional Events Support Scheme, with emphasis on generating out of season business.  Innovation in new media marketing as well as e-data capture by businesses - so as to enable more businesses to market electronically to target market segments - will be a top priority. A number of Trade and Consumer Shows will be attended as appropriate to the range of marketing products. Travel trade familiarisation visits will be supported.
Bids will be invited from Marketing Area Partnerships trade/sector/local authority based groupings for funds towards promotional projects – this will account for 18% of the net business plan budget. It is intended that the Marketing Area Partnerships will be operating compliant to the regional and area tourism and marketing strategies. The work will be commissioned by and delivered by the present Tourism Delivery Teams. 

People development improvements will be achieved through pursuing the strategic priorities agreed by the People Development Forum, through influencing the activities of the partners in the Human Resource Development network. The work will focus on activities to aid Recruitment, Retention, and Up skilling. Liaison will continue with Tourism Training Forum for Wales.
Evaluation will continue funding Wrexham County Borough Council as the lead authority on STEAM Scarborough Tourism Economic Analysis Model. Accommodation stock updates are also a priority as to be aware of changes in the product supply side and quality, and this will open up a wider debate on grading participation rates. 

Organisationally, the Board of Directors will respond to deliver the recommendations from the Review of the Regional Tourism Partnerships. The number of Panels will reduce and the Board will be informed by Strategy Forum, virtual Product Development Panel, Promotional Development Forum and People Development Forum, Walking North Wales, Adventure North Wales, Golf North Wales and the Regional Cultural Tourism Panel (TANT).
There will be an election of Trade Directors for the Annual General Meeting in October 2008.

Tourism Partnership North Wales will require to fulfil the ten Key Performance Indicators set in its Funding Agreement / Annual Remit set by VW.
People working in Tourism Partnership North Wales will be supported through Investor in People recognition.

In the face of increasing financial pressure even greater integration with partners will be top priority – this exceptionally so with our sponsors Visit Wales, in delivering Achieving Our Potential 2005/13. 

To maintain market share to the region, and the target tourism revenue generated, in the face of increased competition for business, and hardening economy will be a significant challenge for 2008/09. Add to the issues highlighted in the Wider Global Agenda – climate change, urbanisation, fuel prices, emerging economies – all need sustainable solutions. 

2.0 Mission and Objectives
2.1 Mission Statement - ‘Enhancing North Wales’ tourism economy through Partnership, Planning Tomorrow’s Tourism Today’ –this through the principles of - Enhancement > Integration > Added Value > Creating Partnerships.

Whilst the regional tourism economy has seen increase in income levels over the past 10 years, when discounted for inflation, the reality is that there has been a prolonged contraction of the industry due to changes in holiday aspirations in the UK domestic market.  The aims therefore have to be to improve the region’s competitiveness in those sectors and segments which offer the best opportunity for gain in volume and value, by either holding or growing market share.  A critical success factor is the development of partnerships, within the public sector and between the public and private sectors eg local authorities and tourism businesses. These are delivered at regional level at TPNW Board of Directors level, and at sub-regional levels as in the case of Marketing Area Partnerships.
2.2 Key objectives

2.2.1 To contribute to deliver the wider objectives One Wales: a progressive agenda for the Government of Wales.

“Tourism is vital to the economic prosperity and job creation in many parts of Wales. Tourism should therefore be developed across Wales on a regional basis in order to make the most of local resources and assets. 
We will continue to promote Wales actively in external markets, drawing on our unique assets in culture, history and the environment.

We will make strategic investments in facilities and employment skills.

We will support the tourism industry as the market increasingly moves towards shorter and activity-based breaks.”

Wales: A Vibrant Economy the economic development strategy – targets to increase employment; raise the quality of jobs; regenerate communities and stimulate economic growth; help businesses to grow and increase value-added per job and earnings; ensure all economic programmes and policies support sustainable development; and dovetail closely with its wider social, environmental, health and education agendas, both nationally and locally throughout Wales.

Wales: A Better Country sets out the overall vision for change, key priority outcomes, and the underpinning priorities of sustainable development, social inclusion and equality of opportunity.

 Making the Connections sets out the vision for public services - to improve the quantity and quality of services through more effective co​operation and co-ordination between agencies across Wales. TPNW must strengthen its relationships with the other key stakeholders involved in delivering WAG’s agenda:

Supporting the implementation of the Wales Spatial Plan, and the Sustainable Development Action Plan
Supporting the delivery of local authorities' Community Strategies and, where appropriate, to assist in the delivery of Voluntary Sector and Community Action Plans

Working together with other RTP’s and WAG regional offices to deliver regional strategy
Mainstreaming  WAG’s duties towards sustainable development equality, partnership working, and promoting the Welsh language need to be fully integrated into all business practice, procurement and programme design and delivery. The Business Plan needs to set out how these principles will be mainstreamed.

 2.2.2 To achieve integrated business planning with Visit Wales to fulfil the objectives of Achieving Our Potential 2005-13 on:

Product Development: In conjunction with VW, to agree regional priorities within the national development plans.
Strategic Marketing Action Plan: To be fully involved in finalising the national/regional priorities within the Strategic Marketing Action Plan.

Website Development: To work with www.visitwales.com to agree the most efficient and effective way of delivering regional/ national Destination Management Systems and websites.
Evaluation: To work with research colleagues in VW, review evaluation methods and ensure increased consistency between and regions and with VW. 
Quality Assurance: To work with VW, identify opportunities to become further involved in the promotion of the suite of quality grading schemes and awards. 
Human Resource and Skills Development: To continue to work with Tourism Training Forum for Wales and other partners to deliver the   skills development element of the regional tourism strategy 

Review of Regional Tourism Partnerships: Implement the Action Plan, per recommendations of the Review, in consultation with VW.
2.2.3 To deliver the Action Plans of Tourism Strategy North Wales, as prioritised in an Interim Review of Constitution and Strategic Priorities 2006. 
2.2.4 To fulfil the vision for tourism in North Wales, and build a viable and prosperous tourism industry attracting visitors throughout the year that:

                      Celebrates the excellence of the superb North Wales environment.
                      Takes pride in the unique culture and heritage of North Wales and its people 

 Provides an experience that exceeds visitors’ quality expectations.

   
 Develop the welcome, skills and professionalism of people working in tourism and related sector.
 Offer Education, Excitement and Entertainment. Performing as an Experience Economy vis a vis to Service Economy.
        
 Offering Value for Money and Value for Time.
2.3.5 To influence and deliver the tourism volume and value targets as set in Operating Context
3.0 Operating Context 
 3.1 Volume and Value of Tourism to the North Wales and Forecast Targets 

	
	Av Annual growth target
	Baseline 2001
	Actual

2002
	Actual

2003
	Actual

2004
	Actual

2005
	Actual

 2006
	Forecast 2007
	Forecast 2008
	Forecast

 2009

	STAYING TRIPS 
	
	
	
	
	
	
	TBC
	
	
	

	Trips (m)
	3%
	7.35
	8.00
	8.60
	8.50
	8.60
	8.52
	8.78
	9.04
	9.04

	Nights (m)
	3%
	31.35
	35.00
	39.40
	38.80
	38.60
	36.34
	37.43
	38.56
	38.56

	Spend (£m)
	6%
	1,033
	1,168
	1,305
	1,354
	1,353
	1,382
	1,465
	1,553
	1,553

	DAY 

TRIPS
	
	
	
	
	
	
	
	
	
	

	Trips (m)
	1.5%
	13.22
	15.70
	16.30
	16.70
	16.40
	14.24
	14.46
	14.67
	14.67

	Spend (£m)*
	4.5%
	411
	441
	456
	496
	487
	512
	535
	559
	559

	TOTALS
	
	
	
	
	
	
	
	
	
	

	Trips (m)
	
	20.57
	23.70
	24.90
	25.30
	25.10
	22.76
	23.24
	23.71
	23.71

	Spend (m)*
	
	1,547
	1,609
	1,762
	1,850
	1,840
	1,894
	2,000
	2,112
	2,112

	JOBS
	
	
	
	
	
	
	
	
	
	

	Direct Emp
	
	29623
	30307
	32260
	32207
	31938
	36000
	36500
	37000
	37000

	Indirect
	
	6926
	7199
	7889
	7832
	7741
	8500
	9000
	9500
	9500

	TOTAL
	
	36549
	37506
	40150
	40039
	39679
	44500
	45500
	46500
	46500


3.2 Key Challenges for 2008/09
Distinctive Branding
To Amplify the Wales Brand based on the differentiated position for the region, and to ensure brand compliance across all the campaigns funded by TPNW.

To launch Giants North Wales and North Wales 08 coincident with Liverpool: European Capital of Culture 2008 generating additional visits to the region.

To roll out the recommendations of  the Business Tourism Study, and to support sourcing of Cruise Ship business, and the development of the port of Holyhead.

Higher Quality 
To strengthen the networking between golf clubs and courses within the region, in the run up to Ryder Cup Wales 2010.To build upon the existing product campaigns that promote adventure and walking holidays visits to the region. 
To secure ownership in and deliver a new Regional Tourism Strategy for 2009/14.
To build on the work of the Events Commission, in supporting inward, region and local events, and roll out a pan-regional events programme.
Easier Access
To secure integrated Customer Relationship Management programme with Visit Wales.

To roll out investment in new media marketing activity, in themed campaigns, and projects such as Info4-u
Better Skills

To develop additional activity that supports People Development within the sector working with Tourism Training Forum for Wales.
To increase IT literacy and usage within the tourism sector working with suppliers.
Stronger Partnerships
To maintain market share to the region, and the target tourism revenue generated, in the face of increased competition for business, and hardening economy. 
To deliver to  the One Wales agenda and the Action Plans of Tourism Strategy North Wales, as prioritised in an Interim Review in 2006.
To engage with the 3 Spatial Plans that cover the region, promote and prioritise tourism proposals for Convergence Programme Funds 2007-13.
To implement the recommendations in the Action Plan identified in the Review of the Regional Tourism Partnerships 2007.

4.0 Performance Measurement

4.1 Business Plan Outputs

	Outputs
	Actual
2002/03
	Actual

2003/04
	Actual

2004/05
	Actual

2005/06
	Actual

2006/07
	Forecast

2007/08
	Forecast

2008/09
	Forecast

2009/10

	Average Return on Investment (ROI)
	1:7.5
	1:10
	1:12
	1:18
	1:24
	1:18
	1:18
	1:18

	Leverage Ratio
	1:10
	1:1.33
	1:1.66
	1:1.10
	1:1.10
	1:1.30
	1.1.40
	1.1.50

	Tourism Revenue Generated (TRG)
	£8M
	£10M
	£12M
	£18M
	       £18M
	       £18M
	       £18M
	       £18M


4.2 Key Performance Indicators (KPI)

To deliver against the Key Performance Indicators as set out in the Funding Agreement.

	1.
	Business Plan outputs
	Aggregate performance in achieving the output target values defined in RTP annual business plans (this will require measurement tools such as tracking/conversion studies and ROI calculations).

	2.
	Leverage
	Aggregate value of partner contributions (agreement will need to be reached on eligibility – possibly defined as partner funding which would not have been generated without RTP involvement).

	3.
	Inclusive trade involvement
	Ability to engage with inclusive constituency of trade interests (through support of tourism associations/marketing areas).

	4.
	Business plan priorities
	Ability to focus on the effective delivery of the key funded activities identified in RTP annual business plans.

	5.
	Funding Agreement
	Ability to adhere to the undertakings and targets as contained in the annual Funding Agreement.



	6.
	Organisational Efficiency
	Ability to operate effective internal governance arrangements – integrity, probity, efficiency.



	7.
	Joint working with VW
	Ability to work and communicate effectively with VW at all levels.



	8.
	Tourism Growth Areas and Integrated Quality Management
	Performance in undertaking designated reporting, monitoring and attendance role.



	9.
	Single Investment Fund Support
	Performance in undertaking designated role for projects up to £100,000 grant support.



	10.
	Regional Strategy
	Ability to maintain a relevant and up-to-date regional strategic framework through review and monitoring.


5.0
Market Plan 

5.1
Target markets

5.1.1 Geographical Market Selection.  

The target territories are principally within 2 hours catchment, on the basis that 80% of short break and day visitors travel under 2 hours to their destination.  The dominant visitor sourcing areas to North Wales are the North West of England (37%) and West Midlands (27%). In-Wales campaigns are of a lower priority – however opportunities to feature the North South air link will be considered, from 2007 onwards. Within the overseas markets to North Wales (15% of visitors), the dominant percentage is from the USA and other English speaking regions, followed by  VW’s primary European markets of Ireland, Germany Holland and France.  These markets have lost ground in recent years, but opportunities to take advantage of the expansion of low cost air services to Liverpool and Manchester airports will be taken.

5.1.2 UK Segment Selection

Broadly speaking the key target segments for North Wales are Active Explorers (Young professionals), Family Explorers (Under 45 year old family orientated market) and Independent Explorers (Over 45 year old couples market). The flow of activity, based on VW’ 7 key segments within the UK market, is - Target Market > Target Segment > Product Development > Promotion Development > People Development
	Market Segment
	Product 
Development
	Promotional

Development
	People

Development **

	1. Prosperous early retired couples - this is a growing market sector with forecast growth of 18% to 2011, in the 45-59 and 60-76 age groups.  The main holiday is 2 weeks, normally off-peak but they also take several short-breaks.
	Continued improvement to accommodation sector catering in restaurant and pubs. Consolidation of cultural and heritage attractions.
	Generic short breaks. Product offer. 

Themed offer.

Group offer.
	To be developed with HRD agencies.

	2.  Prosperous working empty nesters - predominantly fall in the 45-59 age group, which is forecast to grow 18%.   Because of robust finances they take sever short breaks alongside main holidays.  UK main destination for the short breaks because of ease of convenience.
	As above but develop passive activity portfolio, walking, golf
	Generic short breaks. Product offer. 

Themed offer.

Group offer.
	To be developed with HRD agencies.

	3.  Young professional couples/groups - ABC 1 no children, well educated aged 25-40 with high disposable income of £20,000 plus.  They are likely to be status conscious and seek holidays which are aspirational.  The majority will only consider the UK for short breaks linked to activities or visiting friends or relatives.  This group is forecast to decline 8.4% in the 30-44 age group by 2011.
	Upgrading quality of accommodation, and opportunities for adventure activities, and evening entertainment.
	Product offer.
	To be developed with HRD agencies.

	4.  Young better off families– more likely to take UK holidays than those with school age children, the projected decline in the 15-29 and 30-44 age group would suggest that this group is likely to decline slightly over the next 10 years.
	Raising standard of holiday parks, caravan parks, hotels, offering crèche facilities and entertainment, family, farm and wildlife attractions, family friendly restaurant, toilets with baby changing facilities.
	Long holidays.
Generic short breaks.
	To be developed with HRD agencies.

	5.  Older better off families – generally take main holidays abroad but top up with short breaks often in the UK and tend to be 4 plus days.  They tend to use traditional holiday destinations in the UK.  Timing is constrained by school holidays taken during peak times
	Quality self-catering with leisure facilities, opportunities to participate in activities as a family, leisure attractions and attractions with an educational value.  Well managed beaches and resorts with good water quality 
	Long holidays.
Generic short breaks.
	To be developed with HRD agencies.

	6.  Middle lower income families there are the loyal visitors to Wales, and whilst a declining market will remain important because of their volume.  Choice of holidays is often constrained by affordability, holidays limited usually to the UK, they still aspire to go abroad for a main holiday.  Holiday usually dominated by the main season period.
	Well managed resorts, with plenty to do in wet weather, value for money, self catering accommodation, particularly caravan parks with leisure facilities.
	Long holidays.
	To be developed with HRD agencies.

	7.  Older less well off couples/groups
	As per (1)
	Generic short breaks.
Group offer.
	To be developed with HRD agencies.

	8.  Special Interest Niche markets            

a) Walking

b) Cycling

c) Adventure

c)Fishing

d) Golf

e) Cultural Tourism 
	Camping barns, quality serviced and self catering accommodation, improved public transport and safe parking.

Improve cycle route network, off road circular routes, cycle friendly accomm, mountain biking centres of excellence

Develop activity centres, and packaging of offer.

Fishing lakes, accommodation geared to needs of anglers and major angling competitions

Hotel/golf complexes and high profile tournaments.
Development of a distinct regional product, and improved access to cultural events, especially musical, singing events. Use culture as the core theme to all promotions.
	Regional Product offer.
National activity.

Regional Product offer.
National activity.

Regional Product offer.

Regional Themed offer.
	To be developed with HRD agencies.

	9. Business Tourism
	Improve quality of business tourism facilities generally
	Business and conference.
Regional Product offer.
	To be developed with HRD agencies.


6.0 Monitoring and Evaluation

6.1 Impact of Business Plan

TPNW’s Business Plan also endorses a regional target of 6% growth per annum, this to be achieved in two ways – indirectly, by influencing TPNW’s partners to deliver the priorities of Tourism Strategy North Wales and also directly by TPNW. Based on STEAM figures, this equates to an aggregate additional £50m Tourism Revenue Generated (TRG) per annum. TPNW aims to deliver £15M TRG against its core budget of circa £1.0m pa – this at an ROI of 1:15.

TPNW funds STEAM, as managed by Wrexham CBC regionally, and this will give an overall Evaluation and Monitoring measurement of regional (and TGA), annual TRG performance, and will compliment the abstracted returns as sourced by VW per UKTS, IPS and DVS, as well as VW’s own monitoring of different tourism sectors and regions of Wales.

TPNW will also measure, at quarterly and annual intervals, specific performance on all of its Business Plan Activity Lines, based on Return On Investment on the Input (ROI), Leverage, Outputs in visitor enquiries, numbers, jobs generated, and spend estimate of Tourism Revenue Generated (TRG). In effect each let contract Activity Line has an Evaluation and Monitoring Compliance clause, to be complied with, as either work in progress or within 6 weeks of completion of the contract.  It is accepted that in many cases the results will lag behind the 6 weeks post contract completion. The methodology used to measure Outputs and Tourism Revenue Generated will vary, some are directly measurable outputs, in other cases there will be a requirement to conduct separate evaluations. For example, visitor enquiries or numbers can be directly measured number on the Improved Bookability Activity Line, whilst visitor enquiries can also be recorded from a marketing campaign, but will require sampling thereafter to establish conversion numbers, and there through estimate the Impact in Tourism Revenue Generated by projecting the number in the party, by the number of nights stayed and the average spend per head. Measurement will be per the headings below:

	BIS 
	ACTIVITY
	2003/04
	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

	 5.3.1.1 
	Family friendly themed < 45 campaign
	40k
	50%
	In kind - participation by over 100 regional businesses in a listing
	 0k
	 20k
	10k offer led family breaks 
	Concept developed "Miles of Smiles" 60K of mailers sent to NW and Midlands, creation of associated website with links to NWT central booking line and the creation of poster at Trafford Park Centre
	£200k of revenue generated
	200k

Evaluation currently taking place on this campaign, which took place over two financial years. Initial results look as though there will be an ROI figure of 7:1


	5k
	20k
	 220k


Over and above the base provision, additional one off evaluations will be undertaken on certain Activity Lines. The methodology will be developed with VW, and an approach consistent with the other RTP’s will be adopted. The imposition of the aforementioned protocols on Activity Lines contractors and Marketing Area Partnerships will lead to a stronger monitoring and evaluation culture and over time lead to more effective deployment of funds within the tourism industry.

7.0 Expenditure Summary

7.1 VW Regional Development Fund (RDF)
The Regional Split Confirmed to North Wales is based on the historical high ratio of the Wales tourism economic activity value (32%) that is achieved in North Wales. It equates to 5.4% of core fund to VW. The former WTB had the benefit of substantially increased budgets, these came to an end in 2007, and this has led to increased competitiveness for core funds, and a consequent reduction of 10% in RDF in 2007/08. There will be an ongoing requirement to monitor the percentage of the annual budget allocated to the RDF, (15.5% of 2005/06 GIA) so as to sustain the commitment to devolved activity to the regions. 

	£k
	2002/03 
	2003/04
	2004/05
	2005/06 
	2006/07
	2007/08 
	2008/09
	2009/10

	RDF (Confirmed)
	2,500
	3,000
	2,625
	2,625
	2625
	3150
	3150
	3150

	RDF (Discretionary)
	-
	-
	875
	875
	875
	
	
	

	Regional Split
	Confirmed
	Confirmed
	Confirmed
	Confirmed
	Confirmed
	Confirmed
	Indicative
	Indicative

	North
	875
	1,050
	1132
	1144
	1144
	1030
	1030
	1030

	Mid
	500
	600
	700
	700
	700
	630
	630
	630

	South-West
	625
	750
	875
	875
	875
	860
	860
	860

	South-East
	500
	600
	700
	700
	700
	630
	630
	630


7.2 RDF Core Budget Expenditure Resource Allocations
The 2008/09 Indicative Budget is £1030k, drawn down quarterly in advance by the 15th day April (£300k), July (£300k), October (£300k), January (£150k). Administration Costs (Staff, Accommodation and Operational Costs) are set at a ceiling of 20%. This leaves a residual amount for product development, predominantly promotional and people development activity. 83% of residual resources will be deployed at Regional level and 17% at Marketing Area Partnership level. This rationale is adopted so as to ensure an integrated approach to promoting the Marketing Areas, achieve economies of scale and avoid multiple, or competing campaigns from the Marketing Areas. Activities supported at a local level will include funding to events under the Regional Events Support Scheme.

7.3 VAT

TPNW has resolved not to register for VAT – it siphons off 8% off the budget. VAT will be paid on most services, the exceptions being local authority led activity, suppliers with below turnover the VAT threshold, staff and other non-VAT rated goods.  A conservative approach has to be adopted in budgeting for VAT – the worst-case scenario will always be projected in the Business Plan. The Monthly Management Accounts are supplemented with Monthly Outturns, which regularly forecast VAT for the year, and any VAT gains made will be re-allocated to Business Plan Activities as approved by the Board of Directors.

7.4 Supplementary Budget: Events Commission

WEFO has approved £1.22M to the North West Wales Events Commission, distributed at a rate of £400k pa payable  to Gwynedd Council, to circa 20 events pa.
	7.5 Expenditure Summary
	Activity
	REF
	ACTION PLAN
	LEV %
	ROI : 1
	TRG
	07/08
	08/09

	TPNW RDF CORE

EXPENDITURE
	Distinctive  Branding
	Unique Sense of Place 
	5.2.1.1
	A>E1
	0
	0
	0
	13
	8

	
	
	Marketing Brand Development
	5.3.1.5
	H1
	25
	0
	0
	17
	8

	
	
	Short Breaks North Wales
	5.3.2.1
	G1
	50
	25
	1000
	40
	33

	
	
	Giants North Wales -Develop North Wales '08                                                             
	5.3.3.3
	H1
	50
	10
	300
	34
	29

	
	
	Gardens North Wales - Themed Breaks
	5.3.19
	H1
	50
	
	150
	17
	14

	
	
	Activity Themed Breaks
	5.3.2.2
	G2
	50
	15
	15
	1
	1

	
	
	Business and Conference Marketing
	5.3.4.1
	G3
	30
	60
	1000
	17
	15

	
	
	Group and Coach Marketing
	5.3.4.3
	G3
	50
	20
	350
	14
	12

	
	
	Cruise Market
	5.3.4.3
	G3
	50
	20
	350
	20
	20

	
	
	Strategic Public Relations
	5.3.3.1
	H1
	0
	20
	300
	17
	15

	
	Higher Quality
	TGA / IQM Initiatives 
	5.3.12
	A1>J7
	50
	0
	0
	20
	0

	
	
	VW Development Support
	5.3.18
	C1
	0
	0
	0
	15
	15

	
	
	Improve Quality
	0
	0
	0
	0
	0
	0
	5

	
	
	Golf North Wales 
	5.3.2.3
	H1 F5
	50
	10
	200
	25
	35

	
	
	Walking NorthWales
	5.3.2.4
	H1
	75
	20
	500
	25
	26

	
	
	Adventure North Wales
	5.3.2.5
	H1
	50 
	10
	300
	25
	31

	
	
	New Tourism Strategies
	5.3.10.3
	0
	50
	0
	0
	0
	20

	
	
	Customer Surveys
	5.3.10.4
	0
	0
	0
	0
	4
	4

	
	
	Corporate PR 
	5.3.3.2
	0
	0 
	0
	0
	15
	13

	
	
	Events Commission
	5.3.16
	F8 F9
	10
	125
	2000
	15
	15

	
	
	Regional Events Support Scheme
	5.3.14
	F8 F9
	25
	15
	250
	15
	20

	
	Easier Access
	e-mail Database Customer Relationship
	5.3.1.4
	H1
	50
	75
	1000
	15
	17

	
	
	Customer Relationship Management with VW 
	5.3.17
	I1 I2
	15
	10
	500
	50
	45

	
	
	Support for Core TIC's 
	0
	0
	0
	0
	0
	0
	0

	
	
	Improve bookability
	5.3.7.4
	H1
	30
	80
	800
	10
	10

	
	
	Events North Wales
	5.3.7.1
	F8 F9
	0
	50
	500
	10
	5

	
	
	Movie Map North Wales
	5.3.3.4
	G3
	20
	25
	100
	4
	6

	
	
	Attrcations North Wales
	5.3.6.2
	F7
	50
	40
	1000
	25
	22

	
	Better Skills
	Joint initiatives with TTFW 
	5.3.9.1
	K1>M2 
	20
	0
	0
	15
	5

	
	
	Tactical Pricing and packaging
	5.3.9.2
	K1>M2
	20
	0
	0
	0
	5

	
	
	Benchmarking
	5.3.9.3
	K1>M2
	20
	0
	0
	0
	5

	
	
	e-Learning Initiative
	5.3.9.4
	K1>M2
	20
	0
	0
	5
	5

	
	
	IT Networking Initiatives 
	5.3.9.5
	I3 K1>M2 
	20
	0
	0
	5
	5

	
	Stronger Partnerships
	Marketing Area Partnership Isle of Anglesey                                                                            
	5.3.7.5
	G3 H1 I1
	20
	25
	500
	28
	25

	
	
	MarketingArea Partnership Snowdonia Mountains and Coast                                                              
	5.3.7.5
	G3 H1 I1
	20
	25
	500
	28
	25

	
	
	Marketing Area Partnership NW Coastal Resorts - West                                                         
	5.3.7.5
	G3 H1 I1
	20
	25
	500
	28
	25

	
	
	Marketing Area Partnership NW Coastal Resorts - East                                                                  
	5.3.7.5
	G3 H1 I1
	20
	25
	500
	28
	25

	
	
	Marketing Area The North Wales Borderlands Partnerships                                                                 
	5.3.7.5
	G3 H1 I1
	20
	25
	500
	28
	25

	
	
	Walled Towns Campaign
	5.3.3.5
	G3
	20
	0
	100
	0
	0

	
	
	Exhibitions/shows 
	5.3.6.1
	H1
	50
	10
	200
	22
	8

	
	
	Travel Trade
	5.3.4.2
	H1
	100
	25
	500
	13
	10

	
	
	Partnership Funding STEAM
	5.3.10.1
	C1
	10
	0
	0
	4
	5

	
	
	Bespoke Evaluation Contracts
	5.3.10.2
	C1
	0
	0
	0
	4
	5

	
	
	Tramor
	5.3.5.2
	G3
	10
	20
	200
	5
	5

	VAT ON OPERATIONS
	
	
	
	
	
	
	
	
	90

	GROSS OP’S EXPEND
	
	
	
	
	
	
	
	
	770

	ADMINISTRATION
	Admin/ running costs
	Staff costs
	5.3.11.1
	
	
	
	
	185
	205

	
	
	Accommodation costs
	5.3.11.2
	
	
	
	
	26
	28

	
	
	Operational Costs
	5.3.11.3
	
	
	
	
	18
	18

	VAT ON ADMIN.
	
	
	
	
	
	
	
	6
	8

	GROSS ADMIN.
	
	
	
	
	
	
	
	235
	250

	GROSS OP & ADMIN.
	
	
	
	
	
	
	
	1030
	1030

	SUPPLEMENTARY EXP.
	
	Events Commission
	
	
	
	
	
	400
	400

	TOTAL EXPENDITURE
	
	
	
	
	
	
	
	1435
	1436

	TPNW RDF CORE INCOM
	
	
	
	
	
	
	
	1030
	1030

	SUPPLEMENTARY INC
	
	
	
	
	
	
	
	400
	400

	PROFIT / (LOSS)
	
	
	
	
	
	
	
	0
	0


8.0 Communication Plan

8.1 Internal Communication

8.1.1 Board of Directors and Panels

The Board of Directors is 16 in number and meets 6 times pa, to review progress against Aims and Objectives, Strategy and Business Plan. There will be a supporting Structure, consisting of – Strategy Forum, virtual Product Development Panel, Promotional Development Forum and People Development Forum, Walking North Wales, Adventure North Wales, Golf North Wales and Regional Cultural Tourism Panel (TANT). Each has a Terms of Reference. Internal information includes Induction Records, Partnership Handbook, and a Code of Conduct on Conflicts and Declaration of Interests for Directors and Employees.
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8.1.2 Staff Team Structure

The Staff Team Structure will be as below. Arrangements include 1:1 meetings, staff team meetings fortnightly, interim reviews at 4 monthly intervals and annual reviews. Contractors will be appointed to work on specialist activities, on a specific number of days per annum, and be funded out of the Activity Line budget.
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8.1.3 Meetings Programme - See overleaf.
	MEETINGS PROGRAMME 2008
	JAN
	FEB
	MAR
	APR
	MAY
	JUN
	JUL
	AUG
	SEP
	OCT
	NOV
	DEC

	ANNUAL GENERAL MEETING
	
	
	
	
	
	
	
	
	
	Wed/22/1200
	
	

	BOARD OF DIRECTORS MEETING
	
	Wed/13/1300
	
	Wed/23/1300
	
	Wed/25/1300
	
	
	Wed/3/1300
	Wed/22/1300
	
	Wed/3/1300

	STRATEGY FORUM
	
	
	
	Wed/23/1100
	
	
	
	
	
	
	
	

	PROMOTIONAL DEVELOPMENT FORUM
	
	
	Fri/28/1130
	
	
	
	
	
	Fri/19/1130
	
	
	

	PRODUCT INVESTMENT PANEL
	
	
	
	
	
	
	
	
	
	
	
	

	PEOPLE DEVELOPMENT FORUM
	
	
	Tue/4/1030
	
	
	
	
	
	Tue/9/1030
	
	
	

	REGIONAL CULTURAL TOURISM PARTNERSHIP TANT
	
	
	Mon/10/1400
	
	
	
	Mon/7/1400
	
	
	
	Mon/17/1400
	

	MAP: Isle of Anglesey
	
	
	
	
	
	
	
	
	
	
	
	

	MAP: Snowdonia Mountains & Coast
	
	
	
	
	Tue/13/1400
	
	
	
	Tue/16/1400
	
	
	Tue/9/1400

	MAP: NW Coastal Resorts

Llandudno/Colwyn Bay
	
	Mon/18/1300
	
	
	Mon/19/1300
	
	
	
	Mon/8/1300
	
	
	Mon/8/1300

	MAP: NW Coastal Resorts Rhyl/Prestatyn
	
	Tue/19/0930
	
	
	
	Tue/24/0930
	
	
	
	Tue/14/0930
	
	

	MAP: NW Borderlands
	
	
	
	
	
	
	
	
	Fri/19/????
	
	
	Fri/5/????

	ADVENTURE FORUM
	
	
	
	
	Wed/14/1400
	
	
	
	
	
	
	

	GOLF FORUM
	
	
	
	
	Tue/6/1400
	
	
	
	
	
	
	

	WALKING FORUM
	
	
	
	Wed/9/1400
	
	
	
	
	
	
	
	

	RTGA:Caernarfon
	Tue/15/1200
	
	
	Tue/8/1200
	
	
	Tue/1/1200
	
	
	
	
	

	RTGA:Betws-y-Coed
	
	
	
	
	
	
	
	
	
	
	
	

	STGA: Llandudno/Deganwy/

Conwy
	
	
	
	
	
	
	
	
	
	
	
	

	RTGA: Wrexham Tourism Forum
	
	
	
	
	
	
	
	
	
	
	
	

	TGA:  PROJECT MANAGERS
	
	Mon/4/1400
	
	
	Mon/12/1400
	
	
	
	
	
	
	

	VISIT WALES RSD’S /EXECUTIVE
	
	
	
	
	
	
	
	
	
	
	
	

	VISIT WALES  /TPNW TAP DINNER WTA AGM
	
	
	
	
	
	
	
	
	
	
	
	

	VISIT WALES / TPNW ROADSHOW
	
	
	
	Fri/11/1000
	
	
	
	
	
	
	
	

	NWT AGM & HALF YEARLY 
	
	
	
	
	
	
	
	
	
	
	
	

	NORTH WALES ECONOMIC FORUM 
STEERING GROUP
	
	
	Fri/14/0900
	
	
	Fri/27/0900
	
	
	
	
	Fri/14/0900
	

	EVENTS COMMISSION MGT GROUP
	
	
	Thur/6/1030
	
	
	Thur/5/1030
	
	
	
	
	
	


8.2 External Communication

8.2.1 Tourism Industry

TPNW will communicate with the tourism industry, at national, regional, area and local levels viz:

Nationally with the Wales Tourism Alliance (WTA) and Trade Sector bodies, these will include Wales Association of Visitor Attractions (WAVA), Wales Association of Self Catering Organisations (WASCO), British Hospitality (BH), Caravan and Camping Forum, British Homes and Holiday Parks Association (BHHPA).

Regionally with North Wales Tourism (NWT), Federation of Small Businesses, Chamber of Commerce, and sectoral Marketing Consortia. 

At Area and Local levels with Marketing Area Partnerships and Tourism Associations – there being circa 30 associations across the region.

TPNW will communicate its Corporate Identity, Aims and Objectives, and Record of Achievement to the tourism industry through regular updates on activities on bilingual website www.tpnw.org and quarterly bilingual Newsletter “Welcome/Croeso”, additionally, 10 Press Releases pa will be issued on activities. TPNW will give presentations at VW Roadshows, TPNW Fora, North Wales Tourism General Meetings, Tourist Associations, Sector Groups and Consortia Meetings. 
TPNW’s policy will be to work with the 18 Tourist Associations, 5 Sector Groups, and 4 Consortia in the region, in clusters and develop 5 Marketing Area Partnerships for:
Isle of Anglesey

Snowdonia Mountains and Coast

North Wales Coastal Resorts – West: Llandudno/Colwyn Bay

North Wales Coastal Resort – East: Rhyl/Prestatyn

The North Wales Borderlands 

The 5 Marketing Area Partnerships will adopt Planning Tomorrow’s Tourism To-day - Marketing Area Tourism Strategy and Action Plan as their template, this to lead to the development of a Marketing Area Partnership Annual Bid for financial support to TPNW, by the Tourism Delivery Team. Individual Tourist Associations will not be supported.  It is intended to recognize the uniqueness of each association but secure through the Marketing Area Partnerships the following:

Inclusiveness – All bona fide trade, local authority and other relevant agencies participating.

Improved integration between associations, private and public sector interests, to work on common goals.

Sharing of knowledge and experiences and up-skilling of the competencies of the representatives.

Nomination of members and advisors to the Board of Directors of TPNW.

An Annual Bid for funds, to a Business Plan format, will be submitted by 31 December by each Marketing Area Partnership. 

An Evaluation and Monitoring Report will be provided with 6 weeks of completion of funded work.

The Marketing Area Partnerships will integrate with Strategic, Regional or Rural Tourism Growth Areas (TGA’s) meetings.

8.2.2 Linkage Structure
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8.2.3 Welsh Assembly Government (WAG)
TPNW is committed to fulfilling the Welsh Assembly Government’s wider agenda, including, the following policies:
One Wales

Wales: A Better Country

People, Places, Futures - The Wales Spatial Plan 

Wales: A Vibrant Economy

Learning to Live Differently: Sustainable Development Scheme
Making the Connections

Creative Futures – Cymru Creadigol

Iaith Pawb – Plan for the Welsh Llanguage

Climbing Higher

Wales Transport Strategy
TPNW will liaise on tourism matters with the WAG’s Department of Economy, (WAG DoE), Department for Heritage (DfH), Department Education Culture and Welsh Language (WAG DECWLS), predominantly at the regional level, through their representatives based at St.Asaph.
8.2.4 Welsh Assembly Government Department for Heritage - Tourism and Marketing Division - Visit Wales.
TPNW will adhere to its Funding Agreement / Annual Remit with the Welsh Assembly Government Visit Wales and attend regular liaison meetings. The Chairs of the RTP’s will meet with the Welsh Assembly Government’s Tourism Advisory Panel. In addition TPNW will partner Welsh Assembly Government Tourism Visit Wales annual Regional Forum.
TPNW will through the Regional Strategy Director - provide reports as appropriate to Welsh Assembly Government Visit Wales, and communicate with all departments.

TPNW will encourage industry participation in VW’s Destination Management System, Customer Relationship Management and be active partners in VW’s Client Management System.

TPNW will continue to develop a Regional Cultural Partnership including Terms of Reference, and meet on a 6 monthly basis.

TPNW will work with its colleague RTP’s to promote intra-Wales travel, with the objective of extending the average length of stay and the geographical spread of tourism spend. There is collaboration currently with cross regional funding to projects with TPMW eg Snowdonia Mountains and Coast Activities and Attractions campaign and golf promotion. Opportunities for discussion include intra-Wales group travel, coach tours, golf tours.

TPNW will provide accommodation to the North Wales  Senior Investment Analyst for, and an Administration Assistant who will be pay rolled by TPNW.
8.2.5 Local Authorities (L/A’s)

TPNW will liaise with the tourism and their support departments in the seven local authorities in the region, all of whom are represented on TPNW.

8.2.6 Tourism Training Forum for Wales (TTFW)

TPNW will work in liaison with TTFW, and will convene a People Development Forum ie a Tourism HRD network for North Wales annual intervals. 

8.2.7 North Wales Economic Forum (NWEF)

TPNW will be a paid up member of the North Wales Economic Forum. The Chairperson and the Regional Strategy Director will attend 3 Forum meetings pa. The Regional Strategy Director will attend the NWEF Steering Group, comprising of the Local Authority, WAG DoE and DECWLS Executives. 
	9.0 Business Planning Proforma 2008/09 North Wales


	
	
	

	AOP Area
	Activity
	Proposed Outputs
	07/08 Budget £k 
	08/09

Budget £k

 

	
	
	
	
	

	Distinctive Branding
	 
	 
	All figs incl VAT
	All figs incl VAT

	Unique Sense of Place - 1.5
	Initiatives that strengthen the unique sense of place, these include advisory visits to tourism businesses. 
	Strengthen Unique Sense of Place.
	15
	10

	Marketing Brand Development-1.2
	Amplify the Wales Brand, via a differentiated position for the region, this based on the additional brand value of “dramatic".The brand proposition will be based on the outdoor playground, ie The Great Outdoors.
	Securing brand promotion and compliance.
	20
	10

	Short Breaks North Wales - 1.4
	Aimed at Family and Independent Explorers the content will focus on heritage (gardens, historic house and, castles, sacred places,), culture, (events and accessible culture experiences, Welsh language), and country pursuits (walking, bird watching).
	Increase percentage of trips and spend in shoulder months.£1000k TRG.
	50
	40

	Giants North Wales -Develop cultural product - North Wales '08                                                            The Great Outdoors - Liverpool 2008 - 1.4, 3.4
	Support Regional Cultural Tourism Partnership, which will have specific tasks to address Regional Events Network, Liverpool European Capital of Culture 2008, Arts and Festivals Marketing, Regional Visitor Sporting Events, and Media Interests.
	Increase association with culture /heritage holidays. Initiative with international airport serving Wales. £300k TRG.
	40
	30

	Gardens North Wales - Themed Breaks - 1.4
	Enhancement of existing garden themed breaks, including new media activity.
	Increase association with culture /heritage holidays.£150k TRG.
	20
	20

	Activity Themed Breaks - 1.4
	Support to national campaigns targeting water sports and certain other key activities.
	Increase no in active explorer markets with interest and visits.£150k TRG.
	2
	5

	Business and Conference Marketing - 1.4
	North Wales Business Tourism Study. Identify improved business and conference tourism campaign activities, adding value and expanding the promotional campaigns of North Wales Conferences.
	£1000k TRG.£300k Net TRG
	20
	20

	Group and Coach Marketing - 1.4
	To undertake Group Travel Organiser and Coach Travel research print and web site based campaign and secure greater impact at travel trade shows.
	Increase percentage of trips and spend in shoulder months.£400k TRG.
	20
	20

	Cruise Market - 1.4
	Development of cruise ship market activity through the port of Holyhead, and maintain a watching brief on  business in Liverpool.
	Increase no in key overseas markets with interest and visits. £300k TRG.
	20
	20

	Strategic Public Relations - 1.4

	To generate coverage on regional TV, radio, newspapers and magazines in the North West and West Midlands and feed material through to VW to get national coverage. 

	£300k TRG. £500k AVE.
	20
	20

	Higher Quality
	 
	 
	 
	 

	TGA / IQM Initiatives - 2.3
	Roll out  IQM Toolkit , on a bid basis, to the TGA’s of Wrexham, Llangollen/Dee Valley, Caernarfon, Conwy/Llandudno/Deganwy and Betws-y-Coed.
	3 no  l/a's implementing IQM.
	20
	20

	VW Development Support - 2.3
	Appointment and reimbursement of a S4 Administrative Assistant for Invest Wales.
	Integration and compliance with Regional Strategy.
	15
	15

	Improve Quality - 2.1, 2.3
	Secure increased participatiion rate in grading.
	200 additional graded
	12
	0

	Golf North Wales - Golf based - 2.6
	Deployment of a Golf Coordinator to liaise with golf clubs  via Golf North Wales Forum,  undertake Golf North Wales campaign brochure, DVD, web site and a one-stop shop booking mechanism, and work with Ryder Cup Wales 2010 team. 
	Increase no in independent explorer markets with interest and visits.£200k TRG.
	30
	40

	Walking NorthWales - Walking based - 2.6
	Deployment of a Walking Coordinator, to liaise with walking interests via Walking North Wales Forum, and  undertake  Walking North Wales campaign via brochure, and new media.  
	Increase no in independent explorer markets with interest and visits.£500k TRG.
	30
	30

	Adventure North Wales - Adventure based - 2.6
	Work with Team Wales’ partner Cinnamon Adventures,  to include  North Wales Adventure brochure, booking centre, web site, attendance at key outdoor show and participation in VW adventure campaigns.
	Increase no in active explorer markets with interest and visits.Increase association with activity holidays.£300k TRG.
	30
	35

	New Tourism Strategies - 2.5
	To implement the recommendations of  Reviews and Strategic Priorities.
	Disseminate intelligence to tourism industry.
	8
	20

	Customer Surveys - 2.5
	Discrete customer surveys in specific territorial/niche areas and feedback  customer needs back to the industry,
	Disseminate intelligence to tourism industry.
	5
	5

	Corporate PR - 2.5
	To communicate strategically with the tourism industry on the activities, developments and achievements of TPNW.                                     Roadshow 2008.
	Disseminate intelligence to tourism industry.
	18
	15

	Events Commission - 2.3
	WEFO Bid Facilitator,  partnering 4 l/a's, and  WAG DEIN, funding  Ryder Cup Wales 2010, Llangollen International Music Eisteddfod, Anglesey Show, Bryn Terfel Faenol Festival, Conwy Cricket Festival, and 20 other events.
	Increase percentage of trips and spend in shoulder months. £2000k TRG.
	18
	20

	Regional Events Support Scheme - 2.3

	To fund up to 10 events that have a regional impact, extend the season and also create bed space demand. 
	Increase percentage of trips and spend in shoulder months. £250k TRG.
	15
	20

	Easier Access
	 
	 
	 
	 

	e-mail Database Customer Relationship - 3.1
	Use of existing trade association and independent businesses e-databases to convey monthly newsletters, with events and offers.
	Increase percentage of trips and spend in shoulder months.10 bursts pa. £1000k TRG.
	17
	20

	Customer Relationship Management Project with VW  - 3.1
	Support www.info4u.co.uk pilot Customer Relationship Management. Develop new pilot Customer Relationship Management with VW and l/a's.
	£250k TRG.
	61
	50

	Support for Core TIC's - 3.2
	Funding for Core TIC’s of Llanfairpwll, Caernarfon, Porthmadog, Llandudno, Rhyl and Llangollen.
	£800k TRG.
	0
	0

	Improve bookability - 3.2
	Regional central reservations facility, so as to offer good bookability to customers.
	£800k TRG.
	12
	12

	Events North Wales - 3.1
	Joint marketing of events –  in clusters / consortia / attractions / NWEG.Improve the effectiveness of the regional events web site.
	Increase percentage of trips and spend in shoulder months. £800k TRG.
	3
	5

	Movie Map North Wales - 3.2
	Erect  film location plaques, undertake movie map marketing campaign targeting visits from film fans, via  inserts in film magazines and web site.
	Increase association with culture /heritage holidays. £100k TRG.
	5
	8

	Attractions North Wales- Day visitor attraction marketing in North West/West Midlands - 3.2
	Explore and set up new media and visitor loyalty schemes for attracting day visitor market to the region.

	£1000k TRG.
	30
	25

	
	
	
	
	

	Better Skills
	 
	 
	 
	 

	Joint initiatives with TTFW - 4.1,4.2,4.3,4.4,4.5
	People Development Manager, to service the People Development Panel, and strategic targets.
	Deliver skills elements of regional tourism strategy.
	15
	5

	Tactical Pricing and packaging - 4.1,4.5
	Support for specific training initiative.
	Deliver skills elements of regional tourism strategy.
	0
	5

	Benchmarking - 4.1,4.5
	Support for specific training initiative.
	Deliver skills elements of regional tourism strategy.
	0
	5

	e-Learning Initiative - 4.1,4.5
	Support for specific training initiative.
	Deliver skills elements of regional tourism strategy.
	5
	5

	IT Networking Initiatives - 4.1,4.5
	Support for specific training initiative.
	Deliver skills elements of regional tourism strategy.
	5
	5

	
	
	
	
	

	Stronger Partnerships
	 
	 
	 
	 

	Marketing Area Partnerships                                                                              Isle of Anglesey - 5.1,5.4
	Promotional projects that are Strategy, Marketing Area Action Plans, Partnership Generating, and Brand compliant, evaluated in Tourism Revenue Generated. 
	Encourage local business partnership. Increase percentage of trips and spend in shoulder months. £500k TRG.
	30
	30

	Marketing Area Partnerships                                                                 Snowdonia Mountains and Coast - 5.1,5.4
	Promotional projects that are Strategy, Marketing Area Action Plans, Partnership Generating, and Brand compliant, evaluated in Tourism Revenue Generated. 
	Increase percentage of trips and spend in shoulder months. £500k TRG.
	30
	30

	Marketing Area Partnerships                                                                 NW Coastal Resorts - West - 5.1,5.4
	Promotional projects that are Strategy, Marketing Area Action Plans, Partnership Generating, and Brand compliant, evaluated in Tourism Revenue Generated. 
	Increase percentage of trips and spend in shoulder months. £500k TRG.
	30
	30

	Marketing Area Partnerships                                                                 NW Coastal Resorts - East - 5.1,5.4
	Promotional projects that are Strategy, Marketing Area Action Plans, Partnership Generating, and Brand compliant, evaluated in Tourism Revenue Generated. 
	Increase percentage of trips and spend in shoulder months. £500k TRG.
	30
	30

	Marketing Area Partnerships                                                                 The North Wales Borderlands - 5.1,5.4
	Promotional projects that are Strategy, Marketing Area Action Plans, Partnership Generating, and Brand compliant, evaluated in Tourism Revenue Generated. 
	Increase percentage of trips and spend in shoulder months. £500k TRG.
	30
	30

	Walled Towns Campaign - 5.1,5.3
	Web campaign with Chester CC, Cadw, 4 l/a's, 4 town councils, to promote the walled towns of Chester, Beaumaris, Caernarfon, Conwy and Denbigh, targeting USA markets.
	Increase no in key overseas markets with interest and visits.£100k TRG.
	0
	5

	Exhibitions/shows - 5.1
	Integrated exhibition programme that targets national, North West and West Midlands regional trade and consumer travel shows, retail outlet promotions, working with attractions, activity providers and major hotels.                                                                Support Showcase Wales 2007.
	£200k TRG.
	25
	10

	Travel Trade - 5.1
	A service to respond to travel trade and journalist’s leads, and make arrangements for familiarisation visits
	£500k AVE. £500k TRG.
	15
	15

	Partnership Funding STEAM - 5.1
	To core fund North Wales STEAM evaluation, as undertaken by Wrexham CBC.
	Volume and value for regional tourism.
	5
	5

	Bespoke Evaluation Contracts - 5.1
	To fund the Evaluation of Activity Lines in the Business Plan.
	Test TRG and ROI figures.
	5
	5

	Tramor - 5.1,1.4
	Lead North Wales element of the Tramor overseas marketing initiative, retaining a single North Wales identity. Producing high quality 4 language  editions for the primary European markets
	Increase no in key overseas markets with interest and visits. £200k TRG.
	14
	15

	
	
	
	
	

	Admin/ running costs
	 
	 
	 
	 

	Staff costs
	Chairperson, Trade Directors, Regional Strategy Director, Partnership Development Manager,  Marketing / Events Executive, Partnership Secretary, and part time Partnership Administrator.  
	Corporate probity, strategic fit, funding agreement delivery. Retain 'investor in people' award.
	185
	205

	Accommodation costs
	150m sq office at 25 St.Asaph Business Park, for TPNW staff team and Invest Wales’ staff of 2.Venue for Board meetings, Golf Forum, Walking Forum, Regional Cultural Tourism Partnership, Promotion and People Development Panels.
	Accomodation base for Invest Wales and TTFW links. VW training room. VW meetings.Events Commission meetings.
	30
	30

	Operational Costs
	Servicing staff and accommodation.                                               www.tpnw.org web site.
	Achieving 10 Key Performance Indicators.Disseminate stakeholder information.
	20
	20

	Totals
	 
	£1800k TRG
	1030
	1150


	Achieving Our Potential (AOP) 2005- 2013: Strategic Challenges and Priority Areas                                                                                                 APPENDIX I

	1
	Distinctive Branding

	1.1
	Link the tourism brand to the wider Wales brand to achieve greater impact.

	1.2
	Achieve consistency in the use of the tourism brand at all levels within the industry. 

	1.3
	Ensure that a strategic marketing framework for Wales is in place to support effective partnership working

	1.4
	Continue to promote Wales to less seasonal markets with good growth potential

	1.5
	Encourage the development of icon products, which are distinctive to Wales

	2.0
	Higher Quality

	2.1
	Encourage investment in new and existing tourism facilities to raise overall quality standards and the development of more luxury accommodation.

	2.2
	Improve the profitability and sustainable growth of tourism businesses through investment and business support and best practice advice.

	2.3
	Improve the quality of the overall visitor experience at the destination level.

	2.4
	Introduce statutory registration for accommodation and increase the proportion of the industry participation in quality grading schemes.

	2.5
	Monitor current and emerging market and product trends in tourism

	2.6
	Encourage more innovative marketing and product development activity to grow tourism seasonally and spatially.

	3.0
	Easier Access

	3.1
	Encourage more tourism businesses to use web-based and emerging ICT marketing innovations.

	3.2
	Provide comprehensive information about Wales to potential and actual visitors via traditional and more modern channels

	3.3
	Encourage initiatives that increase the use of public transport by visitors to and within Wales

	3.4
	Encourage the development of improved business links with international airports serving Wales

	3.5
	Encourage the development of more direct air links between Cardiff and key overseas markets

	3.6
	Encourage the tourism industry to make adequate provision for people with special needs

	4.0
	Better Skills

	4.1
	Encourage higher levels of professionalism in the industry through the development of skills and improved employment conditions

	4.2
	Encourage training providers to understand and meet the training needs of the industry

	4.3
	Encourage stronger links between the Higher Education sector and the tourism industry

	4.4
	Encourage initiatives to improve perceptions of tourism as a career choice to stimulate levels of recruitment

	4.5
	Encourage the continuous enhancement of management and leadership skills

	5.0
	Stronger Partnerships

	5.1
	Develop strong partnership working at the national, regional and local level for tourism marketing and development

	5.2
	Concentrate government support on those parts of the tourism industry that are better placed to attract and satisfy future growth markets

	5.3
	Encourage the involvement of local communities in the development and promotion of tourism in their area

	5.4
	Ensure that support for tourism promotion, skills development, economic development, heritage and cultural management is more co-ordinated and ‘joined-up’ across all parts of government

	5.5
	Reduce the adverse environmental and social impacts of tourism through improved visitor, business and environmental management

	5.6
	Encourage the sourcing of local goods, services and labour by tourism businesses
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