	tourism partnership north wales - partneriaeth twristiaeth gogledd cymru


	annual review 2010-2011: delivery against key challenges


	projecting our distinctive strengths 


	Re-establish North Wales as a Top 5 destination in the UK, putting out more compelling and inspiring messages.

Strategic PR is considered high priority and offers good exposure and value for money when budgets are hard pressed.

New media, digital marketing is seen as a critical area to be engaged in.
	Consistent and regular messages put to the media and industry about integration of marketing activity in order to get more powerful messages in the market place. A top 5 destination in the UK is acknowledged as challenging, but serves to underline the importance of the Visitor Economy to the region. 

Strategic PR is supported within 3 of the devolved funding to Marketing Area Partnerships. Integrating the PR messages between the Marketing Area Partnerships is undertaken.

Upgrading all of TPNW web sites to mobile friendly is being undertaken together with evaluation of digital marketing trends and activities, especially for attraction sector. 

	Agree regional marketing framework/plan to co-ordinate and prioritise marketing activity, review marketing mix, and rationalise web sites and print publications.

There is an urgent need to undertake an audit of web and print activity. There is strong consensus to printing less publications and quantities.

There is a need for a regional portal linking to the marking areas, North Wales content suppliers including Rural Development Programme. 

Golf North Wales is seen as a good example of regional leader in web and print - reducing need for local area marketing activity. 
	A Regional Marketing Framework Plan has been drafted as part of the collaborative working agenda with the 6 local authorities within the region identifying efficiencies and improved effectiveness. 

Ongoing message broadcast about reducing the number of web sites and print. 

Draft programme for developing a regional portal - Destination North Wales, has taken place and further activity is ongoing with the Digital Tourism Business Network for delivering during the financial year 2011/12.

Golf North Wales continues as a successful initiative, and the model is cloned in a number of other products, themes and niches.

	Review marketing areas with view to reducing number to two, no more than three.

There is consensus that marketing areas should reflect customer perceptions and be customer driven. 

There is acknowledgement of the benefits of reducing marketing areas for economies of scale. It is vital to get engagement from the trade in partnership to the solutions.
	Proposition paper on reducing marketing areas to 1, 2 or 3 has been put to the Heads of Economic Development with consensus achieved to supporting a North West Wales Marketing Area and a separate North East Wales Marketing Area. However for products, themes and niches all activity should be on a pan regional basis.

	investing in product excellence 

	Encourage adoption and delivery of the Action Plan to the Outdoor Sector Vision Document

Raising awareness in schools via local education authority is a priority.

The build on the North West Wales Outdoor Partnership, and evolve towards a Taith model.

Develop North Wales Outdoor Challenge introduce concept of ‘Green Giants’ eco friendly outdoor activities.

	The 6 Strategic Objectives in the Action Plan have been pursued. Snowdonia Active has been commissioned to support the delivery of those objectives. The former Adventure and Walking North Wales Forum have been integrated into an Outdoor North Wales Forum and rather than establish a new organisational entity, the new Forum will act as the sounding board for taking the sector forward. Emphasis has been given to identifying a more competitive branding positioning for the Outdoor Sector North Wales whilst an audit of outdoor events has been included with view to identifying growth events capable of endorsing the outdoor brand for the region. Representation of the outdoor sector on all Destination Management Plan executives is a priority.

	providing an outstanding experience 

	Draw up Destination Management Plans, per local authority footprint, for key destinations, towns, villages, environs and sense of arrival and place.

Source and develop a DMP template for offering to local authorities. It offers and a uniform specification of acceptable standards. It should have 6 themes including eg cleanliness, not be too onerous, it should be developed in association with local authority tourism officers. It may have a North West and a North East lead authority mentors.

Adopt Destination North Wales, Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham.
	.Destination Conwy has been launched the Destination Management Plan is in place, the executive is meeting quarterly, and the second annual forum has taken place. 

Destination Anglesey has been launched and the process of appointing contractors to undertake audit and deliver Destination Management Plan is being progressed as are the Terms of Reference for the forum and executive.

Destination Gwynedd principles have been adopted and an executive tourism group, a sub set of Partneriaeth Economaidd Gwynedd has been established with Chair and Vice Chair. The appointment of contractors to conclude audit and Destination Management Plan is underway.

Destination Denbighshire has been launched, and the programme of activity is in place.

Destination Flintshire concept has been introduced successfully to the trade, audit activity has commenced, with view to delivering a Plan.

Destination Wrexham has been committed to, and milestones identified for delivering a programme which builds strongly upon the activities of Rural Development Programme investment in the Pontcysyllte Aqueduct and Canal Corridor. 

	Identify tourism hubs using criteria and prioritise action and improvement.

Challenge Local Authorities to self nominate hubs. In Wrexham CBC Pontcysyllte Aqueduct and Canal is a hub.

TPNW to prompt hubs on the style of the Action Plan recommendations. Build hubs into Destination Marketing Plan. 
	Tourism hubs have been identified and require integration into the finalised Destination Management Plans. 


	Develop a major events strategy to support events that endorse the North Wales visitor offer.

TPNW to take the lead 

Undertake audit of events. Strategy to target de-duplication and integration, drawing customers from across the border. Highlight lifestyle marketing. 




Promote contributions from local authority to draw down money from WAG Major Events Unit.
	Events North Wales Strategy has been drafted and approved. The key criteria are: 
· Enhance the recognition and reputation of North Wales for delivering events, endorsing Destination Management
· Create a strong sense of place which celebrates the diversity and distinctiveness of Welsh Culture 
· Encourage a spread of opportunities across the region and an even spread of events across the calendar.
· Strike a balance between attracting one off national / international events; nurturing regional growth events. 

The importance of supporting events that underscore Destination Management Plan has been highlighted 6 Local Authority partners who have identified match funding of £20k to support a £120k budget to match devolved funding of £250k from WG Major Events Unit. The offer has now been withdrawn.

The redevelopment of Events North Wales as a bilingual web site has been agreed.

	Co-ordinate the People Development Forum as a sounding board on visitor economy labour supply, skills development issues and training take- up.

Lobby for more apprentices. Identify champions to herald success. Dynamo models strengthen entrepreneurial skills. 

Work with People 1st and trade directors on People Development Forum.
	The People Development Forum has gelled into a much more focused group addressing skills and training issues within the sector.

The Vision For Skills Standard has been produced. It identifies the seven priority areas for skills developed for tourism businesses by means of which North Wales can be more competitive in its objective of being a top 5 destination in the UK. Initiatives have been undertaken to highlight the quality of working within the sector to potential young people new entrants in a number of locations in the region. Hospitality Ambassadors is a new model about to be committed to.

Collaborative working has been undertaken to cross promote new training opportunities through Skills for the Workforce budgets, Croeso Cynnes Cymreig, and World Host working closely with People 1st.

An initiative to train level 3, Green Badge Guides in North East Wales has been undertaken to compliment similar initiative Celtic Wave in Holyhead.

	working together in partnership 

	Agree memorandum of understanding about respective roles and responsibilities for tourism in North Wales, including lead authority for different functions and sectors.

Set a task and finish group. Roles and responsibilities could be categorised under the four strategic objectives, Projecting our distinctive strengths, Investing in product excellence, Providing an outstanding experience, Working together in partnership.

Identify North Wales lead authorities or North West and North East lead authorities on different functions and sectors. 

Clone Denbighshire County Council Who Does What to disseminate the different roles. 

Ensure that there is a mechanism to avoid North East Wales being marginalised by Snowdonia.

Move for greater delegated resources to the regions from national.
	Collaborative working paper has been presented to the Heads of Economic Service within the 6 Local Authorities and consensus has been agreed on concept of lead authorities in different functions and sectors. The establishment of the North West and North East Wales Marketing Areas will avoid North East Wales being marginalised by Snowdonia. 

	Facilitate and secure new arrangements for effective destination management and marketing at the sub-regional level.

Promote Destination North Wales and Destination per Local Authority ie Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham. Develop a logo for assurance on quality.
	See notes on Destination Management Plans.

	Reduce confusion and explore potential for closer integration of TPNW and NWT.

Set up a task and finish group to deliver closer integration with North Wales Tourism.

Destination North Wales Forum appropriate title for future Tourism Trade Meetings. 
	A series of Task and Finish Group Meetings have been undertaken between Chairs, Vice Chairs and Regional Strategy Directors culminating in a joint Board meeting. Recognition of the different roles of respective organisation from strategic membership marketing business investments is acknowledged. There is acknowledgement of the common goals are affected by the commitment to Destination North Wales for Marketing and Management purposes.

The annual roadshow, ie. Visit Wales, Tourism Partnership North Wales and North Wales Tourism was convened as a joint event, guest key speaker Simon Calder, BBC travel correspondent, and Justin Reed, Digital Team Visit Britain. 


	Establish effective county-wide tourist associations to improve destination partnership between private and public sector.

Support push for Denbighshire, Conwy, Gwynedd tourist associations. Possible two cells coast and country for Denbighshire and Llyn and hinterland for Gwynedd. Financial support could be provided for the setting up of county wide tourist associations.

Promote benefits of a single voice of the trade in each county, engagement with the Destination Management Plan.

Explore protocol for representative per county tourism association to be appointed by postal ballot to Board of Directors for TPNW.
	Denbighshire have established an e-newsletter which communicates tourism initiatives to tourism businesses in the county. Destination Conwy convened an annual forum, which draws a wide representation from industry. Gwynedd has ensured that each of their respective community tourist associations are represented on the wider Destination Gwynedd Tourism Sub Group. Anglesey Tourist Association continues and is preparing to work closely with Destination Anglesey. Flintshire Tourist Association has seen major revival with the intervention from Rural Development Programme, enabling mentoring of 91 tourism businesses. Wrexham Tourism Forum is to work more closely/ integrate with the Business Group being established to support the development of Pontcysyllte Aqueduct and Canal Corridor.

Memorandum on Articles of Association of TPNW have been reworked so that future trade Directors will be nominated from each Destination Management executive.





	

ANNUAL REVIEW 2010-2011: DELIVERY AGAINST KEY PERFORMANCE INDICATORS

	Business Plan outputs Aggregate performance in achieving the output target values defined in RTP annual business plans.
	Tourism Revenue Generated was £16M against Target of £20M, this giving an ROI of 18:1 against a Target of 20:1. 

	Leverage Aggregate value of partner contributions.
	Leverage was £636k against £583k budget, this giving a Leverage Ratio of 1:1.1 against a Target of 1:1.5.

	Inclusive trade involvement Ability to engage with inclusive constituency of trade interests (through support of tourism associations/marketing areas).
	The Partnership has two-way communication with businesses within the tourism trade, conveying our aims and objectives, and record of achievement. The Partnership has participated with Visit Wales in three regional Roadshows at Mold, Caernarfon and Llangefni, with presentations from Prof John Lennon and Simon Calder; Golf North Wales Forum; Walking North Wales Forum, Adventure North Wales Forum and Regional Cultural Tourism Partnership. Meetings have been convened with Tourist Association, and Attractions Consortia. Awards for tourism businesses have been supported in Gwynedd, Isle of Anglesey and Flintshire.
Support continued for the five Marketing Area Partnerships of Isle of Anglesey; Snowdonia: Mountains and Coast; North Wales Coastal Resorts - West – Llandudno and Colwyn Bay; North Wales Coastal Resorts – East – Rhyl and Prestatyn and The North Wales Borderlands.
The Partnership produced ten editions of its bilingual e-Croeso electronic newsletter, and our bilingual stakeholder web site, www.tpnw.org has been regularly updated with the partnership information including monthly e- welcome, fora presentations and studies and strategies.

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

	The Board of Directors held 5 Meetings and an Annual General Meeting, to review progress against Tourism Strategy North Wales 2010 – 2015, and the delivery against the Business Plan, the Targets, the Outputs, and its Undertakings. Quarterly Reports and Monthly Accounts and Out Turns are prepared. Team meetings are convened on a fortnightly basis to review the delivery of work in progress. 3 Staff reviews are conducted pa.

	Remit Letter Ability to adhere to the undertakings and targets as contained in the annual Remit Letter.


	The Partnership has compiled with the Welsh Government’s Strategic Agenda One Wales; Wales: A Better Country; Wales: A Vibrant Economy; Wales Spatial Plan – People, Places, Futures and Visit Wales Achieving Our Potential’ 5 strategic challenges at the regional level:

Distinctive Branding - to develop/ communicate 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.
The Partnership is committed to Mainstreaming the Welsh Government's duties towards sustainable development equality, partnership working, and promoting the Welsh language in business practice, procurement and delivery.  
The Partnership has provided in-year progress reports, and an Annual Review to Visit Wales. The Partnership has complied with the principal Undertakings in Visit Wales Remit Letter 2010/11.

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

	The Partnership Handbook covering Partnership Policies, Corporate Matters, Directors and Secretaries Guides, Protocol for Appointment of Directors, Code of Conduct on Conflicts, Declaration and Register of Interests, Remit Letter, Conditions of Employment and Corporate Development Plan has been reviewed. The Board of Directors is committed to conducting its business in accordance there with. A register of Directors’ and Advisors Interests is maintained. New Directors and Advisors have undertaken Inductions. The Financial Manual sets out the financial procedures for the management and control of financial resources. The accounts have been completed and a final set of accounts have been produced with approval by the appointed auditor, without any qualifications.

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

	The Partnership has worked effectively on the following priorities:
Human Resource and Skills Development - Working with the National Training Coordinator to deliver the skills element of the regional tourism strategy.
Website Development - Working with www.VisitWales.com to agree the most efficient and effective way of delivering regional/national Destination Management Systems and websites.
Quality Assurance - Working with the Quality Assurance department of Visit Wales, identifying opportunities to become further involved in the promotion of the suite of quality grading schemes and awards.
Product Development - In conjunction with Visit Wales, agree regional priorities within the national development plans.
Strategic Marketing Action Plan - Been fully involved in discussions on how national/regional priorities arising from the Strategic Marketing Action Plan will be taken forward.
Evaluation - Working with research colleagues in Visit Wales, reviewing evaluation methods and techniques to ensure increased consistency between the regions and Visit Wales

	Destination Management and Marketing Develop Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham. Develop 3 Destination Marketing Areas.
	Source and develop a DMP template for offering to local authorities. It offers and a uniform specification of acceptable standards. It should be developed in association with local authority tourism officers. It may have a North West and a North East lead authority mentors.

Adopt Destination North Wales, Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham.

	Product Development Support Performance in progressing tourism strategic objectives with Spatial Plans, Rural Development Plans, Convergence Programme and Competitiveness Funds, and Business Support functions.
	Representation and engagement has been provided at all the levels identified.

	Regional Strategy and Action Plan Ability to maintain a relevant and up-to-date Regional Strategy framework, and Action Plan through review and monitoring.
	Quarterly reports on progress against Action Plan are supplied and reviewed by the Board of Directors.




	annual review 2010-2011: delivery against outputs
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	projecting our distinctive strengths

	Short breaks North Wales
	0
	50%
	0
	0
	0
	Maintained short breaks campaign with website and on line booking
	71.5k unique visits to www.breaksnorthwales.co.uk

	NA
	0
	0
	0
	0

	Golf North Wales
	53
	0%
	10
	17
	27
	Raising awareness of NW as a golfing destination, participation at international and national golf events including the Ryder Cup at Celtic Manor 2010. NW one stop shop for golf breaks, BRS booking system with golf clubs, refreshed golf friendly hotel listing. Development of Golf NW Forum. 
	Attended 5 events and exhibitions promoting NW in partnership with VW.  Including Ryder Cup at Celtic Manor. Continued development of website and mail out brochures on request.  Golfer’s Local ads and editorial developed. On line tee time booking. 
25.8k unique visits to www.golf-northwales.co.uk
1.1k IOA golf passes sold.
	NA
	391
	20
	209
	620

	Walking North Wales
	26
	0%
	11.5
	11.5
	23
	Continuation of web, print and development of walking product.
	Update of website. Hosting press visits and development of social media marketing Facebook and Twitter. Working with development of cruise ship itineraries.
	NA
	60
	36
	290
	386

	Adventure North Wales
	16
	0%
	48
	5
	53
	Continued development of bookable  adventure break activity .
	ANW, website, central booking and exhibitions. Increased. Partnership working with Llyn and IOA.  Continued development of social media marketing Facebook and Twitter. 
	250
	153
	13
	94
	259

	Business and Conference Marketing
	6
	30%
	0
	10
	10
	Synergise the NW offer and work closely with VW on Business Tourism promotion
	Attended CONFEX. Fam visit for business and conference sector being organised for autumn.
	750
	0
	0
	500
	500


	Cruise Ship Marketing


		25


	50%
	0
	23
	23
	To assist in the marketing of NW as a cruise ship destination.
	Cruise ship marketing at Sea Trade Miami. Better provision disembarkation, passenger signage. Tourism trade days and Cruise Forums to develop knowledge and interest amongst local tourism businesses.
	Appointment of Cruise Coordinator for Isle of Anglesey. 13 ships booked for 2011.
	0
	0
	1000
	1000

	Group and Coach Marketing  incorporating Giants North Wales.
	11
	50%
	14
	45
	29
	Develop and implement a targeted group travel campaign.


	Change to ‘magazine ‘style with 6k print run, direct mail, national advertising, exhibitions and refreshed website enquiries. Manage fam visit to the region. Full integration with Giants NW including PR activity.
	150

	630
	40
	158
	828

	Exhibitions/show
	10
	50%
	25
	2
	27
	Enable regional consortia to participate in shows and exhibitions
	Attended Best of Britain & Ireland, Travel Trade Britain, Great Days Out and Show Kids Fun Ideas
	NA
	0
	0
	600
	600

	Travel Trade
	9
	100%
	10
	10
	20
	Service a number of media, press visits and familiarization visits to the region
	Serviced  5 press visits, 1 travel trade trips, 1 media visit  and 2 general enquiries 
	NA
	0
	250
	0
	250

	e-mail Database Customer Relationship and Info4U
	14
	0%
	114
	0
	114
	Minimum of six e-bursts and continued development of the info4U system whereby regional businesses can communicate with past visitors and encourage repeat visits.
To increase info4U users from 321 users.
	Increased info 4U users from 457 to 482. Seven e-bursts of regional newsletter to 92k past visitors.  and 373 info4U users. Participation by regional TAs and trade.Total number of subscribers 93k
	NA

	0
	0
	1745 
	1745

	Improve Bookability


	9
	40%
	12
	18
	30
	Extend central reservations. Participants – 200 min conversion rate, 25% customer satisfaction levels, 25% 150k revenue
	Level of service maintained, 464 bed bookings made equating to 3607 bed nights.

	150
	113
	0
	128
	241

	investing product excellence

	Product  Development Support
	16
	0%
	NA
	20
	20
	NA
	Staff and accommodation provided. Study to assess the economic impact of the Waking the Dragon project
	NA
	NA
	NA
	NA
	NA

	Attractions North Wales
	26
	0%
	15
	10
	25
	Continued development of website to promote attractions in NW.
	Website developed increased unique visits to 172k and social media used. 6 email campaigns bursts. Attractions NW Forum meeting on a quarterly basis. 250k Attractions NW leaflet developed and distributed in  NW and Midlands.
	NA
	0
	0
	1271
	1271

	Outdoor Sector Vision Document
	20
	NA
	NA
	10
	10
	Deliver against the Vision, and 6 strategic objectives identified in the North Wales Outdoor Sector: Vision and Action Plan 2009-2015.
	Contractor appointed early 2011 to work on seven specific actions including engagement with WATO, representation on Board of Directors, Contribution to the Destination Management Plan, Review Adventure Events programme.
	NA
	NA
	NA
	NA
	NA

	providing an outstanding experience

	Destination Management Initiatives
	36
	
	1.2+
	20
	20
	Support and develop destination management initiatives across the six local authorities in north Wales.
	Destination Conwy. Launched Political and corporate commitment achieved in the IOA, Gwynedd, Denbighshire, Flintshire and Wrexham.  Workshops held in Flintshire, Denbighshire meetings with LA officers across several departments. 
	NA
	NA
	NA
	NA
	NA

	Events North Wales
	5
	0%
	0
	5
	5
	
	To update and administer 
www.eventsnorthwales.co.uk website. 72.9k unique visits with 568 active events.
	NA
	0
	0
	300
	300

	Giants North Wales
Incorporated with Groups and Coach.
	23
	
	
	
	
	Incorporate into Groups North Wales.
	Achieved with efficiency savings.
	NA
	
	
	
	

	Joint Initiatives SPP
	25
	NA
	NA
	10
	10
	Undertake recruitment initiatives, organise Destination Management Learning Journey, support development of new tourism products and packaging in Gwynedd, support Springboard recruitment and training initiatives. 
	Recruitment shows at Prestatyn, Greenwood Forrest Park Bangor, undertaken Destination Management organisation Learning Journey to North East, identified 15 communities to work with in Gwynedd. Commissioned Vision For Skills Standard for tourism and hospitality in north Wales report, funded National Skills Coordinator and instructed Skilled People Programme (customer facing skills training for 180 persons).
	NA
	NA
	NA
	NA
	NA

	Benchmarking
	17
	0
	0
	10
	10
	A minimum of 15 guides in NE Wales to deliver the cultural offer, re Pontcysyllte Aqueduct and Canal.
	Set training of 16 Guides to Level 3 Green Badge,  in North East Wales, through Coleg Llandrillo Cymru.
	NA
	NA
	NA
	NA
	NA

	IT and e-learning initiatives.
	.1
	0%
	10
	10
	10
	Support for trade to develop IT skills 
	Training for 10 regional golf clubs to operate the BRS golf booking system.
	NA 
	0
	0
	0
	0

	working together in partnership

	Isle of Anglesey

	Promote projects which support regional and Marketing Area action plans
	Promotion of several activities which supported regional and Marketing Area activities
	Promoted several activities over and above MA marketing activity
	
	
	
	

	Direct Marketing Campaign
	15
	
	
	5
	5
	
	
	
	0
	0
	495
	495

	Destination Management
	10
	
	
	10
	10
	
	
	
	0
	0
	0
	NA

	PR
	25
	
	
	20
	20
	
	
	
	0
	1500
	0
	1500

	Snowdonia  Mountains and Coast
	
	
	
	
	
	
	

	E- version of Eryri SNP
	2
	
	
	3
	3
	
	
	
	0
	0
	50
	50

	Gwynedd TIP (RDP)
	7
	
	
	20
	20
	
	
	
	0
	0
	1266
	1266

	Additional buy in to VW Campaign
	10
	
	
	
	
	
	
	
	0
	0
	1990
	1990

	Dest Mgt
	13
	
	
	10
	10
	
	
	
	0
	0
	0
	NA

	Llyn Tourism Partnership

	6
	
	
	5
	5
	
	
	
	0
	0
	116
	116

	PR
	22
	
	
	10
	10
	
	
	
	0
	88
	0
	88

	North Wales Coastal Resorts West

	
	
	
	
	
	
	

	PR
	22
	
	
	10
	10
	
	
	
	0
	680
	0
	680

	GTO Fam visit
	9
	
	
	3
	3
	
	
	
	0
	0
	160
	100

	Joint Mkt of Events
	10
	
	
	5
	5
	
	
	
	0
	0
	810
	810

	North Wales Coastal Resorts East
	
	
	
	
	
	
	

	GTO Fam visit


	9
	
	
	3
	3
	
	
	
	0
	0
	100
	100

	North Wales  Borderlands

	
	
	
	
	
	
	

	PR
	10
	
	
	5
	5
	
	
	
	0
	93
	0
	93

	Fam Visit
	10
	
	
	3
	3
	
	
	
	0
	0
	130
	130

	Website Management 
	10
	
	
	2
	2
	
	
	
	NA
	NA
	NA
	NA

	Enhanced buy in to VW campaign
	10
	
	
	
	
	
	
	
	0
	0
	350
	245

	Corporate PR
	2
	0%
	19
	0
	19
	Produce 
12 press releases pa covering strategic achievements of TPNW

	Ceidiog produced 118 press releases and stories in the media. Sponsorship of the National Tourism Awards Business Tourism  Awards in Flintshire, Gwynedd and  IOA; Membership NWEF; Sponsorship Llanberis Mountain Film Festival
	NA
	NA
	500
	NA
	500

	Partnership Funding STEAM
	10
	NA
	NA
	32
	32
	Report on NW tourism activity/trends.
	Achieved regional updated position.
	NA
	NA
	NA
	NA
	NA

	TOTAL
	582.7
	
	242
	382.5
	636
	
	
	
	
	
	
	16163



