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1.0 Mission and Objectives
1.1 Mission Statement 
Tourism Partnership North Wales’ Mission Statement is - ‘Enhancing North Wales’ tourism economy through Partnership, Planning Tomorrow’s Tourism Today’ – this through the principles of – Enhancement, Integration, Added Value and Creating Partnerships.
1.2 Vision for Tourism in North Wales 

One of the top 5 UK tourism destinations, internationally known for its natural beauty, dramatic scenery, heritage and distinctive culture. A place you can boast about visiting, easy to get to but rewardingly different. A centre of excellence for adventure sports and the market leader for activity tourism of all sorts. Plenty going on at all times of the year, whatever the weather, with a lively, living culture and thriving arts scene. A place that is often talked about and features in the media for the quality of its food, hospitality and interesting places to stay. A region that is proud of its heritage and culture, cares for its natural assets and welcomes visitors.
 1.3 Key objective: Delivery of Tourism Strategy North Wales 2010-2015
The key role for Tourism Partnership North Wales (TPNW) is to enable the delivery of the 4 Strategic Objectives, the 17 Key Priorities (see below) and the 66 point Action Plan 2010-2013. The Action Plan is prepared under the pan and sub-regional headings of:
· North Wales

· North East Wales

· North West Wales

Strategic Objective 1: Projecting our distinctive strengths 

We need to put North Wales firmly back on the visitor map and re-establish it as a Top 5 destination in the UK. We need to put out more compelling and inspiring messages, be less passive in our marketing and more co-ordinated. We need to create a splash and get the region talked about in a more positive way. 
· Market driven. We will focus marketing activity on the primary markets of UK family holidays, short breaks and activities and also target a series of secondary and niche markets which have potential for growth or where we have strengths. Market needs will determine product development and investment priorities.

· Stronger impact. We will project a more coherent message, focus on higher profile projects to create more awareness, and review the marketing mix to rationalise marketing activity placing more emphasis on PR, and web-base marketing activity. 

· Inspiring information. We will review the TIC network to maintain coverage in key areas, monitor the signage system, ensure there is an effective local information distribution system in place within the Region, encourage experimentation with digital media and equip front-line staff to act as information ambassadors. 

Strategic Objective 2: Investing in product excellence 

We must stimulate development and investment in the core product to meet the needs of a changing marketplace, exceed our customers’ expectations and rival the best elsewhere. Our core product needs to enhance and complement the region’s key strengths and be tuned to the needs of the target markets.  
· Quality accommodation.  We will continue to improve the quality of existing accommodation to meet market needs. We will encourage selective new developments to exploit new areas of demand and act as a stimulus to improvement.

· Diverse attractions.  We will encourage investment and improvement in existing visitor attractions and increasing their visibility and exposure to visitors. Additional attractions will not be only be encouraged unless they satisfy clear criteria. 

· Excellent activities. We will strengthen and develop centres of excellence, improve the activity infrastructure and fill gaps in the network of routes, support the activity sector to generate more business, and make it easier for holidaymakers to access activities on a casual basis. 

Strategic Objective 3: Providing an outstanding experience 

We need to deliver a total quality experience from arrival to departure, making it a delight to spend time in North Wales.  Positive first impressions, easy to move around and get the most from the visit, a warm welcome and good service everywhere you go, distinctive and well cared for places to visit.

· Well-managed places.  We will adopt an integrated approach to destination management, identify tourism hubs which will receive priority treatment and actively experiment with new ways of delivering tourism services and management at the local level. 

· Enriching experiences.  We will develop a richer local experience through making more of events and festivals, exposing visitors to arts and culture, food and shopping and Welsh heritage and culture. The mix of opportunities will vary from place to place. 

· Efficient transport. We will press for key infrastructure improvements, make transport operators more aware of visitors needs, make more of the heritage and scenic rail network to link attractions, and promote alternatives to the car.

· Skilled people. We will review establishing a regional co-ordinator for skills, promote a learning culture across the tourism industry, influence training providers and improve the image of tourism as a job and career.

Strategic Objective 4: Working together in partnership

Improving working relationships and organisation to harness the energies of the public, private and not for profit sectors, encouraging a climate of co-operation and mutual support, moving tourism up the agenda, seeking more efficient and transparent ways of working and becoming more evidence driven. 

· Effective organisation. We will agree and more clearly delineate roles and responsibilities for tourism in the Region to eliminate overlap and make more efficient use of resources, 

· Better recognition for tourism. We will communicate the importance of tourism to decision makers more effectively to change attitudes, ensure tourism interests are represented, and build a reputation as a responsible industry and a good neighbour. 

· Sound evidence. We will undertake research and data collection, fill gaps in knowledge and disseminate and share information to improve decision making and effectiveness.

1.4 To achieve integrated business planning (page 37) with Visit Wales to fulfil the objectives of Achieving Our Potential 2005-13 on:

· 
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

Visit Wales is mainstreaming its management with Welsh Assembly Government philosophy – currently based on “dashboard management”. TPNW  will need to report according to the 5 Key Tourism and Marketing Objectives therein ie:
· 
Tourism and Marketing Objective 1. Provide strategic leadership to the tourism industry,

· 
Tourism and Marketing Objective 2. Increase visitor demand and conversion, 

· 
Tourism and Marketing Objective 3. Support the industry in improving visitor satisfaction, 

· 
Tourism and Marketing Objective 4. Improve positive perceptions and build the Wales brand.

· 
Tourism and Marketing Objective 5. Improved Professionalism and efficiency. 

1.5 Contribute to deliver the wider objectives One Wales: a progressive agenda for the Government of Wales and specific Strategies:
One 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 regional agenda, including the following.

Community Strategies. Supporting the delivery of local authorities' Community Strategies and, where appropriate, to assist in the delivery of Voluntary Sector and Community Action Plans. 
Wales Spatial Plan. Supporting the implementation of the Wales Spatial Plan, and the Sustainable Development Action Plan.
Strategic Regeneration Areas. Supporting Mon a Menai; North Wales Coastal Resorts.

Strategic Capital Investment Fund. What cultural tourism opportunities can be secured through the £36m investment in Bangor.
Convergence Funding. Visit Wales and Cadw have received funding for Heritage, Sustainable and Coastal Tourism Projects. Our role will be to try and work up these projects, maximising added value, and seek compliance with regional tourism strategy and Regional Investment Framework. 

Rural Development Plan. Secure integration of capital and also revenue funding of tourism and tourism related projects.
Single Investment Fund. Secure integration of capital tourism projects with strategy and Regional Investment Framework.
1.6 To influence and deliver the tourism volume and value targets as set in Operating Context
1.7 To fulfil the ten Key Performance Indicators set in its Annual Remit set by VW, including:
· Mainstreaming with WAG’s duties towards sustainable development, equality, partnership working, and promoting the Welsh language, fully integrated into all business practice, procurement and programme design and delivery. 
· 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 work VW and with partners to deliver the People Skills development element of the national and regional tourism strategy, especially post Tourism Training for Wales. There is a need to work with the Sector Skills Councils – in particular People 1st on Croeso Cynnes Cymreig, and integrate with the function of the pan Wales regions coordinator role below.. 
Wales Tourism input to SSCS’ policies, strategies and programmes.

Identifying and facilitating strategic alliances

Exchanging best practice between regional skills projects
Developing and implementing common KPI’s for regional skills projects.

Horizon scanning politics, strategies funding

Support development of funding bids

Skills input to national tourism strategy

Liaison with national tourism organisations Visit Wales, Wales Tourism Alliance etc

Service cross-regional people training programmes (accredited / non-accredited)

Liaison with Further Education / Higher Education training suppliers. 
There is a need to have a review of the People Development Forum and how it links with the skills agenda of the Further Education colleges
· Wales Tourism Partnership Framework – There is a need to fulfill the 7 objectives below of the Destination Management and Destination Marketing Review. The Review advocates improved Destination Management, more effective Destination Marketing and Destination Community Development at the local level. . The Destination Community Development can be delivered by the six local authority footprint county associations as Destination Management Partnerships. Namely - Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham.
	1. The central role in leading brand building and national awareness campaigns for Wales and in developing effective partnership working within tourism, at all levels, aiming to ensure that the quality of the visitor experience underpins the marketing promise to improve and sustain Wales’ competitive position will be undertaken by Visit Wales.



	2. Destination management will present a challenge across all sectors of the destination community. The engagement of all partners at the destination level will be led by Local Authorities.  



	3. Destination marketing will need to be delivered alongside the arrangements for destination management in line with local needs. This may involve a clustering of local authorities to support more efficient use of resources.



	4. Destination communities at the local level will comprise public/private and third sectors. The public sector will include all departments of national and local government whose roles and responsibilities impact on tourism and the destination. Visit Wales and Local Authorities will seek the assistance of the Wales Tourism Alliance and the Wales Council for Voluntary Action to ensure effective representation of those sectors within the partnership framework at the destination level.



	5. To enable successful functioning of the new approach, Visit Wales will provide funding, via the Regional Tourism Partnerships to facilitate effective adoption of the national framework agreement at the destination level.



	6. Better integration and coordination is needed to ensure that the new framework arrangements support opportunities for more, rather than less, funding in support of sustainable socio-economic benefits from tourism. In order to target achieving that aim, all sources of funding to support the development, management and marketing of tourism in Wales are to be identified. 



	7. Parties within the Wales Tourism Partnership Framework will agree the functions, roles and responsibilities expected of destination communities. 




2.0 Operating Context 
 
2.1 Volume and Value of Tourism to the North Wales and Forecast Targets 

	
	Actual

 2008
	Forecast

 2009
	Forecast

2010
	Forecast

2011
	Forecast

2012
	Forecast

2013
	Forecast

2014
	Forecast

2015

	STAYING TRIPS 
	
	
	
	
	
	
	
	

	Trips (m)
	8.50
	9.00
	9.00
	9.00
	9.00
	9.00
	9.00
	9.00

	Days (m)
	39.60
	40.00
	40.00
	40.00
	40.00
	40.00
	40.00
	40.00

	Spend (£m)
	1,541.00
	1,550.00
	1,580.00
	1,610.00
	1,650.00
	1,690.00
	1,700.00
	1,750.00

	DAY 

TRIPS
	
	
	
	
	
	
	
	

	Trips (m)
	16.60
	16.80
	16.80
	16.80
	16.80
	16.80
	16.80
	16.80

	Spend (£m)
	546.10
	560.00
	570.00
	590.00
	600.00
	620.00
	640.00
	660.00

	TOTAL
	
	
	
	
	
	
	
	

	Trips (m)
	25.10
	25.80
	25.80
	25.80
	25.80
	25.80
	25.80
	25.80

	Spend (m)
	2,087.00
	2,110.00
	2,150.00
	2,200.00
	2,250.00
	2,310.00
	2,340.00
	2,410.00

	JOBS
	
	
	
	
	
	
	
	

	Direct Employment
	31,974
	32000
	32000
	32000
	32000
	32000
	32000
	32000

	Indirect Employment
	8062
	9000
	9000
	9000
	9000
	9000
	9000
	9000

	TOTAL
	40,036
	41000
	41000
	41000
	41000
	41000
	41000
	41000


2.2 Key Challenges for 2010/11
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.

Strengthening the skills of individuals engaged in conveying messages is a priority.

A method of assessment of delivery of task is desirable.

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. 

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.

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.

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.

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. 

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.

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.

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.
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. 

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.
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.

Acknowledge pressures that may lead to one tourism team for North East Wales. North Wales Borderlands may need to be promoted as North Wales Coastal and North Wales Canals and Countryside.

3.0 Performance Measurement

3.1 Business Plan Outputs

	Outputs
	Actual

2007/08
	Actual

2008/09
	Forecast

2009/10
	Forecast

2010/11
	Forecast

2011/12
	Forecast

2012/13
	Forecast

2013/14
	Forecast

2014/15

	Average Return on Investment (ROI)
	1:15
	1:18
	1:20
	1:20
	1:20
	1:20
	1:20
	1:20

	Leverage Ratio
	1:1.30
	1.1.40
	1.1.50
	1.1.50
	1.1.50
	1.1.50
	1.1.50
	1.1.50

	Tourism Revenue Generated (TRG)
	       £15M
	       £17M
	       £20M
	       £20M
	       £20M
	       £20M
	       £20M
	       £20M


3.2 Key Performance Indicators (KPI)

To deliver against the Key Performance Indicators as set out in the Annual Remit letter.
	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 plan.

	5
	Remit Letter

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



	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
	Destination Management and Marketing
	Develop Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham. Develop 3 Destination Marketing Areas.

	9
	Product Development Support
	Performance in progressing tourism strategic objectives with Spatial Plans, Rural Development Plans, Convergence Programme and Competitiveness Funds, and Business Support functions.

	10
	Regional Strategy and Action Plan
	Ability to maintain a relevant and up-to-date Regional Strategy framework, and Action Plan through review and monitoring.


4.0 Market Plan 

4.1 Geographical Target Market

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. Within the overseas markets to North Wales (<10% 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.
4.2 UK Market Target Segment
The Priorities for action are to Re-establish North Wales as a Top 5 destination in the UK, putting out more compelling and inspiring messages.
	Primary market Segments for North Wales, which are relevant across the region will continue to be UK family holidays, UK short breaks and activity holidays. These are relevant to most parts of the whole region although there may be a different emphasis and balance in different places.  We must ensure the product meets their expectations.


	UK family holidays:  

Value for money, fun-orientated holidays with younger kids, often involving larger family groups. Main and additional holidays concentrated in summer and school holidays. Not glamorous but a core market for the region. Although this market has been static in recent years the current economic climate provides an opportunity. North Wales is ideally suited to grow this market if it can refresh its appeal and overcome complacency. Nostalgia can be a powerful motivation.



	Short breaks:
Often older couples or empty nesters, on holidays and breaks of less than a week (weekends and midweek), usually involving general interest sightseeing, cultural tourism, soft activities and exploring a wide area. Most prevalent in the shoulder periods and help extend the season. Typically independent explorers, and higher spending per night than families.


	Activity and special interest holidays:
Holidays and short breaks where an activity or interest provides the dominant, but not necessarily the only reason for the visit. Ranges from extreme sports to more gentle pursuits and not necessarily an overlap between activity enthusiasts. DIY sector is bigger than organised groups. Wide age range of participants and all social classes with long seasonal spread depending on activity.  Mix of activities varies across the region - NW more rugged, NE more gentle pursuits but all areas have something to offer. Potential to grow this area, and use activities to grow general leisure trips

	Secondary market segments for North Wales are business tourism, overseas tourism, Visiting friends and relatives and day visitors. These tend to be smaller in volume, are less universally applicable but are key to achieving wider objectives such as extending the season, and increasing spend. 



	Business tourism: 

Not a big sector for NW but important because it is high spending, counter cyclical and supports hotel development. Some impact right across the region but most significant in Llandudno, a major conference centre, and in NE where business tourism is important element. 



	Overseas tourism:
Modest impact in Region but higher spending and less seasonal. However difficult and expensive to reach. Best done by working with and through VW and other partners, such as carriers. Not a priority. Irish market worth exploring further. 

A sub- market is the large numbers of overseas residents who have moved from Wales or can trace Welsh Ancestry. Encouraging people to return to their roots has been successfully tried elsewhere. Perhaps most effectively pursued at a VW level. 



	Visiting friends and relatives: 

Relatively small due to low population but VFR trips can act as a stimulus for visits to attractions etc. primarily a role for local authorities in keeping local residents informed. All year round market.

	Day visitors:
Huge market for North Wales, especially in the North East and very important for visitor attractions.




	Niche segments are of more limited interest but provide some opportunities in some places. They include the Welsh speaking market and cruise tourism. 



	Cruise market:
Niche market but of some interest to Anglesey. Can offer some benefit to hinterland via excursions. Important niche market with positive economic impacts for Anglesey and North West Wales. Benefits for destinations, attractions and activities within a 2-3 hour drive of Holyhead. Capitalise on the growth in British Isle cruise iteneraries, and the growth in the demand of cruise products.

	Welsh market: 

Small market and relatively untapped at present. Welsh know as little of their country as the English. Scope for encouraging more Welsh to holiday at home and to tap into growing interest in Welsh history, culture and language.



	Canal holidays:
Important niche market for NE Wales with growth potential in context of WHS nomination.


5.0 Monitoring and Evaluation

5.1 Impact of Business Plan

TPNW’s Business Plan and Action Plan points, that can be achieved in two ways – directly by TPNW; and indirectly, through TPNW promoting its partners to deliver the Action Plan points. 
TPNW will report at quarterly and annual intervals, performance on all of its Business Plan Activity, classified as Green /Amber / Red.

TPNW aims to deliver £20M TRG against its core budget of circa £1.0m pa – this at an ROI of 1:20.
TPNW will have in each let contract Activity a Monitoring and Evaluation clause, to provide work in progress and completion report  within 6 weeks of contract end. These will evaluate Return On Investment on the Input (ROI), Leverage, Outputs in visitor enquiries, numbers, jobs generated, and spend estimate of Tourism Revenue Generated (TRG). The imposition of the aforementioned protocols on Activity contractors  will lead to a stronger monitoring and evaluation culture and over time lead to more effective deployment of funds within the tourism industry. It is accepted that in many cases the results will lag behind the contract completion. The methodology used to measure Outputs and Tourism Revenue Generated will vary, some are directly measurable outputs, (eg Improved Bookability Activity) in other cases (eg Marketing Campaign Activity) there will be a need to conduct Bespoke Evaluations Contracts. 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 
VALUE 

EQUIVALENT
	INDIRECT
	TOTAL

	 REF 
	 
	TOTAL
	BUTION
	 
	ACTORS
	 
	 
	 
	 
	TRG
	
	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 there will be one off Sudies will be undertaken on certain sectors, and products. The methodology will be developed with VW, and an approach consistent with the other RTP’s will be adopted. 
TPNW funds STEAM, as managed by Wrexham CBC regionally, and this will give an overall Monitoring and Evaluation of regional performance, and will compliment the returns abstracted by VW from UKTS, IPS and DVS, and its own monitoring of  tourism sectors and regions of Wales.
6.0 Expenditure Summary

6.1 VW Regional Development Fund (RDF)
The share of RDF allocated to TPNW is based on the historical ratio of the Wales tourism economic value (32%) achieved in North Wales viz:
	£k
	2002/03 
	2003/04
	2004/05
	2005/06 
	2006/07
	2007/08 
	2008/09
	2009/10
	2010/11
	2011/12
	2012/13

	RDF 
	2,500
	3,000
	3500
	3500
	3500
	3150
	2650
	2650
	TBA
	TBA
	TBA

	North
	875
	1,050
	1132
	1144
	1144
	1030
	980
	980
	875
	875
	875

	Mid
	500
	600
	700
	700
	700
	630
	580
	580
	TBA
	TBA
	TBA

	South-West
	625
	750
	875
	875
	875
	860
	810
	810
	TBA
	TBA
	TBA

	South-East
	500
	600
	700
	700
	700
	630
	580
	580
	TBA
	TBA
	TBA

	Skilled People/ Tourism Training

	
	
	
	
	
	
	
	
	40
	40
	40


Visit Wales budget is under pressure. There is greater pressure on Departmental Running Costs (DRC) where there is a 2% cut year on year, and so far Visit Wales have seen their staff reduced by 40+. The Programme Budget is not so badly affected, and it might be slightly up for the coming year despite the talk of significant cuts. Nevertheless all these issues aren’t finally resolved by Visit Wales. 

The Regional Tourism Partnerships have been presented by VW with RDF Business Planning scenarios Standstill, or -5% or -10%. 
Based on an £875k standstill budget, quarterly draw down in advance on the 15th inst would be - April (£250k), July (£250k), October (£187.5k), January (£187.5k). Plus £40k ring fenced for Skilled People / Tourism Training.

6.2 RDF Core Budget Expenditure Allocations
Our strategic function remains highest priority and will be referred to in our annual Remit Letter. The Remit Letter will soften up on our administration capping of 25%, mindful that we will be asked to undertake more operational activity by Visit Wales as their Departmental Running Costs continue to be cut. 

There will be a specific clause regarding succession to Tourism Training for Wales activity. The national budget is £140k - £150k and it is anticipated that there will be an appointment of a pan Wales regions coordinator, leaving circa £40k for distribution to each RTP for HRD Activity ie Skilled People / Tourism Training.

Visit Wales’s Digital Tourism Project will require match funding commitments from the RTP’s of £57,782. Three regional members of staff will be recruited to cover all of Wales.  They will be RTP based. The associated apportionment of costs is North £21,954, SE/Mid £17,914, SW £17,914. 

TPNW will have to define how much is cascaded to Area level delivery; we have declared this at £480k in our 2009-2010 Business Plan. This broadly equates to 60% at Area level and 40% deployed at Regional level. This rationale is adopted so as to ensure an integrated approach to promoting the Areas, achieve economies of scale and avoid multiple, or competing campaigns from the Areas. 
Transition from 2009-2101 to 2010-2011 to Business Plan should be through an incremental approach.

There are very significant budgetary pressures now emanating from the local authorities for the next two years across the region. There is a strong need to work together with the Rural Development Programmes which have strong tourism content. Whilst their ideas are certainly bottom up, their integration with Tourism Strategy North Wales Action Plans, and also on cross boundary and pan regional basis is seen as advantageous. 

Green, sustainable tourism issues were seen as a critical area to develop.
6.3 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.

6.4 Supplementary Budget

To seek supplementary budget funding as appropriate.
6.5 Expenditure Summary by Activity (See overleaf)

	6.5 Expenditure Summary 2010/11(£k Net of VAT)
	Activity
	REF
	AOP
	BUDGET
	ROI 
	LEVER
	TRG

	1. Projecting our distinctive strengths 
	Market Driven
	Short Breaks North Wales
	5.3.2.1
	
	15
	20
	50
	1000

	
	
	Golf North Wales 
	5.3.2.3
	
	35
	10
	15
	350

	
	
	Walking North Wales
	5.3.2.4
	
	25
	20
	75
	500

	
	
	Adventure North Wales
	5.3.2.5
	
	20
	20
	50 
	550

	
	
	Conferences North Wales 
	5.3.4.1
	
	20
	60
	30
	550

	
	
	Group and Coach Marketing
	5.3.4.3
	
	15
	20
	25
	550

	
	
	Exhibitions/shows 
	5.3.6.1
	
	10
	10
	50
	450

	
	
	Travel Trade
	5.3.4.2
	
	10
	10
	100
	610

	
	
	Cruise North Wales
	5.3.4.3
	
	25
	20
	50
	1060

	
	
	Tramor
	5.3.5.2
	
	10
	20
	10
	600

	
	Stronger Impact
	Marketing Brand Development
	5.3.1.5
	
	10
	0
	25
	0

	
	
	e-mail Database Customer Relationship
	5.3.1.4
	
	15
	75
	110
	2500

	
	Inspiring Information
	Unique Sense of Place 
	5.2.1.1
	
	0
	0
	0
	0

	
	
	Improve book ability
	5.3.7.4
	
	10
	80
	30
	820

	2. Investing in product excellence
	Quality Accommodation
	Product  Development Support
	5.3.18
	
	15
	0
	0
	0

	
	
	Improve Quality
	5.3.18
	
	5
	0
	5
	0

	
	Diverse Attractions
	Attractions North Wales
	5.3.6.2
	
	20
	20
	10
	1500

	
	Excellent Activities
	Outdoor Sector Vision Document 
	?
	
	20
	0
	0
	0

	3. Providing an outstanding experience           
	Well-managed Places
	Destination Management Initiatives 
	5.3.12
	
	20
	0
	50
	0

	
	
	
	
	
	
	
	
	

	
	Enriching Experiences
	Events North Wales
	5.3.7.1
	
	5
	50
	10
	810

	
	
	Giants North Wales                                                            
	5.3.3.3
	
	35
	35
	40
	600

	
	Efficient Transport
	
	
	
	
	
	
	

	
	Skilled People
	Joint training initiatives
	5.3.9.1
	
	10
	0
	10
	0

	
	
	Benchmarking
	5.3.9.3
	
	10
	0
	10
	0

	
	
	IT Networking and e-Learning Initiative
	5.3.9.4
	
	10
	0
	10
	0

	
	
	
	
	
	
	
	
	

	4. Working together in partnership 
	Effective Organisation
	Destination Management Partnership Isle of Anglesey                                                                            
	5.3.7.5
	
	40
	15
	30
	600

	
	
	Destination Management Partnership Snowdonia Mountains & Coast                                                              
	5.3.7.5
	
	40
	15
	30
	600

	
	
	Destination Management Partnership NW Coastal Resorts - West                                                         
	5.3.7.5
	
	40
	15
	30
	600

	
	
	Destination Management Partnership NW Coastal Resorts - East                                                                  
	5.3.7.5
	
	40
	15
	30
	600

	
	
	Destination Management Partnership The North Wales Borderlands                                                               
	5.3.7.5
	
	40
	15
	30
	600

	
	
	Destination Management Partnership 6
	
	
	
	
	
	

	
	Better Recognition
	Corporate PR 
	5.3.3.2
	
	15
	0
	20
	0

	
	Sound Evidence
	Partnership Funding STEAM
	5.3.10.1
	
	5
	0
	25
	0

	
	
	Bespoke Evaluation Contracts and Studies
	5.3.10.2
	
	0
	0
	0
	0

	SUB-TOTAL
	
	
	
	
	590
	
	
	

	ADMINISTRATION COSTS
	
	Staff costs
	5.3.11.1
	
	200
	
	
	

	
	
	Accommodation costs
	5.3.11.2
	
	30
	
	
	

	
	
	Operational Costs
	5.3.11.3
	
	20
	
	
	

	RDF CORE EXPENDITURE NET
	
	
	
	
	840
	
	955
	17400

	VAT ON ACTIVITIES
	
	
	
	
	35
	
	
	

	EXPENDITURE  GROSS
	
	
	
	
	875
	
	955
	17400

	SUPPLEMENTARY EXPENDITURE
	
	Skilled People – People Development Forum
	
	
	40
	
	
	

	TOTAL EXPENDITURE
	
	
	
	
	915
	
	
	

	TPNW RDF CORE INCOME
	
	
	
	
	875
	
	
	

	SUPPLEMENTARY INCOME
	
	Skilled People – People Development Forum
	
	
	40
	
	
	

	PROFIT / (LOSS)
	
	
	
	
	0
	
	
	


	Expenditure Plan 2010/2011 North Wales  

	
	
	
	
	
	

	KEY OBJECTIVES/AOP
	Strategic Challenges Priority Activity Areas                                                                                              
	Outputs
	Budget
	Region
	Area
	Lever
	TRG

	1. Projecting our distinctive strengths  
	 
	 £k Gross of VAT>>>>>>>>>>>>>>>>>>>
	255
	
	
	
	

	Short Breaks North Wales - 1.4
	Aimed at Independent Explorers, focus on heritage, culture, walking, golf, events, with accommodation, attractions, events content by Marketing Area.


	Increase percentage of trips and spend in shoulder months, delivery via online booking.
	20
	20
	
	50
	1000

	Golf North Wales - 2.6
	Deployment of a Golf Coordinator to network golf clubs/ area/ Marketing Areas clusters via Golf North Wales Forum, web site and a one-stop shop booking


	Increase no of visits. Work with Ryder Cup Wales 2010 team. Work with BRS online.
	40
	
	40
	15
	350

	Walking North Wales - 2.6
	Deployment of a Walking Coordinator, to liaise with walking interests via Walking North Wales Forum, and Walking North Wales web site, by Mrk’ting Area.
	Increase no in independent explorer markets with interest and visits.
	30
	
	30
	75
	500

	Adventure North Wales -2.6
	Campaign to include brochure, booking centre, web site, attendance at key outdoor shows. Hold Adventure North Wales Forum.
	Increase no in active explorer markets with interest and visits. Increase association with activity holidays.
	20
	20
	
	50
	500

	Conferences North Wales - 1.4
	Implement North Wales Business Tourism Study. Improved business and conference tourism campaign activities, differentiating on Adventure.
	Work with 3 cells of Snowdonia/ Isle of Anglesey;Llandudno; North Wales Borderlands.
	20
	
	20
	30
	550

	Group and Coach Marketing - 1.4
	 Group Travel Organiser /Coach Travel campaign and secure greater impact at travel shows.


	Increase percentage of trips and spend in shoulder months.
	20
	20
	
	25
	550

	Exhibitions/shows - 5.1
	Integrated programme that targets national, North West, West Midlands trade/ consumer travel shows. 


	
	10
	10
	
	50
	450

	Travel Trade - 5.1
	Respond to travel trade/ media leads, plan familiarisation visits by Marketing Area.


	£500k AVE.
	10
	
	10
	100
	610

	Cruise North Wales - 1.4
	Development and promotion of cruise ship market activity through the port of Holyhead. 


	Increase number of visits from key overseas markets. 
	25
	
	25
	50
	1060

	Tramor - 5.1,1.4
	Lead North Wales Tramor overseas campaign. Producing 4  editions for  primary European markets
	Increase no in key overseas markets with interest and visits.
	10
	10
	
	10
	600

	Marketing Brand Development-1.2
	Amplify Brand Wales, with a regional differentiator “dramatic", and proposition The Great Outdoors.


	Review brand name for North Wales Borderlands Marketing Area.
	10
	
	10
	25
	0

	e-mail Database CustomerRelationship 3.1
	Use trade association and independent businesses e-databases to convey monthly newsletters / events. 


	Increase percentage of trips and spend in shoulder months.10 bursts pa. 
	20
	
	20
	110
	2500

	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.
	0
	
	0
	0
	0

	Improve Book Ability - 3.2
	Regional central reservations facility, so as to offer good book ability to customers.


	
	10
	10
	
	30
	820

	2. Investing in product excellence
	 
	 
	60
	
	
	
	

	Product  Development Support - 2.3
	Administrative Assistant progressing compliance with Regional Tourism Strategy and WAG Plans.


	Rural Development Plans, Convergence Competitiveness Funds, Business Support.
	15
	
	15
	
	0

	Improve Quality - 2.1, 2.3
	Secure increased participation rate in grading.


	
	5
	
	5
	
	0

	Attractions North Wales- - 3.2
	Day visitor attraction marketing in North West/West Midlands. New media /visitor loyalty schemes. 


	Regroup support to Marketing Area consortia under one attractions web site.
	20
	
	20
	10
	1500

	Outdoor Sector Vision Document
	
	
	20
	
	0
	0
	0

	3. Providing an outstanding experience           
	 
	 
	90
	
	
	
	

	Destination Management Initiatives   - 2.3
	Roll out Destination Management Plant, on a bid basis, to tourism destination communities.


	6 no l/a's implementing DMP.
	20
	
	20
	50
	0

	Events North Wales - 3.1
	Joint marketing of events, by Marketing Area – in clusters / attractions / NWEG. Improve web site.


	Increase percentage of trips and spend in shoulder months. 
	5
	
	5
	10
	810

	Giants North Wales - 1.4, 1.5, 3.4
	Support the Regional Cultural Tourism Partnership (TANT) on icons of Castles, Slate, Telford, Gardens and Houses, Druids, Song, Myths, Scared, Maritime, Visionary, Art of Landscape, Literary, Snowdon.


	Increase accidental, casual and specialist culture and heritage visits. Roll out concept of “giants” as theme for heritage and culture, to Marketing Areas.
	35

	
	35

	40


	600



	Joint training initiatives 4.1,4.2,4.3,4.4,4.5
	To service the People Development Fora, and strategic targets.
	Deliver skills elements of regional tourism strategy.
	10
	10
	
	10
	0

	Benchmarking - 4.1,4.5
	Support for specific training initiative including attractions learning journeys.


	Deliver skills elements of regional tourism strategy.
	10
	
	10
	10
	0

	IT and e-Learning Initiatives - 4.1,4.5
	Support for specific training initiative.
	Deliver skills elements of regional tourism strategy.


	10
	
	10
	10
	0

	4. Working together in partnership 


	 
	 
	220
	
	
	
	

	Destination Management P’ship                                                                          Isle of Anglesey - 5.1,5.4
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	40
	
	40
	30
	600

	Destination Management P’ship                                                                          Snowdonia Mountains and Coast - 5.1,5.4
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	40
	
	40
	30
	600

	Destination Management P’ship                                                                          NW Coastal Resorts - West - 5.1,5.4
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	40
	
	40
	30
	600

	Destination Management P’ship                                                                          NW Coastal Resorts - East - 5.1,5.4
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	40
	
	40
	30
	600

	Destination Management P’ship                                                                          The North Wales Borderlands - 5.1,5.4
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	40
	
	40
	30
	600

	Destination Management P’ship
	Partnership Generation, Strategy, Marketing Area Action Plan, and Brand compliant campaign funding.


	Encourage local public private sector partnership. Increase off-season spend.
	
	
	
	
	

	Corporate PR - 2.5
	To communicate with the tourism industry on the activities of TPNW. VW Industry Engagement.           

                
	Disseminate intelligence to tourism industry.
	15
	15
	
	20
	0

	Partnership Funding STEAM - 5.1
	To core fund North Wales STEAM evaluation, as undertaken by Wrexham CBC.


	Identify trends in volume and value for regional tourism.
	5
	5
	
	25
	0

	Sound Evidence
	Bespoke Evaluation Contracts and Studies
	
	0
	0
	
	0
	0

	SUB-TOTAL
	
	
	625
	
	
	
	

	Administration costs
	 
	 
	250
	
	
	
	

	Staff costs
	Chair, Trade, Regional Strategy Directors, Partnership Development Manager, Marketing Events Executive, Secretary, p/t Executive.  


	Corporate probity, strategic fit, funding agreement delivery. Lead on 5 Marketing Area Partnerships. 
	200
	
	
	
	

	Accommodation costs
	150m sq office 25 St.Asaph Business Park. Venue for Board, Cultural Tourism Partnership meetings


	Product, Promotion, People Development, Golf, Adventure, Walking Fora.
	30
	
	
	
	

	Operational Costs
	Servicing staff and accommodation.                                               www.tpnw.org web site.


	10 Key Performance Indicators.

Disseminate stakeholder information.
	20
	
	
	
	

	Totals
	 
	
	875
	120
	475
	955
	17400

	Skilled People – People Development Forum
	Supplementary budget.
	
	40
	
	
	
	

	Total
	
	
	915
	
	
	
	


6.7 Overview of Business Plan 2010-2011

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 2010-2015. 
TPNW will integrate its priorities with those of its key funder Visit Wales, and 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. The Business Plan Activity, are now grouped around the four Strategic Objectives:

1. Projecting our distinctive strengths 

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

.

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

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

Distinctive Branding Promotional development 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 domestic market, TPNW will co-ordinate generic Short Break campaign targeted at independent explorers.  TPNW will also co-ordinate themed campaigns –and 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. Initiatives to support towards Cruise North Wales, funding the marketing of Holyhead port, through Isle of Anglesey County Council will continue.

Easier Access In the day visitor market, additional business for attractions and events, from the North West and West Midlands, will be web driven by Attractions North Wales, and Events North Wales. 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. 

2. Investing in product excellence 

Higher Quality Product development will be through identifying priorities for Welsh Assembly Government’s Spatial Plans, working with North Wales Economic Forum, and all 7 Local Authorities including the Snowdonia National Park Authority. This will include working EU Convergence Programme Funding, Rural Development Partnerships Axis 3 and Axis 4 Funding. Influencing Local Development Plans to enable new tourism product development will be ongoing. 
Encourage adoption and delivery of the Action Plan to the Outdoor Sector Vision Document

3. 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.

Identify tourism hubs using criteria and prioritise action and improvement.

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

Co-ordinate the People Development Forum as a sounding board on visitor economy labour supply, skills development issues and training take- up.  The work will focus on activities to aid Recruitment, Retention, and Up skilling. Liaison will develop with People 1st re roll out of Croeso Cynnes Cymreig.
4. 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, 

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

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.

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. 

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

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

Stronger partnerships will be developed based on ultimately 6 Destination Management Partnerships ie Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham.– one per county, working with county based tourism associations. Develop a logo for assurance on quality.

Develop 3 Destination Marketing Areas as marketing clusters of the 6  Destination Management Partnerships. It is intended that the Destination Management Partnerships and Marketing Area Partnerships will be operating compliant to the regional and area tourism and strategy and action plan. 
Promote Destination North Wales.

There will be Walking North Wales, Adventure North Wales, Golf North Wales Fora and the Regional Cultural Tourism Panel (TANT).

Wales Tourism Partnership Framework - Destination management, Destination marketing, and  Destination communities at the local level will be based on the above 6 Destination Management Partnerships. Visit Wales will provide funding, via the Regional Tourism Partnerships to facilitate effective adoption of the national framework agreement at the destination level. Better integration and coordination is needed to ensure that the new framework arrangements support opportunities

Activities are targeted to deliver £20M Tourism Revenue Generated; at a ROI of 1:20 and create partner contribution at a Leverage Ratio of 1:1.5.
7.0 Communication Plan

7.1 Board of Directors
The Board of Directors is 16 in number and will meet  4 times pa (plus one Business Planning Day), to review progress against Aims and Objectives, Strategy and Business Plan. Meetings will be shorter at 2 hours with more written reports in advance, more For Information items.

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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7.2 Fora

There will be a supporting structure, consisting of – People Development Fora, plus Walking North Wales, Adventure North Wales, Golf North Wales and Regional Cultural Tourism Partnership (TANT). Each has a Terms of Reference. 


7.3 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.



             
7.4  Meetings Programme - See overleaf.
	MEETINGS PROGRAMME 2010
	TOURISM PARTNERSHIP NORTH WALES – PARTNERIAETH TWRISTIAETH GOGLEDD CYMRU

	ISSUED 15 December 2009
	JAN
	FEB
	MAR
	APR
	MAY
	JUN
	JUL
	AUG
	SEPT
	OCT
	NOV
	DEC

	ANNUAL GENERAL MEETING
	
	
	
	
	
	
	
	
	
	
	
	Thur/9/1200

	BOARD OF DIRECTORS / AWAY DAY
	
	Wed/10/1300
	
	Thur/22/1300
	
	Tue/15/1300
	
	
	Tue/14/1300
	
	
	Thur/9/1300

	TOURISM TRADE MEETING IOA
	
	
	
	
	
	
	
	
	
	
	Mon/22/1200
	

	TOURISM TRADE MEETING EAST
	
	
	
	
	
	
	
	
	
	
	Wed/10/13.30
	

	TOURISM TRADE MEETING WEST
	
	
	
	
	
	
	
	
	
	
	Thur/11/1400
	

	NWT AGM 
	
	
	
	
	Wed/12/1330
	
	
	
	
	
	
	

	WTA AGM 
	
	
	
	
	
	
	
	
	
	
	Mon/1/1300
	

	MAP: Isle of Anglesey
	
	
	
	
	
	
	
	
	
	
	
	

	MAP: Snowdonia Mountains & Coast
	
	
	Thur/18/1400
	
	
	Thur/10/1400
	
	
	
	
	
	

	MAP: NW Coastal Resorts

          Llandudno/Colwyn Bay
	
	
	Thur/11/1000
	
	Thur/27/1000
	
	
	
	
	
	
	

	MAP: NW Coastal Resorts 

          Rhyl/Prestatyn
	
	
	
	
	
	
	
	
	
	
	
	

	MAP: NW Borderlands
	
	
	
	
	
	
	
	
	
	
	
	

	REGIONAL CULTURAL TOURISM PARTNERSHIP (TANT)
	
	
	Mon/8/1400
	
	
	
	Mon/5/1200
	
	
	
	Mon/15/1400
	

	PEOPLE DEVELOPMENT FORUM
	
	
	Tue/2/1030
	
	
	
	
	
	
	
	Thur/4/1300
	

	ADVENTURE NORTH WALES FORUM
	
	
	Thur/25/1300
	
	
	
	
	
	
	
	
	

	GOLF NORTH WALES FORUM
	
	Thur/25/1400
	
	
	
	
	
	
	
	
	
	

	WALKING NORTH WALES FORUM
	
	
	Thur/4/1330
	
	
	
	
	
	
	
	
	

	RSDs QUARTERLY
	28/29 - SW
	
	
	19/20 - MID
	
	
	22/23 - SE
	
	
	21/22 - North
	
	

	VW QUARTERLY
	Thur/21/1030
	
	
	
	
	
	
	
	
	
	
	

	NORTH WALES ECONOMIC FORUM  / STEERING GROUP
	
	Thur/4/0900
	Fri/19/0900
	
	Thur/13/0900
	
	Fri/2/0900
	
	Thur/30/0900
	
	Fri/12/0900
	


7.5 Tourism Industry Communication

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 the 6 Destination Management Partnerships ie Destination Conwy, Destination Anglesey, Destination Gwynedd, Destination Denbighshire, Destination Flintshire and Destination Wrexham - one per county, working with county based tourism associations (circa 30  Tourism Associations across the region).

Develop 3 Destination Marketing Areas as marketing clusters of the 6 Destination Management Partnerships below: 

Isle of Anglesey

Snowdonia Mountains and Coast and North Wales Coastal Resorts – West: Llandudno/Colwyn Bay

North Wales Coastal Resort – East: Rhyl/Prestatyn and The North Wales Borderlands 

The 6 Destination Management Partnerships will make 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 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 Partnership. 

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

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 , 10 “Croeso” e-bulletins. and 10 Press Releases pa will be issued on activities. TPNW will give presentations at 3 sub regional Destination North Wales Joint (VW/TPNW/NWT) Tourism Trade Meetings, TPNW Fora, North Wales Tourism General Meetings, Tourist Associations, Sector Groups and Consortia Meetings. 

7.6 Welsh Assembly Government (Welsh Assembly Government)
TPNW is committed to fulfilling the WAG’s wider agenda on:
· 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

7.7 Department for Heritage - Tourism and Marketing Division - Visit Wales.
TPNW will adhere to its 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 Tourism Visit Wales at 3 sub regional Destination North Wales Joint (VW/TPNW/NWT) Tourism Trade Meetings.
TPNW will 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.

TPNW will continue to develop a Regional Cultural Partnership including Terms of Reference, and meet on a 6 monthly basis.
7.8 Local Authorities (L/A’s)

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

7.9 People 1st
TPNW will work in liaison with FE Colleges in the region, People 1st and DCELLS and convene a People Development Forum ie a Tourism HRD network for North Wales. 
7.10 North Wales Economic Forum (NWEF)

TPNW will be a paid up member of the North Wales Economic Forum. The Chairperson/ Regional Strategy Director will attend 3 Fora pa. The Regional Strategy Director will attend the NWEF Steering Group, comprising of the Local Authority, WAG’ DE&T and DCELLS Executives. 

	
	ACTION PLAN 2010-2011
	
	
	

	STRATEGIC OBJECTIVE
	1. Projecting our distinctive strengths  
	
	VW AOP
	WAG TMO

	KEY PRIORITIES
	ACTIONS
	DELIVERY
	
	

	Market driven


	Re-establish North Wales as a Top 5 destination in the UK, putting out more compelling and inspiring messages,
	Policy
	DB
	4

	
	Primary marketing activity aimed at UK leisure tourism comprising  family holidays, short breaks and activity tourism
	Activity
	DB
	4

	
	Secondary marketing activity aimed at overseas leisure tourism, cruise, business, conference and group travel,  VFR  and day visits and niche markets 
	Activity
	DB
	4

	
	Refine market requirements of above sectors and use to shape product development and investment priorities.
	Activity – Regional Investment Framework
	DB
	4

	Stronger impact 
	Incorporate regional brand values to project a more coherent message.
	Promote
	DB
	4

	
	Agree regional marketing framework/plan to co-ordinate and prioritise marketing activity, review marketing mix, and rationalise  web sites and print publications.
	Activity
	DB
	4

	
	Coordinate stronger regional strategic PR function in partnership with other stakeholders.
	Activity
	DB
	4

	
	Place stronger emphasis on publicising North Wales icons and major projects ie The Big Tickets.
	Policy
	HQ
	4

	
	Create single North Wales portal as taster and gateway to other sites.
	Activity
	DB
	4

	
	Promote adoption of digital marketing and support digital content projects. .
	Activity
	DB
	4

	
	Review marketing areas with view to reducing number to two, no more than three.
	Activity
	DB
	4

	
	Support Visit Wales activities and influence to reflect North Wales priorities. 
	Policy
	EA
	1

	Inspiring information 
	Review visitor information provision, and secure an integrated strategic delivery to ensure core coverage and service improvement at TIC, TIP and other information provision levels. Recommend strategic TIC locations.
	Activity
	EA
	5

	
	Review white on brown visitor signage to ensure consistent policy and practice that serves the needs of trade and visitors..
	Policy
	EA
	2

	
	Encourage initiatives which equip frontline staff to act as tourism ambassadors, including participation in Croeso Cynnes Cymreig.
	Activity
	HQ
	4

	
	Explore initiatives / pilot projects which make use of digital content and information delivery.
	Activity
	EA
	5


	STRATEGIC OBJECTIVE
	2. Investing in product excellence
	
	
	

	Quality accommodation 
	Continue to promote participation in the national quality grading scheme and other quality consortia. Monitor trends in user generated content as a means of quality reassurance.
	Policy
	HQ
	3

	
	Encourage upgrading and refurbishment of all accommodation enterprises to meet market needs through grant schemes, business advice and mentoring.
	Policy - Regional Investment Framework
	HQ
	3

	
	Identify exemplars, disseminate good practice and support award schemes to stimulate investment.
	Activity
	HQ
	3

	
	Provide business support and mentoring to raise professionalism and lift aspirations.
	Policy
	BS
	5

	
	Encourage and support selective new accommodation developments in line with priorities identified.
	Promote
	HQ
	2

	
	Influence local development plans through the statutory consultation process in order to increase accommodation capacity where there is an identified visitor demand..
	Policy
	SP
	1

	
	Identify sites and development opportunities and pro-actively seek development interest bringing sites and investors together.
	Activity – Regional Investment Framework
	SP
	1

	Diverse attractions 
	Continue to promoting participation in the VAQAS scheme and Croeso Cynnes Cymreig
	Activity – People Development
	BS
	5

	
	Implement the findings of the North Wales Attractions Consortia Study 
	Activity
	HQ
	3

	
	Develop routes, themes and clusters to help raise visibility of smaller attractions
	Activity
	EA
	2

	
	Support investment in attractions where it will improve facilities and appeal.
	Policy – Regional Investment Framework
	HQ
	3

	
	Review proposals for new major new attractions in light of the criteria set out in 5.2.
	Policy – Regional Investment Framework
	HQ
	1

	Excellent activities 
	Support the development of 2 or 3 additional centres of excellence in the region to enhance the profile of, and grow the activity tourism sector.
	Policy – Regional Investment Framework
	HQ
	2

	
	Support and encourage investment to fill gaps in activity infrastructure according to the criteria set out in 5.3
	Policy – Regional Investment Framework
	EA
	3

	
	Encourage adoption and delivery of the Action Plan to the Outdoor Sector Vision Document
	Policy – Regional Investment Framework
	HQ
	1

	
	Establish pilot project to develop local employment potential of activity sector.
	Activity – People Development
	BS
	5

	
	Support and evolve the i-try scheme to ensure greater visitor take up.
	Activity
	
	


	STRATEGIC OBJECTIVE
	3. Providing an outstanding experience           
	
	
	

	Well-managed places
	Draw up Destination Management Plans, per local authority footprint, for key destinations, towns, villages, environs and sense of arrival and place.
	Activity
	SP
	1

	
	Identify tourism hubs using criteria in 6.1 to prioritise action and improvement.
	Activity
	HQ
	5

	
	Developing and connect the landscapes of the Isle of Anglesey, Llyn Penisula, and Clwydian Range Areas of Outstanding Natural Beauty
	Promote
	DB
	4

	
	Reinvest in the Country Parks in North Wales to make them fit for purpose
	Policy – Regional Investment Framework
	HQ
	3

	
	Establish 3 pilot projects to experiment with new and effective ways of delivering tourism services in places.
	Activity
	BS
	5

	Enriching experiences 
	Develop a major events strategy to support events that endorse the North Wales visitor offer.
	Activity – Regional Events Forum
	DB
	4

	
	Support and joint promote local and distinctive events to visitors.
	
	DB
	4

	
	Encourage arts organisations to target and joint promote to visitor markets 
	
	DB
	4

	
	Strengthen the promotion of the local food offer
	Activity – Food North Wales
	DB
	4

	
	Raise profile of speciality retail and identify clusters of interest. 
	
	DB
	4

	
	Invest in strengthening the heritage and culture offer. Establish Welsh cultural trails / cultural network 
	Activity – Regional Cultural Tourism Partnership
	DB
	4

	Efficient transport 
	Lobby for infrastructure improvements and articulate the tourism sector’s needs. 
	Activity – Taith Network
	SP
	1

	
	Support the development of  cruise ship berthing facilities at Holyhead
	Activity – Celtic Wave
	SP
	1

	
	Establish regular meetings between transport operators and tourism sector to explore identify areas for improvement. 
	Activity – Taith Network
	SP
	1

	
	Promote railway network to encourage exploration
	Activity – Taith Network
	SP
	1

	
	Promote Sustainable Transport and Tourism Action Plan and Slow Tourism.. 
	Activity - 
	SP
	1

	Skilled people 
	Co-ordinate the People Development Forum as a sounding board on visitor economy labour supply, skills development issues and training take- up.
	Activity – People Development Programme
	BS
	5

	
	Work with others to improve the image of the tourism sector as a career choice.
	
	BS
	5

	
	Make the industry aware of what is available and promote a learning culture
	
	BS
	5

	
	Identify industry needs and articulate this to providers.
	
	SP
	5


	STRATEGIC OBJECTIVE
	4. Working together in partnership 


	
	
	

	Effective organisation 
	Agree memorandum of understanding about respective roles and responsibilities for tourism in North Wales, including lead authority for different functions and sectors.
	Activity
	SP
	1

	
	Reduce confusion and explore potential for closer integration of TPNW and NWT.
	Activity
	SP
	1

	
	Facilitate and secure new arrangements for effective destination management and marketing at the sub-regional level.
	Activity
	SP
	1

	
	Establish effective county-wide tourist associations to improve destination partnership between private and public sector.
	Activity
	SP
	1

	Better recognition 
	Produce supporting material to help get the message across about tourism’s contribution.
	Activity – Corporate PR
	DB
	3

	
	Identify Tourism Champions to speak on behalf of the industry
	
	DB
	3

	
	Make the case for tourism in the wider community
	
	DB
	3

	
	Improve the industry’s reputation as a good neighbour. 
	
	DB
	3

	
	Continue to lobby on behalf of the industry to create a climate in which it can thrive
	
	SP
	1

	Sound evidence 
	Monitoring tourism performance, trends and value on a regular basis.
	Activity - STEAM
	SP
	1

	
	Establish regional research and intelligence group to share knowledge and expertise
	Activity – Research and Intelligence Group
	DB
	1

	
	Identify gaps in knowledge and establish an ongoing research programme to address this.
	
	BS
	1

	
	Regular dissemination and sharing of research and intelligence in an accessible format 


	
	BS
	1
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	DIVERSE ATTRACTIONS
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	STRONGER PARTNERSHIPS - TO DEVELOP EFFECTIVE COLLABORATION WITHIN THE INDUSTRY
	OBJECTIVE 5 - IMPROVED PROFESSIONALISM AND EFFICIENCY



	WELL-MANAGED PLACES
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	SKILLED PEOPLE
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	4 OBJECTIVES
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	66 ACTIONS split by:
	POLICY
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	WALES TOURISM PARTNERSHIP FRAMEWORK

	   1. The central role in leading brand building and national awareness campaigns for Wales and in developing effective partnership working within tourism, at all levels, aiming to ensure that the quality of the visitor experience underpins the marketing promise to improve and sustain Wales’ competitive position will be undertaken by Visit Wales.


	2. Destination management will present a challenge across all sectors of the destination community. The engagement of all partners at the destination level will be led by Local Authorities.  


	3. Destination marketing will need to be delivered alongside the arrangements for destination management in line with local needs. This may involve a clustering of local authorities to support more efficient use of resources.


	4. Destination communities at the local level will comprise public/private and third sectors. The public sector will include all departments of national and local government whose roles and responsibilities impact on tourism and the destination. Visit Wales and Local Authorities will seek the assistance of the Wales Tourism Alliance and the Wales Council for Voluntary Action to ensure effective representation of those sectors within the partnership framework at the destination level
	5. To enable successful functioning of the new approach, Visit Wales will provide funding, via the Regional Tourism Partnerships to facilitate effective adoption of the national framework agreement at the destination level.


	 6. Better integration and coordination is needed to ensure that the new framework arrangements support opportunities for more, rather than less, funding in support of sustainable socio-economic benefits from tourism. In order to target achieving that aim, all sources of funding to support the development, management and marketing of tourism in Wales are to be identified.
	7. Parties within the Wales Tourism Partnership Framework will agree the functions, roles and responsibilities expected of destination communities. 
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