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EXECUTIVE SUMMARY


There are over 200 activity providers in North West Wales, many of which are micro businesses and are family owned. They provide a wide range of activities, although high level and low level walking, and rock climbing are the three most important. Average activity prices range from £30 to £80 per day. The seasonal pattern of the market for activities is still weighted towards the summer months, albeit less so than conventional tourism. Other than in the peak summer season, the region is mainly a weekend destination. 

Overseas customers are relatively infrequent and there is a feeling that this market is too small for individual operators to target. Local activity providers attract a wide range of customers including corporate, school and youth groups, stag and hen, as well as other groups and individuals. 

The Adventure Tourism market can be further broken down to reflect micro segments, categorised by:

· Type of individual (young professional, family, gay, single parents, etc.);

· Type of experience sought (thrill, educational, relaxation, etc.);

· Budget/degree of comfort and service expected;

· Type of activity or activity mix;

· Proficiency or degree of interest in the sport (dabblers, samplers and learners, experienced, etc.).

Growth prospects for this market are very encouraging. There is a slow but noticeable trend towards joint working within the sector. 


The general consensus amongst activity providers is that Wales’ natural resources are amongst Britain’s finest in terms of compactness, quality and variety. However, on an international scale, there is a concern over the growth of overseas short breaks which threatens industry growth. This threat is further compounded by the fact that access to natural resources continues to be a problem. There is also the problem of the ever increasing costs of liability insurance. On a more positive note though there is a feeling that public body attitudes to activity tourism has changed for the better.

There appears to be universal agreement from both tourism partners and activity operators that sustainability is of paramount importance in economic terms and above all environmental terms. However, providers do not seem to devote a lot of conscious effort to the idea of a ‘Sense of Place’ which establishes a relationship with the customer richer than just filling beds or kayaks.  

Activity operators will use a central booking facility provided that it is efficiently run and results in new business. They are particularly encouraged about the way it could help them tap into the spontaneous market, which is currently under catered for. Activity providers were keen to emphasise that any new business that arises through such a system could prove far more beneficial than just the value of the initial booking, given the nature of repeat bookings within the industry, and word of mouth recommendations. However, they also had their concerns about such a facility. 

Accommodation providers and group bookers were also enthusiastic although require guarantees of safety and quality. Visitwales.com was viewed as an inadequate resource for prospective activity seekers on a number of levels.

Recommendations are based upon the following objectives: to exploit markets/product mixes not already covered, to maximise collaborative advantages, to address qualative issues, ensure sustainability and a sense of place, to be efficient and easy to use both by the client and the industry, to make use of new technology, to up-sell and promote greater tourist spend in Wales and to be market led.

It is recommended that the following structures be created:

· A high street location – The Adventure Shop

· A course details database be added to www.adventure.visitwales.co.uk
· A Specialist Destination Management Company/Tour Operator/Wholesaler/Marketing Consortium – The Cream of Wales’ Activities

A specialist activity telephone operation

· 1.0 
INTRODUCTION

1.1 Background

In 2001, the Foot & Mouth crisis highlighted the significance of Adventure Tourism to the economy of Wales and in particular to North West Wales. More recently, in 2004, Newidiem’s report on the economic Impact of Adventure Tourism gave a quantitative assessment of this contribution, estimating that the industry is worth over 140 million per annum to this region. However, it also indicated very clearly that its full contribution is yet to be realised.

Many proposals have been put forward as to how to help capitalise on this growth market in order to create excellent social and economic opportunities. One such possibility is to establish a cross-industry activity booking structure. 

1.2 Project Brief

It was from this backdrop that the Wales Tourist Board (WTB) commissioned Snowdonia-Active to undertake a feasibility study into the establishment of a North West Wales
 based cross-industry activity bookings structure. 

In order to meet the requirements of this brief, it was decided that research would be required to determine:

· The characteristics of the Adventure Tourism and activity provider market;

· Activity provider opinions on key industry issues;

· The degree of convergence of opinion between activity providers and key tourism strategy themes;

· Activity provider views of a central booking facility, 

· Existing specialist third party organizations that handle activity bookings. 

The outcomes of this research would provide a basis to analyze the need for a cross-sector bookings facility, both from an activity provider perspective, and from a market (customer) perspective. Adopting this approach would also give important insights into how such a facility could be successfully created.

This document therefore provides both a review of the research that was carried out, and provides an outline of various structural elements that could fit together to form a cross-sector activity bookings facility.  

1.3 Approach

For the purposes of this report, Adventure Tourism has been taken to include the definition as in “Time for Action – A Strategy for Adventure Tourism in Wales 2003-2010” (see Appendix 1). This includes motorised sports, shooting and fishing etc., activities that are normally excluded under Snowdonia-Active’s remit.

The study encompasses both primary and secondary research:

Primary research - Over fourteen interviews were held with a range of activity and accommodation providers, tourism product wholesalers, and conference organisers, enabling those who are in regular contact with Adventure Tourists to give their views on such a development. Most of these interviews took place within the geographical remit of Snowdonia-Active i.e. Gwynedd, Mon and Conwy (north-west Wales). However, some interviews did take place outside the area, notably to places such as the Dee Valley and Vyrnwy. Despite this, it is considered that these areas do have much in common with north-west Wales and therefore have not tarnished the validity of the qualitative interviews.     
Secondary research - A comprehensive review of those documents already available in the public domain, both on the Web, and in paper copy, was also undertaken. The latter includes activity strategies prepared for the WTB, specific North Wales tourism strategies, and various other such tourism strategies. A conscious decision was made from the outset that any proposals in this report, should fit within these current strategies and aims for tourist development in the region. An extensive list of these documents, together with details of the interviews undertaken can be seen in Appendix 2.  

Although it is recognised that Adventure Tourism has its very own specialised niche markets, in order to capture its full commercial potential, it was noted at an early stage, that other activities, which do not fit the aforementioned definition, could be combined with Adventure Tourism activities, to sell mix and match packages to the less specialised markets.  For this reason, the scope of the study does include and make reference to other activities required by potential buyers - so called “add-ons” such as farm visits, nature rambles and cultural visits etc. This perhaps also provides an opportune moment to emphasize that this research has acknowledged the significance of a ‘Sense of Place’ (as defined by the WTB) from the outset.  
2.0 
THE ADVENTURE TOURISM AND ACTIVITY PROVIDER MARKET – CHARACTERISTICS, OPINIONS AND EXTERNAL INFLUENCES

2.1 Introduction

The issue of whether to develop, and how to create, a cross-sector booking structure for the Adventure Tourism market should not be considered in isolation. 

The following analyses the broader external environment impacting upon the demand for a booking structure, together with highlighting key facts and figures regarding the exact nature of the activity provider and Adventure Tourism market. It also gauges the opinions of both activity (and accommodation) providers and other key tourism stakeholders, by providing a spotlight on key issues affecting the sector. 

2.2 Characteristics of the Adventure Tourism and activity provider market

A combination of primary and secondary research (outlined earlier) has provided an opportunity to detail the key characteristics of the Adventure Tourism and activity provider market in north-west Wales.

2.2.1 Structure of the activity provider industry 

Newidiem’s recent report on the economic Impact of Adventure Tourism recorded just over 200 operators across north-west Wales, which indicates a high intensity of Adventure Tourism businesses in the area.

Past reports have made numerous comments as regards the structure of the industry, for instance;

“The activity operators sector is highly independent, fragmented and weakly organised, with no tradition of joint working”

This situation remains the case; however, organisations such as Snowdonia-Active are starting to change this independent tradition. The growth of the market has also continued to foster informal confederations as companies pass on clients that they are unable to fulfil, to their local networks. 

In line with much of the tourism industry in Wales, but perhaps more acutely witnessed in this case, the overwhelming majority of operators are small family owned businesses. This leads to sectoral and organizational inefficiencies, diseconomies of scale, and a lack of shared best practice models. However, on a more positive note, in recent times it has been noted that many tourism operators have shifted from a cash business mindset, to a more long-term strategic approach.

2.2.2
Key Adventure Tourism activities 

The table below (from the ‘Active Economy’ by Newidiem) indicates the importance of activities to Adventure Tourism operators. Businesses were asked to rate the importance of outdoor activities from 1 (least) to 5 (most important). As can be seen, the activities rated most important were high and low level walking, and rock climbing.   
	ACTIVITY 
	NOT RELEVANT
	LEAST IMPORTANT                           MOST IMPORTANT

	
	0
	1
	2
	3
	4
	5

	High level walking
	14.6
	6.3
	2.1
	8.3
	18.8
	50.0

	Low level Walking
	8.2
	8.2
	10.2
	16.3
	14.3
	42.9

	Rock climbing
	8.9
	11.1
	11.1
	13.3
	13.3
	42.2

	Gorge Scrambling
	14.0
	14.0
	18.6
	11.6
	16.3
	25.6

	Canoeing
	28.9
	22.2
	11.1
	6.7
	8.9
	22.2

	Kayaking
	26.1
	17.4
	10.9
	10.9
	13.0
	21.7

	Mountain Biking
	20.8
	22.9
	20.8
	14.6
	6.3
	14.6

	Sea Kayaking
	29.8
	25.5
	14.9
	6.4
	10.6
	12.8

	Sea Level traversing
	20.9
	32.6
	9.3
	16.3
	9.3
	11.6

	Sailing
	53.3
	17.8
	4.4
	8.9
	6.7
	8.9

	White water rafting
	50.0
	26.2
	4.8
	4.8
	7.1
	7.1


2.2.3
Existing customer market segments

2.2.3.1 UK market

Most of the activity operators who were interviewed catered for several if not all, of the core categories detailed below, with the relative proportions (and profitability) varying from one operator to the other, and, of course, dependent on local factors and the activity season, etc.

· Corporate and conference;

· Stag and Hen or mixed groups of friends;

· Family;

· Gift certificates;

· Schools and youth groups;

· Individuals; 

· Charity challenge training.

The WTB activity strategy documents provide a further basis for customer segmentation and have identified the following ‘micro markets’ categorised by:

· Type of individual (young professional, family, gay, single parents, etc.);

· Type of experience sought (thrill, educational, relaxation, etc.);

· Budget/degree of comfort and service expected;

· Type of activity or activity mix;

· Proficiency or degree of interest in the sport (dabblers, experienced, etc.).

Clearly therefore it is important to recognise these individual market segments and not simply to categorise the activity market as a uniform whole. Although many of these market segments are too small and specialised for individual operators to target cost effectively, by using a collaborative approach, this may not be the case. 

2.2.3.2
Overseas market 

Of those market segments identified above, individuals/couples and families were the main sources of income from the overseas market, according to interviews with the activity operators. Many mentioned that overseas groups were infrequent customers and had been handled “because they had fallen in our lap” rather that because they had been actively sought and had been “thin on the ground in recent years”. One activity provider had used several overseas agents in the past, but had dropped the work as the pound strengthened and numbers fell away.

All the WTB activity strategies stress that the UK market is the most important for Wales’ operators. This is true at present. For individual activity providers, the market is too small, and none of those interviewed have actively targeted it. However, again it should be stressed that for cluster groups the (overseas) market becomes far more viable. As international political and financial situations change, the Wales activity industry ought to have a core infrastructure in place ready to grow and handle these markets as soon as international conditions improve. 

Accommodation providers had experience of overseas groups undertaking activities, albeit on a minor scale. In some of these cases, the group organiser had found the activity through research from their home country, and in other instances they had asked the accommodation provider to recommend somewhere.

2.2.4
Annual sales turnover profile

The seasonal pattern of the market for activities is still weighted towards the summer months, albeit less so that more conventional tourism. However, there is an increasing trend within the activity market for a more even spread of sales throughout the year. This is as a result of a number of factors, including an increasing tendency for short break holidays, improvements in clothing and equipment, and society planning their breaks more around work schedules than climate. 

Interestingly, for some markets, summer is the least busy time. One operator who was interviewed talked of the mountains (apart from Snowdon which families on holiday want to climb) being much emptier in August, than in October, when the more “specialist walker” takes their main holiday abroad.

Seasonality therefore clearly varies according to both activity, and the specific market segment. For instance, school groups tend to be most prevalent in June, families at the end of July and August, overseas visitors in early July, and empty nesters in September/October. Almost every operator interviewed operates all year round; although less extensively in the winter. The spring and autumn shoulder seasons are becoming increasingly more important.

Other than the peak summer months, Snowdonia is very much a weekend destination. The only significant midweek business is education groups.

2.2.5
Pricing profile

Considering the variation in the types of activities offered, once accommodation costs were excluded; there was a surprisingly small variety in the range of prices charged by the companies that were consulted. The cheapest was £30 and the most expensive was £80 per person per day. 

Generally speaking though the differences in prices reflect varying instructor to client ratios, costs that may have to be paid for access (such as rafting) and, of course, what the market is thought to bear, with conferences/incentives constantly being quoted as giving the best return, whilst youth/school groups being able to afford the least.  Shooting is the only extreme exception to these daily rates with some per person per day charges being as much as £1000.

2.3
Activity provider opinions on key industry issues 

2.3.1
Quality of natural resources 

There is a general consensus amongst activity providers of the strength of both the variety of natural resource available for use in Wales, and its compactness. This, together with the numerous beauty spots, and the tranquillity that can be enjoyed, puts Wales in a strong position in comparison to many other places in the UK and Ireland.

However, at the same time it is important to keep a sense of perspective, as one (accommodation) operator commented:

“We mustn’t over hype our natural resource possibilities for activities. What we have here is good but not world class.” 
2.3.2
Overseas competition

It is unsurprising given the above comment, that most activity operators have worries about the trend for increasingly cheap and easy overseas flights from regional airports in the UK to European activity destinations, which is making short overseas activity breaks ever more feasible. Several operators interviewed were forced to look for overseas locations during the foot and mouth crisis, and today are still using these, because they do not have the access and weather restrictions that they encounter locally.

2.3.3
Access  

Activity providers have put forward their concerns regarding pressure of overuse at certain ’group’ venues.  There is some feeling that growth would continue to put pressure on popular locations with many operators requiring increased access. Indeed, some have already negotiated private arrangements (usually exclusive) with landowners to rivers, gorges and quarries. 

Operators made several suggestions as to possible areas to push for access in order to ease the pressure on current sites. 

2.3.4
Public body attitudes

Those companies and individuals who had been operating for some time generally remarked at the sea-change in the perception of the importance and potential of the industry by public bodies, especially since foot and mouth. Efforts made by the WTB, tourism partnerships, and latterly, local authorities, to promote activities were applauded. However, there were still some complaints at the lack of recognition of the specific needs of the industry, and the general tendency to lump all activities together.

2.3.5
Insurance

The rocketing costs of liability insurance are a constant worry to specialist operators and this will have a knock-on affect to any central booking agency. Not just because of the effect on margins, but also for the reason that it is without question, affecting the potential growth capacity of the industry. 

One operator had taken the decision not to grow purely because of insurance premium rises. He changed his premium from a company one, to an individual one, and was now turning away business rather than taking on staff to capitalise on it. 

2.4
An assessment of the degree of convergence of opinion between activity providers and key tourism strategy themes
As part of this research, the strategy recommendations for developing tourism (and more specifically activity tourism) within the range of documents listed in Appendix 2 were consulted (particularly those relating to the WTB, local tourism partnerships, and the tourism departments of local authorities). 

Given that each of these documents provide clear strategic direction, it was felt that it would not be necessary to interview these organisations to gauge their views. However, it was considered beneficial to compare the key themes that arise from these documents, with activity provider attitudes.  

2.4.1
‘Sense of Place’ 

This is defined by the WTB as the “distinctive sights, sounds and experiences that are rooted in a country, those special and memorable qualities that resonate with local people and visitors alike”.

From discussions with activity operators it is clear that this is one area that they have not devoted a lot of conscious effort to. Indeed, it is fair to say that in most cases the activity undertaken could be lifted to areas outside Wales with similar natural features and the client’s experience would hardly change at all.

2.4.2
Sustainability 

There was universal agreement from both tourism partners and those operators interviewed that sustainability is of paramount importance in economic terms, and above all, environmental terms.  

Activity operators do seem to be actively protecting, supporting and promoting sustainability. They feel that continuing growth could though, and in some cases is, putting pressure on the venues used for group activities. However in almost all cases, they have identified other physical areas that they could use if access restrictions were not in place.

Most operators do also seem aware that sustainability encompasses community support. Interestingly, the most successful of those companies interviewed are well integrated into their local communities. It is also noticeable that in the main part, the unique nature of activity customers means that such individuals are more likely to support these communities while they are enjoying their pastime than most other types of tourists. 

2.4.3
Networking 

Almost every report and strategy document stresses the great advantages of operators networking both with each other and with other bodies. Although recent developments have improved this situation, there is evidently still some way to go. 

2.4.4
Clustering 

It is not just the WTB activity tourism strategies that recognise the infrastructure and marketing advantages of geographical clusters for certain activities, this policy is written through from the top. The Welsh Assembly Economic Development Strategy states that as a government it will:

 “Strengthen the contribution of tourism to the rural economy by promoting partnership activity and encouraging integrated quality management initiatives.”

2.4.5 No quick Fixes

The WDA strategies and the Rural Recovery Action plan stress that there has to be public sector commitment to long-term support. Core funding support for 3-5 years is suggested in ‘Time for Action’, the WTB Adventure Tourism strategy.

2.5    STEEP Analysis

The table overleaf provides a summary of the social, technological, economic, environmental and political issues affecting the Adventure Tourism industry, and thus the development of an activity bookings structure. 
Table 1 - Analysis of the social, technological, economic, environmental and political issues affecting an activities booking structure

	Social
	Technological
	Economic
	Environmental
	Political

	· Increase in participation in adventurous activities

· Increase in UK short breaks and day-trips

· Increased environmental awareness

· Increased health consciousness

· Increased desire for holiday to be experiential 

· Increased awareness of Health & Safety

· Litigation culture

· Wales’ tourism market generally strong

· Increased leisure for some i.e. more active older people

· Time pressure on wealthier working – money rich/time poor

· Increasing willingness to travel further to pursue leisure interests

· More things to do – more places to do it 

· Greater awareness from outsiders of Welsh language/culture

· More willingness to book guides, lessons etc. than go-it-alone 

· More fashionable image of outdoor pursuits
	· Increasing use of the internet by general public and businesses

· Intranets are increasingly used for b2b networking

· Take up in e-commerce by rural businesses

· Dramatic increase in willingness to book on-line and subsequent lessening of importance of print media

· Increase in use of credit cards/switch/BACS and on-line banking 

· Use of databases and e-mailings and Data Protection considerations

· Unavailability of broadband in most of this area

· Digital cameras/ Mobile phones / text messaging / GPS mean changes to marketing and procedures during activities etc.

· The fact that most business is now computer-based has implications for back-ups if computers fail.


	· Current increase in disposable income
· Rising cost of insurance premiums

· Strength of the pound 

· National, Regional and local economic development strategies identify niche tourism as potential high growth area 

· Adventure tourism identified as highly important to rural economy (Newidiem report says that Adventure Tourism adds £140 million to the north-west Wales economy)

· Objective One money will end in a few years

· 40% of activity operators in Wales are based in Snowdonia


	· Concept of sustainability at the heart of all plans

· CROW, leading to greater public access which could mean increased pressure on some sites from the public where “those in the know” had de facto access anyway 

· Tourist management schemes, parking etc. are being actively investigated

· Rise in adventure tourists’ numbers could lead to rise in pressure on specific suitable “group or beginners” venues.

· Change of mindset away from agriculture towards other land uses –Tir Gofal giving access etc. 


	· Post foot and mouth sea change in political climate to support activity tourism

· WDA acknowledge rural regeneration needs 

· WTB desire to promote adventure tourism 

· Red Tape -Increase in compulsory and voluntary inspections/codes of conduct 

· Emphasis on business networking and clustering

· Pressure for joined-up thinking by public sector

· Disability legislation




3.0 
A CROSS-SECTOR ACTIVITY BOOKINGS FACILITY – 

ACTIVITY OPERATOR OPINIONS & A REVIEW OF EXISTING PROVISION
3.1 Introduction

The following provides front-line opinion on how activity (and accommodation) providers view the establishment of a central group booking facility. In particular, it draws attention to the main issues and concerns that they would have if such a facility was to come to fruition. It also highlights how it could benefit these businesses. 

As part of this study it was also considered necessary to look at existing specialist third party operators that handle activity bookings – a review of these is provided. A SWOT (strengths, weaknesses, opportunities and threats) analysis has been included to summarise, and provide a balanced viewpoint, of the various factors influencing the development of a cross-sector activity bookings structure. 

3.2
An activity (and accommodation) provider view of a central group booking facility

3.2.1 Accommodation provider opinions

Accommodation providers were considerably more enthusiastic about a central booking facility than activity operators. Many felt that although they all knew about local and more commonly-asked for activities, they quoted examples of the difficulty in trying to find someone who could handle a particular request. As such, accommodation providers were of the opinion that (provided quality issues were addressed) it would give them a more convenient means of increasing service to their guests.  They also, unsurprisingly, were enthusiastic when commission was mentioned, although would need to know more about administration methods etc.

The main worry however was accreditation or guarantee of safety, as well as administration standards, if they recommended or booked their clients onto activities with companies they had not dealt with before. 

3.2.2
Activity provider opinions

When interviewed about the possibility, it would be accurate to report that a lot of activity providers stated that they were doing very nicely obtaining clients with their own marketing.  However, it is worth taking into consideration that this could be influenced by the fact that, in the majority of cases, interviews were conducted with the more successful providers. It also proves that the market for activities is a strong one. 

Despite this, there was mention (in a couple of cases) that the spontaneous market was under-catered for and that a cross-industry booking structure could play an important part in tapping into this market. 

Most were, of course, commercially aware of how such a facility could benefit them. The latter was reflected in comments such as:

 “If a strong cross-industry bookings structure did emerge we’d be foolish not to be in there”. 

Those operators that had already made use of existing outside bookings agencies had mainly negative comments to make about their experiences. The comments below summarise these concerns. 
Business constraints 

· Operators do not like paying commission but at the same time they recognise that this is mitigated if new business is obtained.

 “Commissions only mean bad news for the customer, they end up paying more. If an agent sends you enough business then commissions are no problem”.

Indeed, many providers went onto comment on how such a system could potentially lead to further revenue gains through repeat business from any new customer that the booking system provides. One operator, for instance, pointed out that each new customer on average translates in value terms, to approximately 1.5 customers because of the repeat business rule.

· In cases where commission is not paid (for instance with last minute deals where special rates are negotiated), there is a worry about clients on the same course finding out they have paid different rates. 

· One provider commented on the cash flow disadvantages of agents’ bookings compared to direct bookings where the deposits (or indeed the whole fee) benefit the provider directly from the beginning, rather than sitting in the bank of the agent. 

· Another cited examples of loss of flexibility when a new direct booking presents itself (which would clearly prove more profitable) after a third party arrangement has already been committed to. This was considered particularly annoying if the agent then cancels. Again though, this is seen as the price to pay for the reassurance of pre-booked spaces.

Administrative Problems 
· Those operators that had used agents provided some examples of communication breakdowns, such as clients turning up who had proof of booking through an agent, but where the business had not received the booking. 

· Providers also cited examples of an agent booking clients unsuitable for the activity, or not briefing them correctly about equipment and weather alternatives etc. One operator had an (overseas) agent cease trading after the client had paid, but before the holiday was taken.

Favouritism

· When a new booking facility was discussed almost every operator without prompting said that they worried about inclusivity, i.e. agencies tend to use a small number of favoured operators. 

3.3
Review of existing specialist third party organisations handling activity bookings

The following provides a summary of those third party organisations that handle activity bookings using varying means, and the experiences that activity operators may have had with them.  

3.3.1 Visit Wales and www.adventure.visitwales.com 

This well known vehicle has changed a lot since its introduction. Many activity operators have not visited it recently, some for over a year, and are not aware of how useful it could be to them. Indeed, a number of criticisms made during the interviews have been addressed and yet they were not aware of the improvements! Only one activity operator had visited the site in the last six months. No one provider interviewed had received bookings (directly or indirectly) from Visit Wales but some said enquirers had arrived via the site. 

To make it a more useful tool for activity operators, there are several changes that could be made. Further marketing could be undertaken to increase its use with prospective customers and additional efforts could be made to increase awareness with activity operators. Although there have been several mailings with the aim of increasing the site’s use by the industry, none have been designed specifically for activity operators and this could probably counter the mass disillusionment discovered in interviews with them.

Those activity operators that had replicated a consumer search to find their own listing, appeared to have entered through the general Visit Wales page, and had not found the adventure page with its search by activity type facility.

A number of other comments and quotes were made by activity operators and have been included to provide further insight into their views: 

“the Visitwales site has missed out on what would be a marvellous scheme if it could deep link to booking i.e. the client would tick all the boxes to mix their own package and then the booking could be made -  but with provider’s branding etc.
 I’d be very interested in any scheme that could do this.”

“The Earth, Air, Fire etc. is confusing to the punter. What’s wrong with searching by individual activity – I can’t even find my own details on the site – how can anyone else?!”

“I wish they wouldn’t mix golf or bird watching in with more adventurous activities it ruins our marketing message”

3.3.2
Activity Wales 

Activity Wales provides a magazine style website together with a written publication which also adopts a similar magazine approach. It provides a range of packages and individual activities, as well as advertisement links. Clients have to telephone for more details or to book.

All operators had heard of Activity Wales and some had received bookings from it. Indicated below are some of the comments they made:

“Activity Wales are supposed to be a central bookings agency but I suspect that they tend to use just a few centres”

“Activity Wales have stopped working for us since they became a magazine format rather than a listing booklet. The shelf life of that is very small”

“I thought we were supposed to be included automatically as a listing in Activity Wales when we were accredited but that has stopped happening – there’s no mention at all unless you pay extra”

3.3.3
Breakout World

Connected to Activity Wales, it describes itself as “Wales' only destination management system. In minutes you can book accommodation, activities and even your travel and be on your way to a well earned break!!”

Breakout World’s on-line site does appear to need more attention. For instance, the home page visited in March 2004, refers to November and December 2003 dates. However, there are some interesting aspects to this site including a ‘last minute section’ on “Make us an offer” and also “Pack and go” and “Adrenaline Cocktail Weekends” 

Breakout World also provides a Celtic 100 brochure, which is the only third party packaged holiday brochure for mixed operators and activities encountered by this survey. It has plenty of details on the accommodation but few mentions of the actual activity operator being used. Activity information does need to be at least as specific in detail as that provided for accommodation
. 

3.3.4
Activity Clubs


SPICE is the major player in this category. It was set up over twenty years ago in Manchester and describes itself as “The UK's largest Multi-Activity Adventure, Sports & Social Group - The adventure group for ordinary people who want to do extraordinary things!” 

It is a membership based organisation of over 15,000 adults nationwide, and offers a range of events every month. Each member receives a handbook, and monthly newsletter listing activities. During March 2004, approximately 30 events were taking place ranging from makeup evenings and medieval banquets to climbing weekends.

3.3.5
Activity package resellers

Acorn Activities is probably the primary reseller in the market, and has been running for the past 14 years. The company describes itself as the market leader in the activity holidays field. It markets to families, individuals and groups. Sister websites include ‘Great Events’ (for the corporate market), ‘Great Breaks’ (for individuals, couples and families), ’Great Escapes’ (a gift voucher site), and Great Escapades (for stag and hen parties). 

There are many other mainly net-based companies that use third parties (i.e. activity operators) to offer a varied choice of activities to groups such as sport clubs, youth parties, stag and hen parties, and corporate groups. These include; Cinnamon Adventures, Vive la Montagne Adventure, theweekendco.com, bigweekends.com, freedomltd.net and Red Letter Days etc.

3.3.6
Local Booking Agencies

In the past there have been some attempts to establish booking agencies at physical premises such as the ‘Snowdonia Adventures’ kiosk based at the ‘Climber and Rambler’ shop in Betws-y-Coed, and ‘Outdoor Professionals’ direct selling shrink-wrapped packs of activities through Cotswold, also in Betws-y-Coed. Neither of these are still in existence.

Several operators interviewed said that the market for “come and try”, spontaneous, first time, and casual visitors was untapped to a degree. Companies like ‘ProAdventure’ and ‘Surflines’ and to a greater degree the National Mountain Centre at Plas-y-Brenin have a physical location with a reasonable degree of passing trade and have tried to tap into this market for their own bookings of taster sessions.

Two of the interviews undertaken as part of this research were with local individuals/organisations that have recognised the need for a destination management service, and are well on their way to starting them up:

· Activity Café – two experienced outdoor instructors are planning this facility within a coffee shop above the outdoor retailer Cotswold Campings discount store in Betws-y-Coed. They aim to offer specialist information and a commission based activity booking service including a freelance instructors’ diary handling service.
· Destination Snowdonia – it is intended that this will operate both from the web and from the Snowdon Lodge hostel in Tremadog. It will provide a destination management service handling transport, accommodation and activity booking.

3.3.7 Other 

There are a number of other operators that organize activity related bookings that are less relevant to this study, but which for completeness have been included. Brief details are provided below.  

Bus Tour add-ons

Many of the adventure tour bus companies catering to backpackers and the youth market operating in Wales, offer adventure add-ons with pick-ups in London, for example, Karibunic.co.uk, Bus Wales, Shaggy Sheep and Dragon Tours.

Group Travel Wholesalers

This is a well established industry with operators such as Travelsphere and Greatdays Travel Group putting together tours for sale to group organizers, with off-the-shelf arrangements for accommodation, tours, attractions etc. This study could not find any offer mentioning a specific activity in all of their literature.

Joint promotion companies

The Adrenaline Zone is a brand undertaken by a marketing company organising promotions for well known companies such as HSBC and Sainsburys e.g. offering two-for-one deals on activities and producing the marketing literature for these offers.

Companies running their own Activity Centres

The major player amongst those making activities the central plank of their operation is probably PGL. The Company takes its name from the initials of the man who started it all in the 1950s and who is now Chairman - Peter Gordon Lawrence. Some 150,000 people participate each year, and the fully ABTA (association of British travel agents) bonded company owns a wide variety of centres all over Britain and in France and operates in many markets. 

Of course, there are several other large companies such as Centre Parcs and Haven who offer on-site activities, but as part of a wider package.  It is considered that these are outside the scope of this study.
3.4 SWOT Analysis

The table overleaf is a SWOT (strengths, weaknesses, opportunities, threats) analysis, providing a balanced viewpoint of the various factors influencing the development of a cross-sector industry bookings structure. 

Table 2 - SWOT Analysis

	Strengths
	Weaknesses

	· Would operate in a growing market

· Activity businesses tend to be smaller, more flexible and more forward looking than the business sector as a whole

· Beginning to acquire a tradition/structure of co-operation

· Growing respect from outside bodies 

· Little direct competition for central booking facility

· Potential customers above-average disposal income/propensity to spend on experiences

· The Dabblers and Experienced Activity Taker markets are forecast according to ‘Time for Action’ to see the strongest growth in Wales

· Snowdonia has some of the finest and most varied natural resources for adventure sports of anywhere in the UK

· Increasing development and publicity of new facilities - mountain bike centres, national trails etc making Wales more thought of for an active holiday

· Good access to major population centres

·  Lack of a pan-Wales cycling/riding/adventure holiday operator/ground handling agent for incoming overseas and UK package 


	· Growing market means operators can get business without co-operating with new structures 

· More complex nature of bookings means that the proportion of adventure tourism businesses taking online bookings is considerably lower than that of accommodation operators

· Relative importance of freelancers’ use in the industry means less rigidity in course structure and need to fill empty places.

· Industry has very little tradition of dealing with middle men & commissions

· Fragmented structure of industry means plethora of different administrative systems

· The growth of the Samplers market could be constrained by the supply of activity operators that are able and willing to cater for this 

· The lifestyle nature of many businesses means that operators are often content with their lot and have little inclination to seek to grow their business

· Over dependence on English and Welsh markets

· Current system of licensing and accreditation burdensome in terms of both cost and time. 

· Many operators have a dilemma between increasing capacity (and therefore additional overheads) and taking on new business

· The dabbler market is the most seasonal of all the activity markets and operators are working to capacity in Summer and weekends and will not be so interested in more bookings

	Opportunities
	Threats

	· Growing markets

· A single physical location for handling activities’ bookings
· To market using personalities and PR/familiarization visits

· To make use of new technology -  text messaging etc.

· To exploit add-on e-commerce sales e.g. photographs, publications etc., on top of activity 

· A physical location could better help industry integrate with the local community

· Prepare packages to sell to groups and to UK/overseas individuals

· Guided walks can provide an enjoyable way for local communities to interpret their local heritage and wildlife for visitors
· The Special Occasion Buyers market has grown substantially in recent years 

· The chance to capitalise on the attraction for all things Celtic

· The chance to capitalise on  social life that surrounds active pursuits - ‘The craic’ 
	· Bad industry accident/scandal could undo a lot of good work

· Competition from elsewhere in the UK and Europe

· Potential conflicts - between different types of users, over access and pressure on some venues

· Growth in the Corporate Groups market will depend on the economic climate

· The Education and Youth Groups market may possibly decline as a result of reductions in  LEA budgets and litigation threats

· Lifecycle for some activities. Hangliding has, for example, reduced in popularity since the growth in paragliding.
· The CROW act could actually restrict access for commercial operators or lead to payment for access


4.0 
DEVELOPING A CROSS-SECTOR ACTIVITY BOOKINGS FACILITY – STRATEGY RECOMMENDATIONS 
4.1
Introduction

The following provides a summary of key objectives and cross-cutting themes that any bookings structure should meet. These objectives have largely been formed on the basis of the outcomes of the research detailed in previous sections of this report. 

4.2
Strategy recommendations



It is clear from interviews with activity operators that to obtain their backing for a cross-industry booking structure, and to maximise sales revenues from such a facility, new products have to be created offering joined-up packages that mix up and market the varying activities available in Wales, in a way that no one organisation is doing already. 

For instance, activity products could be mixed up in new ways which are unsustainable by any one operator at the moment. This could involve a trekking-type journey with a day by canoe, a day on horseback, and a day by mountain bike. Alternatively it might entail stepping outside the traditional dividing lines between adventurous activities, rural enjoyment and history and culture. This could involve marketing a holiday on the lines of ’Actively enjoy the Welsh Landscape and its people’ by combining the use of the land by scrambling rock faces, with walking the sheep treads with a local farmer, or interpreting archeological and natural sites etc. 

A cross-sector booking structure should maximize collaborative advantages by capitalizing on markets that would be too small for individual operators to target, and/or where a greater range of activities is needed to fulfill the needs of the market. Examples include activity operators working together to market overseas in a brochure, and exploiting passing trade. 

It should also take advantage of economies of scale in order to offer services to the activity operator that would be inefficient on a single operator basis such as taking payment from customers in other currencies, negotiating bulk rail deals, package holiday directive compliance and offering ABTA bonding. 

Clients must have a guarantee of quality and safety. Accreditation is very
important but the answer is not to add another formal inspection.
Accommodation and activity operators already deal with too many inspectors
and too much red tape. The personal
recommendation approach already adopted by accommodation guides building on
existing accreditation and qualitative schemes would appear to be the most appropriate route.

Existing activity accreditation schemes already adequately address safety
standards in terms of equipment, procedures and staff activity skills
training. These schemes only require better promotion to encourage industry
take-up. What is lacking is an overall assessment of good product i.e.,
customer care skills and systems that are consumer focused and aware of the
total client experience. Quality is not synonymous with expense or luxury
but all about meeting and surpassing client expectations at every price level.

Visitors are becoming increasingly aware of the concept of sustainability and therefore need to be reassured that any place they visit is actively working towards respecting these core values. In addition, modern day visitors want to experience and help sustain cultural roots.   

In the long-term any booking structure needs to be self-supporting and commercially sustainable in the market place. 


Pursuing a ‘sense of place’ agenda establishes a relationship with the consumer richer than just filling beds or kayaks. The unique character of North West Wales is a result of a combination of factors including the people and their way of making a living, climate, geography and cultural influences etc. Any booking structure and all the elements that would go with this, therefore need to reinforce the importance of a ‘sense of place’. 

A cross-industry booking facility must have the structure and resources to ensure a smooth and financially secure fulfilment operation, both as far as operators and consumers are concerned. Where possible it should utilise existing structures.

New tools and technology need to be factored in from the beginning in order to succeed in today’s climate. This may for instance, involve obtaining clients mobile numbers and using SMS technology to improve services to customers. 


Clearly for a central booking system to succeed in the long-term, it needs to consider the issue of usability very carefully and must get this right from the very beginning. 


A cross industry booking structure should encourage both direct and indirect tourist expenditure. Ease of bookings will promote sales, as will a facility that can tap into the ‘spontaneous’ market from passing trade. Of course, there is then the whole issue of the economy benefiting from additional expenditure as these ‘Adventure Tourists’ spend their money locally.

   
Different markets require different solutions and if this is not closely respected then the expected benefits of such a facility may not emerge.

5.0 
DEVELOPING A CROSS-SECTOR ACTIVITY BOOKINGS FACILITY – A PROPOSED STRUCTURE  
5.1 Introduction

Given the diversity of the types of customers within the Activity Tourism market, a one size fits all approach would not meet the needs of the industry. This section outlines the key features, characteristics, and responsibilities, of various structural elements that could fit together to form a cross-sector activity bookings facility. 

5.2
Catering for different customer needs and wants  

5.2.1
Discussion

The prior research detailed within has consistently emphasized the unique nature of different types of activity and activity related customers. For the purposes of this report, activity market segments mirror those described in ‘Time for Action’ (see Appendix 3). In addition, the recommendations regarding destination marketing that were made within the WTB document have been built upon.

‘Time for Action’ and the other WTB strategy documents (cycling, riding, walking etc.) all made the point that there is a great deal of difference as regards the requirements and makeup of the marketing message between those for whom a specific activity is just part of their holiday mix (described as Dabblers) and those for whom it was the main part of their holiday. This latter market segment (Samplers and Learners) can be divided again between those enthusiasts who tend to make their own independent arrangements and those who want a fully packaged operation for reasons such as; being new to the activity or time constraints, or because they are travelling alone.

To complicate the situation further there are clear reasons for treating groups differently in marketing and fulfillment terms in comparison to individuals, couples and families. Groups can be Dabblers, Enthusiasts, Samplers or Learners. Booking strategy (and therefore structure) will also depend on:

· Whether a course is open (such as to all those suitably qualified) or closed (for instance, for a specific group booking);

· Part of a package or stand alone;

· Advanced booking or those made on the day.  

‘Time for Action’ also made reference to other broad market segments such as the Gift and Corporate Market, as well as Youth Groups and Education. Put simply, different markets require different marketing and fulfillment systems

5.2.2
 Proposed structure 

This report recommends the formation of three new structures to cater for the aforementioned markets, as well as building upon an existing resource; in order to create four distinct but overlapping arms. 


A diagram illustrating this is also shown overleaf.
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The above structure would meet the specific needs and wants of the identified market segments as follows:

· Dabblers – The Adventure Shop;

· Samplers – adventure.visitwales.com;

· Learners - adventure.visitwales.com;

· Experienced – no need for special provision;

· Special Occasion buyers – intermediaries and local handling;

· Groups – The Cream of Wales’ Activities;

· Individuals wanting packages – The Cream of Wales’ Activities.

5.3
Responsibilities of the various structural elements

5.3.1
‘The Adventure Shop’

· Markets to passing trade;

· Books passing trade into (new) adventure.visitwales course database;

· Ensures operators keep course details on Visit Wales up-dated;

· Responsible for freelancers diaries;

· Checking operators are aware of and are fulfilling bookings;

· Handling paperwork for the bookings and liaison with clients and operators.

5.3.2 Visit Wales loop call centre

· Handles telephone enquiries and books on to course database. 

5.3.3 www.adventure.visitwales.com
· Responsible for technical maintenance of website course database.

5.3.4 ‘The Cream of Wales’ Activities DMS company

· Produces and markets packages for consumers;

· Produces and markets packages for the trade to sell-on;

· Produces and markets tailor-made packages for groups; 

· Markets member operators through consortium brochure and website.

5.3.5 Individual operators

· Input course details into database (after requests from the ‘Adventure Shop’);

· Provides pre-course information and invoice;

· Delivers courses, including specific information pertaining to these.

5.4
Proposed features and characteristics of the ‘Adventure Shop’ 

The following details the key features, characteristics and responsibilities of the proposed ‘Adventure Shop’:

5.4.1 Central location

The “Dabblers” are the ‘taster’ and ‘lets-have-an active-family-type day’ market and relies more on spur of the moment booking decisions and therefore needs a European style booking facility (Bureau de Guides) with a high street location and numerous providers in a pool to supply activities at the customers timescale.

5.4.2
Activity experienced staff

Staff experience must be sufficient and reflect a broad range of adventure activities in order to satisfy customer enquiries and expectations. 

5.4.3
Responsible for selling and co-ordinating bookings

Many operators find it difficult to cater for individuals, families, and small groups because of the economics of running courses for very small numbers. This joint operation could enable such courses to be cost effective. Booking onto existing courses would be via the database (see the section 5.5) but, because of timescale implications, the paperwork would need to be undertaken face to face (note details would still have to be inputted into the database).

5.4.4 Commission-based

The ‘Adventure shop’ would take a deposit very like the fee taken for ‘Book A Bed Ahead’ type schemes run by present TICs. A £2 booking fee (regardless of how many people are being booked at that hotel) and 10% deposit is paid by the visitor, and the hotel then deducts 10% from their bill when they settle up – in other words this is the commission paid by the accommodation. The £2 fee paid by the visitor is not recouped from the accommodation businesses.
The above has the added advantage that clients who have paid a deposit are more likely to turn up on the day even if weather conditions (or hangovers!) mean they are less keen than when they booked. The extra £2 booking fee (on top of the commission which would have also been taken had the prospective customer booked on-line) represents the income from the client, as opposed to the operator, and reflects the extra work/costs of a physical booking location and the last-minute nature of the transaction. Given that a half-day activity rate is comparable to average accommodation charges this would seem about the right level of fee.

Many operators do not take credit card payment and with a central facility such as this they would not miss out on such bookings. Sessions could also be booked by hotels, outdoor retailers etc., who could retain part of the deposit as an incentive for selling the activity but would co-ordinate through the ‘Adventure Shop’. One option is for hotels/accommodation providers to present ‘menus’ of activities for guests to select from.

5.4.5
Meeting point for regularly scheduled activities

Given that the basic requirement of this facility is a physical, central location, it not only makes booking easier for the client, but also could serve as a meeting point for activity providers to collect groups and undertake activities.

The ‘Adventure Shop’ shop could designate certain days each week for various activities such as Monday morning, kayaking, single pitch climbing for the afternoon, Tuesday - high-level walking etc. Would-be participants would not have to pre-register, but rather could turn up at a set-time and pay on a per head basis, for example for a guided walk. The National Mountain Centre at Plas-y-Brenin have for many years run taster sessions for canoeing, abseiling and ski-ing on this basis. These “drop in” sessions would take a couple of seasons for local accommodation providers etc., to become familiar with, and have confidence in the service, before they would feel comfortable recommending them to their guests. 

With several activities going on at the same time, this has the advantage that larger organisations like Centre Parcs (mentioned earlier) have successfully recognised in catering for the differing needs of families holidaying together, and pursuing different interests, or the same activities at different levels, as well as making booking easy.  Access to a crèche facility would also be a plus point.

The regular “just turn up and pay per head” type sessions require some commitment from providers without there being a definite return. These could be run in the same way guided walks in towns operate at present. A rota of local providers could supply places ‘on spec’, offering them to other providers if they become committed through their own direct bookings. When the number of clients reaches a minimum level, commission could be payable to the ‘Adventure Shop’.  Once a scheme gets going guides are likely to take a ‘win-some, lose-some’ type attitude, but there may be a need for a minimum “get-out-of-bed-fee” particularly as the scheme establishes itself. These sessions would only have the potential numbers of clients available at weekends and in the peak holiday months – which, of course, is when providers are busy already.

5.4.6
Sale of non-adventure activities

Activities to be booked should include those outside of the conventional Adventure Tourism remit, such as farm visits to watch sheep shearing or gathering (several local farms are gearing up to meet the health and safety and entertainment needs of visitors), guided nature trails, and bus trips to see a choir.  In the Alps for instance, it is common to book a visit to watch cheese being made traditionally on the high pastures. 

Local multi-day bus passes, and even guided coach trips could be booked here. There could also be joint activity – such as ride the mountain railway up Snowdon and book a guided walk down. Other income streams could include personal accident insurance sales, and revenue from items on sale which do not compete with those sold elsewhere. There is also the possibility of selling personalized achievement certificates, and opportunities for photographers to take and sell pictures to those that partake in activities.

5.4.7
Responsibility for updating course database on adventure.visitwales.com

Staff could develop relationships with operators and use this to maintain up-to-date course details on the system. This is what many TIC staff do (albeit informally) at present with accommodation vacancies, by ringing around to update their records. Further details of this is provided in the next section. 

5.4.8
Providing an activity specialized TIC type facility

A cross-industry activity booking shop would also be seen in the public eye as an information bureau. The maximum commission rates that the industry would bear (probably no more than 15%) would not stretch to cover this service, and therefore it would have to be funded with additional support from public budgets or tourist tax etc. It makes logical and economic sense to combine these facilities. 
5.4.9
Welsh branding 

The fitting of the outlet should have strong Welsh branding as well as the obvious activity/adventure spin. For example, part of the attraction of a visit to Austria is the profusion of flags, and ibex images, which makes the visitor feel they are somewhere different and special. The appearance of such a facility could follow a traditional retail outlet approach with exterior banners and an attractive shop front.

5.4.10
Price parity

The funding basis should be commission-based. However, it is very important that the consumer has transparent price parity. One activity operator gave an example of his experience in Chamonix, France: 

“...... if you want to book a parapente flight, no matter where you try to book – direct with the company or through your tour rep -  the price varies by no more that £2. It’s almost price fixing”

Another had worked in Juneau, Alaska, where the activity booking trade was tightly controlled, not just for standards, but to ensure existing businesses didn’t lose trade to newcomers undercutting (clearly, further research is required to see if such a system could work [and would be legal] here).

5.4.11
SUMMARY

The box below provides a summary of the key features, characteristics and responsibilities of the ‘Adventure Shop’:

There is a need to emphasize that a full study of the operational mechanics of the seemingly very successful Bureaux de Guides operation that exists in the Alps should be carried out, before proceeding with this suggestion. Given both time and financial constraints this was beyond the scope of this study. 

5.5
Proposed features and characteristics of a new course-specific database 

5.5.1 Background

5.5.1.1 Satisfying the needs of samplers and learners

Samplers and learners (detailed earlier) are not so spur of the moment as the dabblers with most having a fairly definite idea as to the activities they want to undertake before leaving home. Indeed, most probably want to have booking arrangements in place before they travel. This market would benefit greatly from a course-specific database.  

‘Time for Action’ concludes that there is little one can do to target the experienced market through destination marketing and this report largely agrees. Experienced users know what they want and where to get it.  To a certain extent the same applies to groups of experienced users such as activity clubs. However, many of these users will find the specific course database and central bookings facility useful both for research and booking. It is not recommended that resources are used up in specific marketing to this group, although a PR campaign to the news pages of special interest magazines, and various websites would generate awareness of the new search and booking facility. 

‘Time for Action’ also considers that the growing gift voucher market should also not be actively targeted and would be best served through intermediaries. However, there could be mileage in a generic North West Wales Activity voucher (‘Red Letter Days’ markets a Scotland Voucher). The North West Wales product could be sold and redeemed all over the area and co-ordinated through the central booking facility as well as on Visit Wales and established intermediary websites.  

5.5.1.2
Addressing the weaknesses of the present Visit Wales system  

It is proposed that the existing structure of adventure.visitwales.com (in terms of the way the client enters the database) and the “My Business” tool (the way activity providers input information) is utilized to produce a dynamic “course details” database.

There are some clear weaknesses of the web based www.visitwales.co.uk system which need pointing out in this study. At present, it serves two distinct functions, to inspire and to produce information. 

However, clearer signposting is needed to enable the consumer to follow their chosen routes. Most visitors to the site interested in activities do not find the search facility on adventure.visitwales.com, but instead become lost in the ‘Active Wales’ part of the site. The latter is very good for generic activity marketing, but leaves prospective customers that want to go down into the layers of a specific activity, struggling.

In the past two years, Wales’ activity destination marketing has moved on admirably with ‘Adventure Wales’ and its sister brochures, doing a marvelous job of inspiring Samplers and Learners etc., to come to the country for their activity. And indeed, once they have found their individual operator, the research shows a high level of satisfaction for their experience. 

There are several questions that consumers ask themselves before making a booking, which can be broken quite simply into:

· What Activity?

· What Area?

· What Operator?

· What Date?

· Which specific course?

These alter in order of importance depending on the priorities of the potential customer.  At present, in theory, a hierarchical search can be made of adventure.visitwales.com through these layers. In practice, however, just the first three of these detailed above can be researched. For the last two (which date and which specific course), the individual operator has to be contacted direct through their website or by telephone. 

The new proposed database tries to address this broken link, and get prospective customers to individual operators without losing them on the basis of disillusionment with the foot work of chasing through individual websites, or telephoning operators to narrow the selection to which ones operate at the week they are on holiday or which have easy access to the type of accommodation they want, etc.

The table overleaf highlights existing levels of provision by booking stage and according to customer need.

	Customer needs
	Source
	Exists

in one place?

	Inspiration


	Destination marketing,such as mailings, ads, print and Web, etc.


	(

	General research


	Web, brochures, articles, etc.


	(

	Decision


	Narrows to area/operator – Visit Wales, local authority brochures etc.


	(

	Specific research
	Needs concrete dates, prices, course requirements, etc.


	(

	Vacancy 
	Needs new database.


	(

	Provisional reservation


	New database or straight into operators if they have the system.


	(

	Booking- Deposit - Contract


	Unless operator has system will utilize new database. Forms would be operator-relevant but standardized.
	(

	Acknowledgement/final invoice/pre-course details
	From operator.


	(

	Final payment
	To operator.


	(

	Fulfillment
	By operator.


	(


5.5.2
Proposed features and characteristics of a new course-specific database

The following details the key features and characteristics of the course database:

5.5.2.1
Part of www.visitwales.co.uk

Given that Visit Wales is the major destination site for tourists, it is suggested that the course database should be added onto it.  It could initially be tested with Snowdonia’s activity operators, and then, if successful, could possibly be rolled out on a pan-Wales basis. 

An alternative might be to use Snowdonia-Active’s Adventure directory which already has activity operators detailed according to proximity to a specific town. Of course, this site also has the mini-website facility for activity operator inputs, in a similar fashion to the way that there is a ‘My Business’ entry point on Visit Wales. 

5.5.2.2
Provides up-to-date specific course information and vacancies

Once prospective customers have decided on their activity, they should be able to search via the Web for the date they require a course and find out exactly what courses are running and the places that are available (similarly, personal enquiries should be possible via the ‘Adventure shop’ and in the case of telephone enquiries, through the operator).

With the dramatic recent decline in demand for post-delivered written details, this sector of the market can be serviced quite simply, by print outs from the new course-specific website, after selection to the client’s requirements.

5.5.2.3
Input by activity operator/‘Adventure shop’ via “My Business” type portal

Inevitably, databases are only as good as the information that is inputted into them. Tight control of administration and systems is essential. At the moment, it is probable that, with the present level of ICT expertise and lack of commitment to Visit Wales that most operators have, this would not be achievable. 

However, with pump priming support this could be overcome by the specialist activity booking agency (the ‘Adventure Shop’) acting as a middle man to input up-to-date course details on the system. As mentioned earlier this is what many TIC staff do informally at present with accommodation vacancies, by ringing around to update their records.

Once the system (Visit Wales) is seen to be achieving bookings for some key players in the industry, it is likely that activity providers will begin to give the facility their support. Staff at the ‘Adventure Shop’ must be pro-active in ensuring that there is up-to-date course information and vacancies on the database. Of course, they can use their personal relationships with activity providers as a leverage device to ensure that this is the case. 

5.5.2.4
Opportunity to make enquires and bookings in person, by phone, or via the web

Prospective customers that are web aware could be serviced via visitwales.com.  The proposed course database would enable a user friendly search for a specific activity, and would subsequently provide a detailed level of precise course information. 

Telephone enquiries and bookings could also be handled by Visit Wales with operators obtaining information from the database. However, it is strongly advised that at least some of the telephone operators should have more specific activity product knowledge and should work very closely with the ‘Adventure Shop’ facility, perhaps even being based there. 

The chart below shows how all enquiries, regardless of source, could be processed through the database:
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5.5.2.5
Personal contact to be retained in the system

Whilst technology is necessary to make the clients choice of ultimate course easier, it should not be forgotten that the activity business is a personal one. Most clients, whilst appreciating the technology to narrow their search, will want the reassurance of one-to-one contact at the time of booking. Likewise, almost every activity operator appreciates the opportunity to have a personal discussion with the client to assess suitability to the course. 

This report stresses that not only should telephone numbers/e-mail addresses of activity providers be made clearly available, but also that a named contact (possibly even with a photograph) should be detailed.

5.5.2.6
Commission paid by activity operators on new bookings

Operators will be willing to pay commission on firm bookings, especially if they believe it is from a source that they would not otherwise have reached. Commission could be collected by customers paying the deposit to the ‘Adventure Shop’.

They can, of course, still take their own bookings direct, but would have to update the database to show a place has been filled. 

5.5.2.7
Bookings made to the bonded ‘Adventure Shop’ 

All the stages to provisional reservation would be possible via this new database direct by the client or, by telephone/letter to the Adventure Shop/telephone centre.  Samplers, Learners and experienced markets will usually book in advance by letter, on-line or by telephone. Dabblers will usually book last minute by telephone, or in person.

Once a provisional reservation is made and inputted into the database, the client needs to fill in a booking form. The precise details of this will require liaison with the various activity providers but they usually require:

· Contact details;

· Medical/diet conditions;

· Previous experience,  fitness;

· A signature (or digital equivalent) that conditions of booking are agreed;

· A deposit of, say, 10-15% paid by card, transfer or cheque.

This could be made out to the ‘Adventure Shop’ and retained as commission. The shop would then make the booking with the activity provider who sends out the invoice for the balance, and with all the usual pre-course paperwork.

The holding of deposits by the ‘Adventure Shop’ (who would be bonded/insured as per Package Holiday Directive requirements) takes the onus from the operator and ensures an income stream for the shop.

Some existing operators have their own on-line booking systems already set up, and if the new database was deep-linked into their system, perhaps they should pay a lower rate of commission to compensate for the reduction in administrative work and to encourage other operators to invest in such systems.

5.5.2.8 SUMMARY

The box below provides a summary of the key features and characteristics of the proposal for a new course-specific database:

There are clear and resounding benefits for the activity operator if the above structure is adopted. At a macro level, providers will enjoy increased bookings. Historically, the industry has commonly had to cancel bookings because course numbers have not reached a viable minimum, yet this structure should make this much less likely.  

Additionally, at present most activity operators have no incentive to pass on bookings that they cannot handle, onto other centres.  A greater “commission culture” and a central body for processing such referrals (and the resultant commission) could alter this tendency which often results in bookings being lost to areas outside Wales. 

Furthermore, many operators cannot handle credit card bookings and fall foul of the Package Holiday Directive since they are not bonded.  Greater joint working and a central administrative office could lead to the negotiation of special rail fares etc., such as those that have recently been arranged from London to South Wales by operators there.

5.6
Proposed features and characteristics of the ‘Cream of Wales’ Activities

5.6.1
Background

‘Time for Action’ identified that:

“The corporate groups market is a key market that activity operators are looking for help in reaching, because of its high spending and off-peak visiting nature. Meeting the needs of this market segment can require specialist team development training skills that not all activity operators currently have. It may also require a higher standard of accommodation than many operators can provide at present. It also suggests a need to be very careful in the selection of activity operators for inclusion in marketing campaigns aimed at the Corporate Groups market”

This report agrees with the above comment, and recommends that a third different structure needs to be added to the ‘Adventure Shop’/Visit Wales partnership in order to cater for the very particular needs and wants of this market. 

This would involve the creation of a “Cream of Wales’ Activities
” consortium with a four-fold purpose - to serve as:

· A marketing group;

· An activity group wholesaler;

· A Destination Management Company;

· A Consumer-based package holiday company.
5.6.2
A marketing consortium

In many ways a structure working with a less inclusive group of activity providers can prove a stronger vehicle over the long-term. As such, it is suggested that a marketing group for a selected number of invited to join, fee-paying specialist activity operators be created - “The Cream of Welsh Activities”.

The consortium would look for the best 3 or 4 companies in a range of, say 10 activities. Each company would pay £300 as a joining fee (suggested half-price reduction for first two years’ membership) and this would contribute around £12,000 in membership fees. Half of this would be spent on production costs for the consortium website and brochure, and the rest on further marketing, such as PR visits, foreign language flyers etc.  Obviously set up fees for these would be substantially more than the aforementioned annual costs.

A parallel can possibly be drawn here with the evolution of the more mature accommodation market, where guidebooks such as “Great Little Places” are based on personal recommendation and include the more exclusive accommodation providers.  

The following provides details of the proposed consortium:


5.6.2.1
An exclusive club

The concept that the structure be limited to a core number of operators in each activity field is politically sensitive and will cause debate. This is particularly the case given that there could be an element of sharing of overheads with other parts of the structure outlined previously.

This exclusive club recommendation is based upon operator statements, even if some would not agree with this interpretation! Activity providers were all very certain that every outside agency they used (even when advertised as all-inclusive) operated with a system of favourites, either for quality or commercial reasons. To restrict the numbers up-front therefore, not only makes for honesty and ease of working practices, but also has a sound marketing basis. There will still be an all-industry central booking facility (i.e. visitwales.com), with the course database that has been recommended.
5.6.2.2
Fronted by personal recommendation

For good marketing reasons this should be personality-fronted.  As one operator put it:

”The outdoor trade is a personal business, it is about personal development, personal challenge etc., thus to sell it, requires a personal sell” 

The need to involve personalities is illustrated in the success of the up-front personality article used in the WTB ‘View of Wales’ magazine and the magazine for ‘Activity Wales’.

5.6.2.3
PR and familiarization driven 

It is envisaged that a high proportion of the marketing for such a consortium would exploit PR. Indeed, journalists love to have a personal-interest story on which to hang their articles. The activity market has many interesting personalities that could be used - Eric Jones and his parachuting and ballooning over Everest, Nigel Dennis (Anglesey Sea Canoe Centre) and his kayaking around Cape Horn. Bog Snorkeling, Man versus Horse  etc., – the possibilities are endless. 

Activity users like to feel they are in the same category as high achievers and many a first-time climber has been inspired to part with money on the dream of summiting Everest!

5.6.2.4
Joint Marketing
After the initial pump priming injection (at least three years support suggested) the consortium would be membership-income funded. For their subscription, they would benefit from a full marketing package – inclusion in a website, production of different language flyers, a glossy brochure, and PR and familiarisation budgets. 

Indeed, there could be secondary members or sister consortiums such as accommodation operators, insurance companies, and travel partners. Administration and staffing could be shared with the rest of the operation.

5.6.3 An activity group wholesaler

There is a need for a package tour operator with excellent specialist activity experience, as well as knowledge of other aspects such as cultural attributes of the region. The consortium’s office would act as an activity wholesaler for all activities by putting together off-the-shelf packages of activities, and by marketing to British and overseas travel operators.

Just as existing wholesalers put forward a package in a brochure to include, for instance, a trip to Holland, offering a choice of hotels, a canal boat trip, plus tour of the bulb fields for a certain price for resale to coach companies etc., a specialist activity wholesaler could offer its own package to overseas and British group operators. For example, a brochure, including a selection of any two hotels, plus any two half days, and one whole day chosen from; pony trekking, mountain biking, kayaking etc. This could also include various add-ons such as a sheepdog demonstration, a guided castle visit or a visit to a male voice choir.

There are various possibilities in terms of marketing to groups, such as targeting UK Coach companies (although the majority cater for the older demographic segments, there are various niche markets within the coaching industry, like sports and social clubs that could have potential), Commercial Tour Operators and Group Travel Organisers (including large companies, and colleges etc.). 

5.6.4 A Destination Management Company 

A Destination Management Company is a professional services company possessing extensive local knowledge, expertise and resources, and which specializes in the design and implementation of events, activities, tours, transportation, and program logistics.

The third arm of the ‘Cream of Wales’ Activities’ would occupy a niche presently unfilled in North West Wales. It would provide a professional event/conference organization with an adventure activity specialization; and would pursue a ‘sense of place’ agenda to design creative and memorable group programs for clients.

Such a company would have the specialist expertise to tailor the activity (degree of thrill, skill, fitness etc.) to the event attendees. It would market with a Welsh spin, using venues such as castles, providing local food, and even transport by steam railway to add to the ‘sense of place’. It would also have the knowledge, skills and contacts to provide for most of the following - Themed Events, Ground Transportation Services, Cruise excursions, Comprehensive Meeting Planning Services, Team Building and Sports Activities, Custom Designed Group Tours, Corporate Special Events, Imaginative Corporate Incentive Programs, Information Desks at venues, Meet and Greet Services, Spouse & partner Programs, Interpreters and foreign language guide services, and Film & Video locations.

The market for corporate events and team building is an established one and is well served by businesses in England and to a lesser degree North Wales. Travel time is often an issue for corporate groups and therefore it would make most sense to focus any campaign at businesses in the Midlands and the north-west of England, which are well served by roads leading into Snowdonia, and which are within approximately a two hour drive. Of course, there is the question of the realistic number of hotels located in and around the National Park that could act as suitable venues. 

There are other issues to ponder over. How can this market be reached, particularly given that businesses often have a preferred providers list that have been vetted by their human resources department. Of course, there are a number of specialist HR magazines which one could advertise in, but getting to know a company and using contacts is normally the best route to success. On a more positive note though, once a successful event has been delivered, opportunities can rapidly emerge, so loss leaders or open events targeting HR functions could pay dividends.

5.6.5 A consumer based package holiday operator 

The Consortium would serve the role of a tour operator by putting together packages for individuals and mixing the activities that members provide with differing accommodation options. Given that most buyers of package holidays require collection from the station or airport; this is also something that should be considered. It may be the case that the optimum length for this sort of package holiday would be around four days, rather than a week which would be too long, and a weekend which would be too short. 

Packages should be sold, not just in terms of the facilities that a particular accommodation provides or on the basis of details of the activity, but also on the character of the area and people. The latter should comprise of programmes offering the chance to visit historical sites, local market and festivals, as well as everyday community events.

There are other packages that could be sold, for instance, a trek using several means of transport e.g. hiking, mountain biking, pony trekking, kayaking (sea and/or lake), as well as a steam railway journey across the National Park. Packages could also be offered on a seasonal basis (e.g. Christmas) or by market sub-group types such as stag and hen groups, gap year students etc. Any marketing activity should seek to create an ongoing relationship with customers to encourage loyalty, sense of ‘belonging’, and ultimately to provide repeat business. 

6.0 
SUMMARY 
This report has demonstrated that a cross-sector activity bookings structure could serve as an excellent tool to help facilitate the growth of Adventure Tourism in North West Wales - an industry which is already contributing some £140m per annum to the local economy. 

However, for it to succeed requires the support of the sector as a whole. A sector characterized by a diverse range of small, specialist companies operating in niche market segments. To co-ordinate and gain the co-operation of these businesses could prove a challenge, but not an unrealistic one, particularly given that there is an increasing realization within the local industry of the need for businesses to work hand-in-hand rather than against each other, in order to compete successfully with other activity destinations over the long-term.   

By outlining a proposed structure for such a facility, this document has provided a foundation which could potentially be built upon. However, there are inevitable funding issues to consider, particularly given the long lead in time that would be required. 

APPENDICES

Appendix 1 – Definition of Adventure Tourism (as detailed in “‘Time for Action’, A Strategy for Adventure Tourism in Wales 2003-2010”)

· Climbing (mountaineering, rock climbing, abseiling, bouldering,

sea level traversing, coasteering);

· Non-motorised watersports (sailing, windsurfing, kitesurfing,canoeing, kayaking, white water rafting, surfing, diving);

· Motorised watersports ( personal watercraft use, water-skiing, ribbing, wakeboarding);

· Motorised land sports ( 4x4 driving, trail biking, quad biking);

· Airsports –(hangliding, paragliding, microlighting, gliding);

· Cycling (Touring, Mountain biking trail riding, downhill riding);

· Riding (Trekking, trail riding, learning);

· Hill walking/ trekking;

· Other i.e. orienteering, land yachting, parakarting, bungee jumping, paintballing, archery.

Appendix 2 - List of consulted documents and interviews undertaken 

Background 

· Fact sheets: Strategy Dept. of Wales Tourist Board

· Volume and Value of Tourism to Wales

· Visit Britain Fact sheets - especially Market Profiles for individual countries

· Adventure Tourism Sector in North West Wales: The Value of the Sector.        Newidiem, February 2004

· IPS (International passenger survey) December 2003 results

· “Climbing Higher” – Welsh Assembly integrated policy document

Strategies prepared for the WTB

· ‘Best Foot Forward’

· ‘Time for Action’ 

· ‘Moving up a Gear’

· ‘Saddling up for Success’

· A proposed strategy for golf tourism in Wales 

· ‘Angling for Growth’ - a fishing tourism strategy for Wales
· ‘Achieving our Potential’ – A Tourism Strategy for Wales (WTB – 2000)

· WTB Corporate and Operational Plans 2003-2006 and Policy Framework

Other North Wales Tourism Strategies

· Gwynedd Tourism Strategy 2003-04 (Consultation Draft)

· Gwynedd Development Strategy

· Gwynedd Cycling Strategy

· TPNW Business Plan

· Visitbritain business plan 2004

· Tourism Strategy for Denbighshire 2003-05

· Activity Product Marketing - 2004 – Working Together

Other Tourism Strategies

· Scottish National Tourism Strategy 

· Working for the Countryside: A Strategy for rural tourism in England 2001-2005  
· New Zealand Tourism Strategy 2010
· ACT Backpacker Tourism Strategy

· The Countryside Agency 

· World Tourism Organization -National Planning Conference 1998 “What to consider in Tourism Plan Making”- Michael Kelly

· Network Evolution for Sustainable Tourism – Nordic Council of Ministers

Other documents
EC Package Holiday Directive

Interviews Undertaken 

· Judy Brough , Llandudno– Group Travel Planner

· Royal Oak, Betws y Coed – Ruth Evans Assistant Manager

· Wild Pheasant Hotel, Llangollen, Patricia Langham – owner

· Surf Lines, Llanberis - Nick Cunliffe Partner

· Pro-Adventure - Llangollen, Peter Carrol Owner

· Snowdonia Lodge/Destination Snowdonia -Carl Bordum Partner

· Lake Vrynwy Hotel- Anthony Rosser manager  

· Bethania Adventures, Vrynwy - John Proctor owner 

· Euro Wales, Montgomery  - Emyr Griffiths 

· Marine Group, Bangor - Stuart Gibson

· Snowdon Gliders, Mynydd Llandegai - Brad Nicholas owner

· Snowdonia Mountain Centre - Gerry Lynch owner

· Café Active, Betws y Coed – Trys Morris  and Simon Burke

· High Trek Snowdonia, Deiniolen – Ian Whitehead, partner

· Access to interview reports by Arran Cartwright on TIC project.

Appendix 3 – ‘TIME FOR ACTION’ chart of Market Segments

	Market Segment
	Key Characteristics
	Relative Size
	Importance to Activity Operators
	Receptiveness to Destination Marketing

	Samplers
	· People undertaking an adventure activity, or range of adventure activities for the first time, either on a multi-activity holiday or taster course, or just trying an activity while on holiday. In the latter case participation in activities will be very much on an incidental basis, and will not be a factor in destination choice.

· Will invariably use an activity operator

· Mainly individuals, couples, small adult groups, or families

· Low propensity to repeat visit: may only ever undertake an activity once


	· A relatively small market segment

· Some potential for growth
	· Not a priority market segment for most activity operators because it comprises mainly individuals, couples, and very small groups, which many operators have difficulty in catering for on an economically viable basis

· A market segment that some activity operators will have no interest in for this reason
	· A segment that can potentially be reached through destination marketing, with the promotion of multi activity holidays and taster courses

	Learners
	· People wanting to learn an adventure sport with a view to future independent participation

· Includes both beginners and intermediates

· Will use an accredited school, activity centre, or instructor

· Will book direct with operators, or go through governing bodies (using one of their accredited schools or instructors)

· Mainly individuals or small groups


	· Not an especially large segment, but an important one because of its transitional nature – this segment is likely to generate repeat visits as people progress to further training and independent participation


	· A key market for many activity operators – the provision of instruction and training is a core role for the majority of activity operators.

· Some operators may have difficulty in catering for this market segment because of the predominance of individuals and small groups, making the economics of running courses difficult at times
	· A market that can potentially be reached through destination marketing, although to a more limited extent that the Samplers market – governing bodies will play a stronger role in directing people to suitable schools and instructors

	Market Segment
	Key Characteristics
	Relative Size
	Importance to Activity Operators
	Receptiveness to Destination Marketing

	Experienced Activity Takers
	· Experienced adventure sports participants undertaking their chosen sport/s on a regular basis

· The segment can be further split into Enthusiasts and Hard Core Participants (undertaking activities on a very regular basis)

· The segment can also be split between single activity participants and multi activity (or serial) participants

· Highly skilled, well equipped, and knowledgeable about where to undertake their chosen sport/s

· Participate largely on an independent basis (i.e. not using an activity operator or local club) – may use local clubs or operators for use of facilities and equipment hire, depending on the activity e.g. divers will need to charter a dive boat, paragliders may need to take off from a club site

· High propensity to repeat visit


	· A sizeable market segment with growth potential
	· The segment is unlikely to use activity operators, other than for the hire of specific equipment for some activities e.g. diving 
	· A segment that is unlikely to respond to destination marketing as it is already very knowledgeable about where to go to undertake adventure activities

· Could potentially be influenced through coverage in specialist magazines, and by adventure sports events


	Market Segment
	Key Characteristics
	Relative Size
	Importance to Activity Operators
	Receptiveness to Destination Marketing

	Dabblers
	· People who have learned an adventure activity or range of activities, but who participate on only an occasional basis

· Opportunities to take part in adventure sports may be a factor in holiday destination choice

· Biased towards younger age groups and participation as couples or small groups of adults

· The family market is also significant

· Most likely to participate on an independent basis

· May use a local club or activity operator for equipment hire or the use of facilities

· May use an activity operator for refresher training


	· The largest market segment 
	· Not generally of great importance to activity operators because of the largely independent nature of participation in activities
	· A market that can potentially be reached through destination marketing by featuring adventure activities in destination marketing activity, and through the provision and promotion of good quality pre-visit information on adventure activities

	Corporate Groups
	· Companies and organisations using adventure activities as a focus for team building and development, management training, or incentive or reward days and weekends

· Will generally use an activity operator or freelance instructor

· Moderate degree of repeat business
	· Small market, but high spending, and more likely to visit midweek and out of season

· A market thought to have good growth potential
	· A growing market for many activity operators, and one that they are keen to attract because of its high value and off peak potential
	· A market segment that can potentially be reached by destinations through targeted marketing activity

	Market Segment
	Key Characteristics
	Relative Size
	Importance to Activity Operators
	Receptiveness to Destination Marketing

	Education and Youth Groups
	· Covers a wide range of age groups from primary age children to university students

· Includes school, college and university groups, scout and guide groups, disabled groups, and other youth groups

· Will primarily use LEA outdoor education centres or commercially operated activity centres, usually on a residential basis

· Most groups book direct with centres, often using the same centre year in year out

· Some groups visit on an independent basis

· High propensity to repeat visit – with group organisers repeating visits, although not necessarily individual group members

· Primarily visiting during the summer
	· Appears to be quite a significant market segment for Wales, with the number of LEA outdoor education centres
	· The core market for LEA outdoor education centres, and an important market for many commercial activity centres
	· A market segment that is unlikely to be reached through destination marketing because of the levels of established visiting patterns

· A market segment that outdoor education centres and commercial activity operators are capable of targeting themselves


	Market Segment
	Key Characteristics
	Relative Size
	Importance to Activity Operators
	Receptiveness to Destination Marketing

	Special Occasion Buyers
	· People undertaking adventure activities for special occasions and celebrations e.g. stag and hen weekends, landmark birthdays or anniversaries

· Mainly weekend business, with a summer bias

· Will use an activity operator, possibly buying a package through an intermediary such as Red Letter Days or Activity Superstore

· Low propensity to repeat visit


	· A small but growing market segment
	· Largely a minor market for activity operators

· Not all operators are interested in this market segment
	· Not a high priority for destination marketing

· A market segment that is best left to commercial intermediaries to address

	Activity Clubs
	· Activity specific clubs (e.g. a canoe club or caving club) organising trips away for their members

· Trips are organised primarily on an independent basis

· Some clubs may use local clubs for the use of their facilities, and may hire equipment from local activity operators

· Generally experienced and knowledgeable about where to go to undertake activities

· High propensity for repeat visits


	· Thought to be a reasonably significant market – clubs provide a key means for many individuals to engage in adventure sports
	· Can be an important secondary market for many activity operators
	· Not a high priority for destination marketing

· A market that activity operators can target themselves

· Might be influenced by coverage in specialist magazines and by adventure sports events
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Exploiting product mixes that can’t be provided by single operators





Maximizing collaborative advantages





Addressing qualitative issues





Ensuring sustainability both in environmental and commercial terms





Ensuring a “Sense of Place”





Ensuring efficiency





Making use of new technology
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 A high street location which is not yet in existence with a working title of ’The   Adventure Shop’ and which could be combined with a specialized activity Tourist Information Centre (TIC) and/or telephone team; 





 A course details database which could be added on to � HYPERLINK "http://www.adventure.visitwales.co.uk" ��www.adventure.visitwales.co.uk�;





 A telesales team with specialized activity knowledge could be added on to the Visit Wales loop team or be based at the ‘Adventure Shop’;





 A Specialist Destination Management Company/Tour Operator/Wholesaler/Marketing Consortium with a working title ‘The Cream of Welsh Adventure’.








ACTIVITY BOOKINGS STRUCTURE





Adventure Visit Wales


- Remains the main website for activity operators


- Added course specific details





‘The Adventure Shop’


- A direct booking agency


- A meeting place


- Course details/ freelance diaries (update responsibility)


- A specialized information service





‘The Cream of Welsh Adventure’ 


- A marketing group


- An activity group wholesaler


- A Destination Management co. 


- A consumer – based package holiday company





Central location;


Activity experienced staff;


Responsible for selling and co-ordinating bookings;


Commission based;


Meeting point for regular scheduled activities;


Sale of non-adventure activities;


Responsibility for updating course database on adventure.visitwales.com;


Providing an activity specialized TIC facility;


Welsh branding;


Price parity.
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On-line








In person








BOOKING ENQUIRY





Part of www.visitwales.co.uk;


Provides up-to-date specific course information and vacancies;


Input by activity operator/‘Adventure Shop’ via “My Business” type portal;


Opportunity to make enquiries and bookings in person, by phone, or via the web;


Personal contact to be retained in the system;


Commission paid by activity operators on new bookings;


Bookings made to the bonded ‘Adventure Shop’.





Key characteristics of the Adventure Tourism and activity provider market





Activity provider opinions on key industry issues





Convergence of opinion between activity providers and key tourism strategy themes





Industry attitudes to developing a group booking facility











Recommendations








�North Wales, North-west Wales or Snowdonia see title page?


�Where did this quote come from?


�Not 100% sure what this means – need to reword so it is clearer?


�May need to explain the context of this. 


�Does it sub-contract to activity operators or supply off its own back?


�Have noted that this is called different things at different points in the document. Need to check for consistency.
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