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1.0 Introduction

This report seeks to provide an overview of marketing activity undertaken over the two years of the ‘Enhancing
the Tourism Offer’ project in Llanidloes, Mid Wales, and make recommendations for potential future
development.

L.L.AN.IL Ltd, the community regeneration group that undertook the marketing activity, gives its thanks to the
Welsh European Funding Office, Welsh Assembly Government, Powys County Council, Tourism Partnership
Mid Wales, and the businesses and organisations in and around Llanidloes who have supported this project.

1.1 Executive Summary

The ‘Enhancing the Tourism Product Offer’ project ran from May 2006 — May 2008. In that time a budget of
£215,000 was spent by L.L.A.N.I. Ltd on promoting Llanidloes and the wider area via a range of marketing
activity both online and offline. This work has primarily focused on raising awareness about the town as a
tourist destination and subsequently on enhancing the relationship with those requesting initial information,
thus stimulating further interest and the potential for future visits.

The project originated as part of the Regeneration Plan (2004), that was drawn up in the wake of the closure of
KTH and the loss of 250 well paid jobs in the area. The need to boost the value of tourism in the town was, and
remains, an essential part of aiding the local economy to recover from this blow. This goal can only be
achieved by developing a strong joint approach to managing tourism marketing in the area.

The evaluation of this project has found that;

e All of the targets from the Welsh European Funding Office, that had to be met in order to continue
drawing down the funding, have been met and in some cases exceeded;

e 129 Small to Medium Enterprises (SME’s) in Llanidloes and the surrounding area have benefited from
taking part in the joint marketing initiatives that have run as part of the project (against a target of 75);

e The majority of beneficiaries i.e. SME’s who responded to our survey question on visitor enquiries
stated that they had received more during the project period. Similarly the number of SME’s who stated
that they had had more visitors, was greater than those who had received fewer or who had noticed no
change.

e The first full colour promotional brochure for the area has been produced with a 50,000 print run; 5,556
brochures have been directly requested and dispatched by L.L.A.N.I. Ltd as part of direct response
campaigns with the Consumer Information Centre, in addition to distribution to Tourist Information
Centres and Visitor Attractions;

e The questionnaire that was sent out with each brochure achieved a response rate of 13.8%; this is 5%
above the national average for such questionnaires; 98.3% of respondents rated the brochure as good or
excellent and 84.9% of respondents to the brochure questionnaire said it kad interested them in visiting
the area;

e A range of additional print material has been produced including, but not limited to; a Town Map and
Guide; fliers for the newly established Sabrina Walk in the town (to promote to the walking market),
and leaflets for the Green Fair (to promote energy efficiency and sustainable tourism development);

e The website has been significantly re-developed as part of the project. Overall, between February 2006
and April 2008, the number of unique visitors to the site has increased by 27.4%. Additionally, an e-
marketing campaign has been undertaken which resulted in above average open and response rates to
our e-mail promoting the walking section of llanidloes.com,;

e Advertising campaigns have been run in various publications such as Mid Wales & Borders Living and
Country and Border Life, and a sustained campaign in the run up to the summer holidays (2007) in
newspapers in the West Midlands generated over 200 requests for Llanidloes brochures.

Ultimately, feedback suggests that visitors are using both our online and offline resources to research their
holidays, although it is difficult to attribute value to just one mechanism e.g. the brochure or the website, as
visitors generally tend to have multiple interactions online and offline before they convert, i.e. make a booking.
The potential economic benefit of the brochure alone has been estimated at an average figure of over £1.7
million (based on latest STEAM figures for the region). However, all of the examples given should be viewed
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in the full context of this report, taking into account the impact of a number of variables on the estimations
presented.

What is clear is that the opportunity is now greater than ever to capitalise on the success of this project and
build upon the range of joint marketing initiatives undertaken. As funding restrictions become tighter the need
is also greater than ever to encourage working in partnership with regional organisations such as Tourism
Partnership Mid Wales and Mid Wales Tourism, and for improved local tourism management by organisations
within the town.

1.2 Background

The need to promote Llanidloes and the surrounding area to visitors and boost the value of tourism to the local
economy was firmly established as part of the Llanidloes Regeneration Plan in 2004.

The closure of KTH in 2003 with the loss of 250 well paid jobs in Llanidloes marked a turning point in the
local economy. As soon as the factory’s closure appeared inevitable, Powys County Council and the Welsh
Development Agency secured the support of the Welsh Assembly Government for the urgent preparation of a
Llanidloes Regeneration Plan, in collaboration with the community and other key partners. These partners
included: ELWa, the Idloes Project, Job Centre Plus, Llanidloes Chamber of Commerce, Llanidloes & District
Community Forum, Llanidloes Town Council, L.L.A.N.I. Ltd, elected members of the National Assembly for
Wales, Members of Parliament, Powys County Council, Wales Tourist Board, Welsh Assembly Government
and the Welsh Development Agency.

The Regeneration Plan that was developed consisted of five action programmes, of which ‘Expanding the Local
Tourism Offer’ was the third. Community regeneration group L.L.A.N.I. Ltd was charged with developing a
number of measures within this programme. Applying for and securing a total budget of £215,000 for the
‘Enhancing the Tourism Offer’ Project was a significant achievement for the company.

1.3 Funding and Campaign Aims and Objectives

Funding

The ‘Enhancing the Tourism Product Offer’ Project began in May 2006. This followed extensive work by
L.L.AN.IL. Ltd to secure an initial promise of grant funding from the Welsh European Funding Office (WEFO)
of £94,500, on condition of match funding this amount from other partners. Commitment from these partners
was successfully sought. They were Powys County Council (£8,000), Tourism Partnership Mid Wales (£6,000)
and Welsh Assembly Government Pathways to Prosperity (£80,500).

In addition, the funding organisations sought a commitment from L.L.A.N.I. Ltd to raise £26,000 over the two
year period of the project. Claire Jones was employed as Marketing Officer for L.L.A.N.I. Ltd to manage this
funding budget and secure the £26,000 needed to ensure the full amount of funding available from the partners
could be drawn down.

In addition to this funding objective the project also had to satisfy four key outputs as it progressed. These were
as follows:

Table 1: Funding Outputs

QOutputs Progress

The creation of one new job Completed (Marketing Officer)

The direct safeguarding of 15 jobs in the Completed. Statements obtained from
sector beneficiaries of the project.

4 Business networking and/or marketing Completed and exceeded, e.g. DVD,
initiatives supported brochure, Tourism Working Group,

Llanidloes Retail Group, advertorials,
bedroom browsers, etc.

75 SME’s supported Completed and exceeded: 129 SME’s
supported. (Target of 75 met in 3 months).




In practice, the need to support 75 small to medium sized enterprises and raise £26,000 from ‘other sources’,
meant that businesses were offered opportunities to be included in joint marketing initiatives at a subsidised
rate. L.L.A.N.L. Ltd paid for their advertising and subsequently invoiced them at a reduced rate. This supported
the SME’s and generated an income to the project for L.L.A.N.I. Ltd. A summary of the match funding
required by WEFO and the actual monetary support received from ‘other sources’ is shown below.

Table 2: Match funding required and support received

Time Period Target figure Actual figure banked
May - Dec 2006 £11,600 £12,086.49

Jan - Dec 2007 £11,000 £19,183.35

Jan - April 2008 £3,400 £4,796.04

Total: £26,000 £36,065.88

The match funding target of £26,000 was met in July 2007, 9 months ahead of schedule.

A record of beneficiaries was kept for the duration of the project and all supported businesses were given a
summary at the end of the project period to show how much they had "benefited’ from getting involved with
one or more of the joint marketing campaigns. Their invoices all showed the original price and their reduced
rate, so that they could see how much they were saving as the project progressed.

Before the project began, a breakdown of how the funds were to be spent (under the following headings of
marketing and consultancy) had to be given to WEFO to satisfy their requirements. 10% could be vied from
one heading to another as the project progressed, and this has occurred, but largely what is set out below for
marketing and consultancy are the figures adhered to.

Table 3: Budget presented to WEFO

Marketing
Activity Description Amount inc. VAT
Video/CD Rom production 45 minute information video / CD-rom on the area £45,000.00
Local area guide 50,000 x 40 page area brochure (inc layout - copy) £20,000.00
Advertising Regional and National magazines and press £20,000.00
Area Leaflet General A3 guide to area (3 x 50,000 copies) £7,500.00
Activity Specific leaflets 15 x A3 leaflets x 5000 copies @ approx. £600 £9,000.00
Leaflet Distribution Distribution, Wales and Border regions (5p a time) £11,250.00
Bedroom Browsers 8,500 leaflets for distribution to accommodation £2,500.00
Mid Wales Tourism providers x 2 insertions in A3 booklet
Photographs copyright costs for photographic images £1,250.00
Editorial Expenses Hospitality, travel expenses, incurred during visits £2,750.00

by journalists leading to editorial copy
Media Buying Llanidloes branded goods for sale or free disposal £4,800.00
Promotional events Attendance at Tourism Trade shows and Royal Welsh ~ £5,700.00

Total = £129,750.00

Consultancy
Activity Description Amount inc. VAT
Marketing Strategy Consultancy on developing a Llanidloes brand and £5,000.00

Web Site development
Graphic Design

marketing plan

Improvements and new features to www.llanidloes.com £16,000.00

Art work for leaflet and web based marketing

Total = £30,000.00

£9,000.00




Campaign

Objectives from the Llanidloes Regeneration Plan for Expanding the Tourism Offer:

To improve visitor information services;

To develop customer focused commercial, retail and tourism sectors;

To improve quality;

To increase the range and quality of tourist accommodation across all sectors;

To improve, interpret and increase countryside access as an income generator for associated business
opportunities;

To develop business and travel trade opportunities;

To effectively market and enhance the cultural and heritage aspect of the community;

To enhance and develop an event led marketing strategy;

To enhance the capacity for local community tourism development.

Aims of ‘Enhancing the Tourism Product Offer’ (hereafter referred to as the Marketing Project):

To meet the objectives of the Llanidloes Regeneration Plan (above);

To meet the outputs from the various funding organisations, particularly WEFO;

To generate enquiries, brochure requests and website visits for Llanidloes;

To raise the profile of Llanidloes as a tourist destination;

To provide opportunities for tourism businesses/partners in Llanidloes to promote their
products/services via our campaigns;

To encourage reappraisal and positive impressions of Llanidloes for holidays/breaks;

e To provide an integrated approach to tourism development in Llanidloes.

An assessment of whether these aims and objectives have been met can be found within the report conclusion.



2.0 Target Markets

To make effective use of our resources it was (and remains) essential that we target geographical markets and
market segments which offer the best potential for Llanidloes.

e Priority areas
Within a two hour drive time; the Midlands, Cheshire, North and South Wales, etc. Distribution of print
material and advertising is upweighted in these areas (as they are for Visit Wales).

e Secondary areas
Working with the Consumer Information Centre (i.e. our direct response campaign for the brochure), provides a
platform for us to reach a national audience. Areas of Llanidloes.com are also translated into Welsh, French,
German, Dutch and Spanish to increase our international appeal.

Who are we aiming at?

We have evolved our targeting approach from the beginning of the project, to segment visitors by their wider
demographic profile as opposed to their geographical location alone (See page 32 for information on our
customer relationship marketing campaign for a prime example). The campaign reached a broad range of
potential visitors but focused on outdoor enthusiasts and, like the Visit Wales campaign, ‘Independent
Explorers’ and those who don’t want generic beach holidays, but ‘authentic’ experiences. We have worked to
enhance Llanidloes’ sense of place, people and culture, promoting our heritage, genuine warm welcome and
unique attributes; first town on the Severn, tallest dam in Britain, iconic Market Hall, etc.

2.1 Mid Wales Brand Guidelines

Visit Wales published their brand guidelines for Mid Wales in February 2008. These should form the
cornerstone of any marketing materials produced for Llanidloes in the future, to ensure an engaging and
consistant set of communications that complement and enhance other materials being produced for the wider
area.

These brand guidelines can be obtained in full from the Welsh Assembly Government website or Tourism
Partnership Mid Wales, but are summarised as follows:

Core thought: Balance - what makes Mid Wales special or different is our healthy attitude to life; our
work/life balance.

Product values: Our product values are ‘Space’ - we are the antidote to the usual overcrowded, over developed
holiday destinations; ‘Natural’ - we provide the opportunity for visitors to enjoy Mid Wales’ stunning natural
environment; and ‘Alternative’ — we are proud to be different and attract independent-minded visitors who
prefer to avoid the well-trodden tourist routes.

Personality values: Our personality values are; ‘Real’ — our tone of voice is down-to-earth, honest and
unpretentious; ‘Human’ — copy focuses on specific facts and experiences as opposed to bland generalisms and
photos, where possible, feature activity as opposed to empty landscapes; and ‘Caring’ — we should try to
demonstrate a strong service ethic and respect for the environment.

2.2 Llanidloes Brand Guidelines

With the publication of the above, it is now easier to develop a set of useful guidelines for Llanidloes that
incorporate the ethos and values of the Mid Wales brand, and provide examples of where we are with our
marketing communications and how we currently ‘fit in’ with the guidelines.

Product Values

Space: Llanidloes is by no means overcrowded; the weather is unreliable (as it always is in Wales), and we are
one of the few places without a Tesco or Asda. In summary; we don’t attract, and wouldn’t aim to attract, those



who want to lie on a sun lounger for the whole of their holidays or want ‘more of the same’ that they can get
elsewhere. Llyn Clywedog is one of the least developed sites that Severn Trent own, without a Visitor Centre
and child créche. This has its problems, but ultimately means it is relatively unspoilt and ‘rugged’. Instead of
viewing the lack of development at some of these sites wholly as a negative thing, we should focus on our
uniqueness in this respect. For example, see page 31 and our Midlands advertising campaign; ‘Chain stores 0.
Mobile reception: if you’re lucky.” This advert was produced before the Mid Wales Brand guidelines were
published.

Natural: Areas such as the Llyn Clywedog, Bryn Tail lead mine and the Hafren Forest all give visitors the
opportunity to enjoy our stunning natural environment. Development of the footpath network in the area has
also helped with this. New information boards (commissioned by L.L.A.N.I. Ltd and funded by Powys County
Councils Community Tourism Capital Grant Scheme) at car parks in town, and at the Hafren Forest and Llyn
Clywedog encourage visitors to enjoy and understand where they are and what they’re looking at; creating
linkages between the town and the surrounding area.

Heritage Study

A study was also commissioned to explore and recommend potential for the tourism heritage product in the
area, and ways in which to extol the natural environment through its historic remains. Future work could and
should focus on the recommendations within this report, a copy of which can be obtained from L.L.A.N.I. Ltd,
but is summarised below:

e The development of trails, such as the Timber Framed Trail around Llanidloes which is already online.
Potential has been identified for a pre-historic and Celtic Saints trail, plus a scenic route trail or
monastic trail from Llanidloes to Abbey Cwm Hir (to promote the links with the Abbey i.e. the arches
in St. Idloes Church).

e The development of four locations where there are ‘heritage clusters’:

- Llanidloes: Ideal for the display of interpretaive materials for the Arwystli area, and the
start/finish point for the above trails;

- Llandinam: Potential to enhance and promote the different themes and periods represented here;
the medieval church, Iron Age hillfort, drovers’ roads and the Davies family;

- Dylife: Scope for explanatory/interpretative signage and a circular walk of the prehistoric sites
here (the Roman fortlet at Pen y Crocben and the remains of the major lead mines);

- Clywedog area: Potential to further promote the Bryn Tail lead mine and the cluster of hill forts
this area embraces.

The study recommends that in the case of both trails and heritage clusters, use should be made of dedicated
leaflets, signage and electronic media such as the Llanidloes website and downloads for i-pods. Work on this
has already started, with the production of the heritage leaflet and PR work with Abbey Cwm Hir (they now
refer to St. Idloes Church in their tours of the Hall) and should be continued going forward. The brochure
contains historical information about the town written in an accessible but informative way and the website has
further information about Llanidloes’ heritage, including a pod cast of the long established town walk.

Specific recommendations can be made, in addition to the above study, as follows;
- Development of webpages/sections on Llanidloes.com for the above areas with more information
given on their heritage;
- Liaison with community groups and Rights of Way (Powys County Council) within the above
areas to work on the practicalities of developing the walks/trails;
- Development of further downloadable podcasts, such as audio of the new heritage trails with
photos of the landscape online.

These will all offer visitors greater opportunities to enjoy our natural and historical environment.



Cultural Tourism

At the 2008 British Travel Trade Fair, the Director of Tourism Marketing for Visit Wales spoke in particular
about developing cultural tourism; suggesting that whatever you do in Wales, you will be touching on an aspect
of Welsh Culture.

Visit Wales’ ‘Sense of Place” workbook (2006) for tourism businesses emphasises this need, stating that;

“Over 300,000 UK visitors staying in Wales every year come here with the purpose of exploring our culture;
while 80% of overseas visitors cite heritage and culture amongst their main reasons for visiting Wales.”
[Visit Wales, 2006]

We have the potential in Llanidloes to develop our ‘sense of place’. Recommendations / ideas for further
exploration included within the Visit Wales workbook include;

. Accommodation providers can undertake self audits, asking themselves questions such as;

- ‘Do I have local food on offer for my guests?’ or ‘which restaurants have local or traditional
Welsh dishes on the menu?’

- ‘Do I have information about the local area on display for my guests?’

- ‘Would I, or my staff, be able to answer questions about the area?” such as ‘where are the best
walks?’, ‘what can we do when it’s raining, where can we go?’, ‘can you give me a brief history
of the area?’ or ‘can you tell me where I could see a Red Kite near here?’. If the answer is ‘no’
then ‘how can I improve my service?’

- ‘What do visitors comment about when they come here?’; ‘what strikes them as interesting,
unusual or unmistakably Welsh about the area or about their accommodation?”’.

- ‘Do I enhance the environment for my guests’ e.g. “do I have any local crafts on display or work
from local artists?’, ‘Do I make the most of any traditional Welsh fabrics or materials in the
bedrooms, reception rooms’, etc.

This can help accommodation providers to look objectively at what impressions they may be giving to guests
and identify any areas where they could improve their ‘sense of place’.

Developing Llanidloes’ ‘sense of place’ for visitors can lend itself to other areas such as the promotion of
creativity and the arts. Viva Llanidloes!; the week long arts and entertainment festival held in May, has the
potential to evolve by:

- increasing the number and variety of craft / skills workshops throughout the year;

- widening its programme of events to incorporate both traditional and more contemporary
music from local bands and artists; poetry or book readings from local authors; a greater
number of local craft fairs and so on.

The Festival of the Great Outdoors in 2007 did begin to look at a wider spectrum of events to increase its
appeal and lend itself to the promotion of the arts, with a photography workshop looking at local flora and
fauna. The Town Hall centenary celebrations in 2008 saw an Edwardian street market with some people
dressing up in Edwardian costume. Llanidloes Museum also staged a special exhibition for this event. Events
such as this help, together with our ‘great outdoors’ (e.g. our variety of scenery, our variety of activities -
relaxing and challenging), can all develop and support Llanidloes’ ‘sense of place’.

Alternative: We have sought to attract independent-minded visitors e.g. ‘the only time you’ll need to worry
about keeping up with the Jones’ is when walking to the source of the River Severn.” (see Advert for Wales
View, page 9). Our partnership working with Hidden Britain affirms our position as somewhere off the
traditional tourist trail.

Personality values

Taking the Llanidloes brochure as an example;



Real: Copy within the brochure is down to earth and ‘chatty’, for example, page 20, ‘you remember her; she’s
the one who didn’t want to leave the area.’ [referring to Sabrina], and the advert overleaf for Wales View;
‘scenery that is something special without being picture postcard perfect (it’s not always sunny)’.

Human: Copy within the brochure is specific to the area and not generalised, for example, the story of Sabrina
mentioned on the first 2 pages. Cliches such as ‘something for everyone’ are not used (as laid out in the Wales
Brand Guidelines). ‘Be warned, you too may be hooked’, was written by a local man sharing his experience of
moving to the area. The majority of photos used are of people enjoying an activity in the area (e.g. see pages 20
and 21 of the Llanidloes brochure). Where landscapes are used they are anchored to the Llanidloes area (e.g.
page 14, footpath sign for Glyndwrs Way at Llyn Clywedog), and/or activity is evident (e.g. page 12 and 13,
sailing boats on Llyn Clywedog and people walking around Bryn Tail lead mine). The vast majority of
photographs are not posed and have been chosen to reflect the range and ‘balance’ of leisure activities on offer.
For example, walking and fishing (relaxing pastimes), crossing a rope bridge (a more active pastime) and the
Fancy Dress (lively social situation).

Caring: We have worked with the local environmental group, Llanidloes Energy Solutions (LLES Ltd), to
promote their annual Green Fair for two years running, showing a respect and acknowledgement for the
growing importance and popularity of ‘green’ holidays and sustainable tourism.

Going forward, accommodation providers should be encouraged to look into the Green Dragon scheme; a five
stage environmental management system. Participants can gain recognition for effective environomental
management, which can thus potentially increase their marketing potential and reduce their costs e.g. by
decreasing their bills for waste disposal and making their operations and processes more efficient. The scheme
was developed by ARENA Network and Groundwork Wales with support from the Welsh Assembly
Government, Environment Agency Wales, Welsh local authorities and the European Regional Development
Fund. More information is available online at www.arenanetwork.org

Our Walk Llanidloes leaflet produced by think graphic design, used FSC approved paper and vegetable oil
based inks. Future marketing materials such as leaflets or a re-print of the Llanidloes brochure, should use
sustainable materials wherever possible.

With regard to a strong service ethic, L.L.A.N.I. Ltd’s policy has been to respond to requests for brochures or
further information within 24 hours. We established our own Visitor Information Centre to support Powys
County Council’s Customer Service Point based at the town Library, and increased information provision for
an additional 19 hours per week for 12 months (see page 39 for further background on this project). Many
accommodation providers in the area are all also noted for their friendliness and strong service ethic.

Our Design Kit
e Typography and Colours

Verdana is our primary typeface (and Visit Wales’ secondary typeface; FS Ingrid is their first). It has been used
in the main body copy of print material produced. Arial is our secondary typeface. Arial and Pristina have been
used for titles/headings. Pantone colours Green 348 and Yellow 116 have been used.

Visit Wales’ Design Kit is included as part of their brand guidelines. They have produced artwork for stationary,
letterheads and business cards, incorporating a simple red ‘strip’ of colour. A red line has also been used to help
balance the composition and layout of a page. We have since tried to incorporate a red line or lines around or
within our advertising artwork (see the advert for the Mid Wales & Brecon Beacons brochure on page 31).
Future design work should follow these guidelines.

We were granted a licence to use the Visit Wales logo (top right of the advert overleaf) and to do so our tone of
voice and design had to reflect their brand values. This advert was produced before the Mid Wales Brand
Guidelines were published and so sought to adhere to the Wales Brand Guidelines.



Image 1: Advert for Wales View 2008

\ Take a different view of Mid Wales

I'-t If you're thinking of coming to Mid Wales the only time 4 Wales
| you'll need to worry about keeping up with the Jones' Is C}rmru
|\ | when walking to the source of the River Severn.

Ay 1f you want big shopping centres and package deals then Llanidloes {pronounced Lan-
S| -. id-loyce) is not for you. If you want to browse in quirky bookshops or delve through
\ - 1{' | antigues, stock up on spotty Wellington boots or spot a red kite or three, or sail on a
| — HJ“ qwf I lake the size of 250 football pitches, then it may be just what you're looking for, Who
S 5 _— wants the same bed, breakfast, food and drink as Mr so-and-so anyway? Have fresh

— local produce that changes from season to season, We're all different.

___.“'E.ut we are all friendly here, it's what most visitors pick up on. We don't put on an act,
.'. that's genuinely what Lianidloes is like.

| That's why we believe it has the best of what Wales has to offer; heritage and culture

without being stuffy (our museum has a two headed lamb as well as displays on the
| Chartist riot that happened across the road); scenery that is something special
| without being picture postcard perfect (it's not always sunny); and over 150 miles of

renovated footpaths and bridleways alongside the more well known Severn Way,
Glyndwr’s Way and Wye Valley Walks.

{ But of course we do also have the luxuries that make a brilliant holiday even better;
| log cabins with outdoor hot tubs and four poster beds, farmhouse B&B's, self catering
getaways and award winning camping & caravan sites,

Perhaps Mr Jones would be green with envy after all.
PowWys | : (+44) 01686412855 W: www.llanidioes.com

2.3 Our strengths

Llanidloes has many strengths, as highlighted in the Implementation Plan written at the commencement of the
project period. Here are just a few;

Our Unique Selling Point’s (as touched upon above) e.g. location;

Culture and heritage;

Strength of arts, activity and ‘green’ scene;

Rugged landscape, hills and valleys, Hafren Forest and Llyn Clywedog on the doorstep.
Friendliness and welcome from local accommodation, activity providers and retailers.



3.0 Case Studies

Activity Case Study 1: Walking in Llanidloes

Image 2:

‘Walk Llanidloes’
leaflet

Cerdded Llanidloes

Hrarty oyt Fnarked wylio

Walking as a holiday and day visit activity is clearly very popular in Wales. Visit
Wales’ ‘Best Foot Forward’ tourism walking strategy for Wales has shown that
almost three quarters of UK holiday visitors, and two thirds of overseas holiday
visitors to Wales go walking at some point during their stay, and over half of all day
visits in Wales include walking. Spending by walking visitors is estimated to bring
in over £550 million to Wales’ rural and coastal economies. If the multiplier effects
of this spending are taken into account, the economic value of Walking Tourism is
even higher. Walking can also help to reduce seasonality and boost shoulder season
demand (for more experienced walkers); a particular recommendation of the Llyn
Clywedog and Hafren Forest Development study (see page 35 onwards). It also
contributes to the necessary and increasingly popular notion of sustainable tourism
by encouraging visitors to walk rather than drive around the area.

The core elements of the product that make Llanidloes in particular such a strong
walking destination are:

e The quality and variety of its scenery;

e Its widespread rights of way network; (over 150 miles of footpaths
improved as part of L.L.A.N.I. Ltd’s Countryside Access project);

e Its Village Link walks — linking Llanidloes with the surrounding villages of
Trefeglwys, Llandinam and Llangurig to boost our and their marketing
potential;

e Its location in relation to the national trails of Glyndwr’s Way, the Severn
Way and the Wye Valley Walk;

e Its number and quality of both short, medium and long distance walks;

e The rich culture and heritage of Llanidloes that can be discovered on foot,
e.g. via the ‘Town Tour’.

These core elements of the product are supported by:

e New infrastructure established;
e Footpaths maintained to a high standard by L.L.A.N.I. Ltd’s Countryside Access Officer (though this
post is time sensitive — volunteers have also helped and will continue to do so going forward);

A leaflet introducing walking in Llanidloes;

A Kittiwake walking booklet for Llanidloes featuring 20 walks for all abilities;

A walking section on Llanidloes.com incorporating over 15 downloadable route narratives and maps;
An audio tour to enhance the online town trail;

Inclusion on Powys County Council’s ‘Leaping Stiles” website and other walking sites;

Information boards featuring walking trails in the area;

Creation of the annual Sabrina Walking event; the constitution of the organising committee includes a

commitment to maintaining the footpaths in the area (as their budget will allow);

Advertising in appropriate publications, e.g. Country Walking;

e The welcome provided to walkers by accommodation providers in and around Llanidloes.

Recommendations for future support:

e Increased number of routes and maps;
e Maintenance of existing footpaths and development of new;
e Explore potential of developing podcasts; downloadable walking guide to the area and/or particular

routes;

e Development of more walking events; potential for a week (or longer) of organised and guided walks
of varying lengths to promote the area;
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e Increased target marketing;
- Un-experienced walkers; explore potential for guides and equipment/clothing hire and the
development of further short to medium length routes.
- Experienced walkers; development of medium to long routes, plus ‘challenge walks’ such as the
five peaks challenge.
- Potential to develop bunk house / youth hostel accommodation in Llanidloes.

Activity Case Study 2: Cycling in Llanidloes

Visit Wales’ cycle tourism strategy ‘Moving up a Gear’ asserts the value of cycling as an environmentally
sustainable form of tourism that offers considerable benefits and potential for Wales. Cycle tourists, whether
coming for cycling holidays, or participating in cycling as a holiday or day visit activity, represent a growing
and valuable tourist market for Wales.

The core elements of the product that make Llanidloes a potentially strong cycling destination are:

e It’s location on Sustrans (national cycling network) routes 8 and 81;

e Variety of short excursions to day-long rides;

o Llanidloes offers routes which are still relatively traffic-free and offer great views of forests, mountains
and lakes.

These core elements are supported by:
e A cycling section on Llanidloes.com incorporating route narratives and photos;
e Advertising in appropriate publications e.g. Cycle;
e Cycle friendly accommodation;
e New cycle hire business in Llanidloes;
e Cycle sales available in Llanidloes;
e Cycle racks in Llanidloes.

Recommendations for future support:
e Increased number of routes and maps developed;
e Increased level of target marketing;
- Short to medium length routes for un-experienced cyclists.
- Medium to long routes for seasoned cyclists.
e Increased number of cycle friendly accommodation providers, e.g. bunkhouses (potential for luggage
forwarding service, as with walking);
e Organised cycle tours around the area.

Activity Case Study 3: Fishing in Llanidloes

This Visit Wales fishing tourism development strategy, ‘Angling for Growth’ sets out a vision for angling
tourism in Wales. Fishing tourism is an important activity for Wales. It has the potential to deliver significant
economic benefits to rural communities.

The core elements of the product that make Llanidloes a potentially strong fishing destination are:

e Llyn Clywedog; 600 acres of water with 12 miles of bank fishing;
e Quality of fish; 18,000 Rainbow trout and 9,000 Brown trout put into the lake every season.

These core elements are supported by:
e Commitment and involvement of Llanidloes and District Angling Association;
e Boat hire available;
e Permits available in Llanidloes;
e  Welcome given to anglers by accommodation providers.
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Recommendations for future support;

e Infrastructure improvement/investment at and around Llyn Clywedog e.g. increased facilities for
anglers and improved level of information on services available;
e Extending availability of permits, e.g. buy over the internet before visitors arrive;
e Increased data capture of anglers contact details for e-marketing and direct mail communications;
e Increased targeted marketing to;
- New anglers; potential to develop hire facility for all angling equipment and tuition
courses/short breaks;
- Holiday anglers (those who fish for pleasure); potential to extend number of day visits and
short breaks;
- Specialist anglers (those who compete); potential to organise more competitions and advertise
existing competitions more widely;
- Corporate hospitality market; potential to develop and promote fishing weekends/team building
exercises/competitions.

Fishing is a particularly male dominated past time and so, with the above recommendations, comes the
potential to develop activities for their partners to do whilst they are fishing.
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4.0 Marketing Activity Overview

It was identified from the start of the project that both online and offline marketing would need to be integrated
to;

e Generate demand, i.e. persuade people that Llanidloes is of interest to them (print material such as the
brochure is a good example of this), and to;
e Respond, or ‘harvest’ the demand created (the website is a good example of this).

Therefore all print material pointed to the website, and the website had a request facility for print material. The
key aims of some of the main elements were as follows;

Brochure: Out of region awareness raising and information provision;

Website: Information provision for both in and out of the region;

DVD: Awareness raising both in and out of the region;

Midlands advertising campaign: Out of region awareness raising (brochure request form supplied

alongside the editorial);

e Specific advertising campaigns, e.g. Walk & Cycle magazines: Sustained awareness raising for both in
and out of the region (adverts were booked for a minimum of 2 issues) to specified target markets;

e Inclusion in MWT Bedroom Browsers: In region - highly targeted to the staying visitor.

4.1 Print material produced

2006:
Image 3: Town Map & Guide e (July) Town Map & Guide (10,000)
e (July) Walk Llanidloes leaflet
e (July) Sarn Sabrina leaflets (2,000)
e 2007 Calendars
e (December) Heritage leaflets (10,000), included in Bedroom
Browsers

e (December) Shop Local fliers (1,000) [in conjunction with
Llanidloes Chamber of Trade]

2007:
e (January) Llanidloes brochure (50,000)
(January) Llanidloes brochure questionnaires (2,500)
(May) Viva Llanidloes fliers (2,000) and posters
(April) Festival of the Great Outdoors leaflets (4,000) and
posters
(February) Sarn Sabrina fliers (3,000) and posters
2008 Calendars
(August) Green Fair leaflets (3,000) and posters
(August) Town Map & Guide re-print (10,000)

Town Map . Mapac
& Guide Arweiniad i'r Dref

e (January) Family Guide leaflets (15,000) included in Bedroom Browsers
e (January) Sarn Sabrina fliers (5,000) and posters

e (January) Llanidloes brochure questionnaires (3,000)

e (May) Green Fair leaflets

The months in brackets above are the months the materials were completed. Please note that the average lead in

time for research, graphic design and printing was approx. 2 months, with the exception of the Llanidloes
brochure (4 months).
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4.2 Llanidloes Brochure

The brochure was one of the major projects; a joint marketing initiative that offered businesses the chance to
advertise in the first full colour, glossy, promotional literature for the area (40 businesses chose to do so).

Image 4: Llanidloes brochure

N
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The brochure was supported by;

e A 50,000 print run and distribution to major conurbations
within a 2 hour drive of Mid Wales;

e Direct response campaigns in 2007 and 2008 with the
Consumer Information Centre (CIC);

e A brochure request facility on Llanidloes.com;

e All online and offline material produced pointing towards
it.

Brochure request and response statistics

Between November 2006, (when the brochure order form went
live on llanidloes.com) and 30™ April 2008 (cut off point for this
analysis), 5,556 people have requested a Llanidloes brochure,
either;

e Via the direct response campaigns with the CIC. Our
brochure was advertised in a booklet alongside other
tourism & product lines and distributed to households who
could then select the brochures they wanted to receive;

e Via llanidloes.com;

Via telephone;

e Via returning coupons from the Midlands advertising
campaign, and so on.

Additionally, the distributors in Birmingham have distributed 23,540 brochures (as at their last report dated 10™
March ’08), having responded to 285 requests for Llanidloes brochures from numerous Tourist Information
Centres and Visitor Attractions, including for example, Birmingham Central Library, Manchester Town Hall
and Chester Zoo. Community Display networks have also been utilised (see Image 5 below of a network

display rack).

Image 5: Community Di

L
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The total figure of brochures requested / distributed (28,396 to date)
does not include reference copies sent to all brochure advertisers and
those distributed to local accommodation and activity providers
thereafter. Brochures were also displayed and distributed at some of the
Fairs / Events listed on page 40 and so on; therefore the number actually
in circulation is approximately 30,000. The remaining brochures from
the 50,000 print run will continue to be sent out by the distributors in
Birmingham for as long as they have them left in stock.

Response statistics

4,856 of the brochures dispatched directly by L.L.A.N.I. Ltd each
contained a questionnaire. The questionnaire was designed to gauge the
level of consumer engagement with the brochure and provide useful
feedback.

An additional 700 brochure requests were received via the direct response campaign, but owing to a computer
error this data did not reach L.L.A.N.I. Ltd until after the cut off point for questionnaire analysis / evaluation of

this project at the end of April 2008.
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Based on the 4,856 brochures dispatched which did contain a questionnaire, 669 completed questionnaires have
been returned over the project period, giving a response rate of 13.8%.

The latest survey from the Direct Mail Information Service, ‘Response Rates’ (2006), states that:

“For B2C [Business to Consumer] mailings, the average response rate was 8.8per cent.”
[Response Rates, 2006]

The Llanidloes brochure has therefore received a response rate 5% above the national average.

Analysis of Responses

Question 1
How would you rate the brochure overall?
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Question 2a

Number of respondents

600

Have you visited Llanidloes before?

491
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Question 2b

Number of
respondents

400
300
200
100

If you have, does the brochure reflect your
experience of the area?

377

171

1 Nun

12 ‘D Number of respondents

Yes No NA No
response

Response

401 respondents (59.9%) rated the
brochure as Excellent. 257
(38.4%) rated the brochure as
Good. 8 respondents (1.2%) rated
the brochure as Fair. 1 respondent
(0.2%) rated it as Poor and 2
respondents (0.3%) didn’t answer
this question.

175 respondents (26.2%) stated
that they had visite