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Executive Summary 
This executive summary outlines a marketing plan to effectively promote and publicize Lake Garda, Italy’s stand at the World Travel Market. The strategy focuses on engaging potential visitors through targeted messaging and social media. Utilizing influencer partnerships and numerous strategies including DRIP and RACE will be used to measure success with KPIs such as visitor engagement and lead generation for continuous improvement in future campaigns that highlights Lake Garda’s unique attractions and experiences. 
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Introduction
‘Marketing’, "The art of creating genuine customer value". (Kotler, 1967) will be used to promote a stand for Lake Garda Italy at the WTM. The main purpose is to outline Garda’s overall marketing strategy and tactics to attract Generation X to visit Garda’s stand at the WTM. To constructively promote, I will account key frameworks/theorists such as SOSTAC, to create a comprehensive plan, and the 4p’s to create a compelling plan attracting visitors to promote successfully. Ansoff’s Matrix will give an effective outcome identifying growth opportunities aligning marketing goals enhancing the visibility and appeal. 

Situation Analysis


Psychographics
Garda's tourists seek experiences allowing engagement with nature. Hiking at Lake Garda-Bardolino/Ponale Road to cycling Malcesine/Lazise and water sports at Garda Trentio indicate a preference of outdoor adventures. Additionally, wellness tourism is on the rise, supported by “In 2022, the 819.4 billion wellness trips taken (both internationally and domestically) represented 7.8% of all tourism trips” (McGroarty, 2024). Wellness retreats and scenic views are of high interest, preferring to travel during shoulder seasons to avoid crowds.
Environmental consciousness is important as visitors prioritize sustainability and prefer promoting eco-friendly practices adopting sustainable practices. Local businesses support conservation effects and minimizing carbon footprint, such as the market in Desenzano del Garda that handmakes crafts, local cheeses, and artisanal products that comes directly from producers. Local culture is high, as visitors participate in traditional cooking classes learning to make local dishes and visit Bardolino to host wine festivals that celebrate the region’s winemaking heritage that “invites wine lovers from all regions to taste some of the best wines.” (Garda-see.com, 2024) while seeking authentic experiences.
Social media plays a significant role in influencing visitors to shape the psychographics. Travelers share experiences, seeking validation and inspiration. This influences travel choices, drawing destinations visually appealing, creating a cognitive interpretation to the product with a strong online appeal. SimilarWeb states travel, and tourism industry rely on “tripadvisor.com with 114.2M monthly visitors” (Similarweb, 2024) that share experiences and influencing factors. Instagram hashtags like hashtag LakeGarda and VisitLakeGarda help visitors discover imagery and travel recommendations, as “70% of “travel enthusiasts share their travel plans on Instagram; 67% of them use Instagram to find inspiration for where to go next.” (ICEF Monitor - Market intelligence for international student recruitment, 2020).
Demographics
Families make up a significant portion, looking for activities that cater to adults and children, seeking relaxation and cultural enrichment, choosing leisurely activities prioritizing comfort and accessibility. Enjoying family-friendly attractions such as theme park Gardaland “with viewing platforms, playgrounds, carousels and roller coasters for the whole family” (dbehrendt, 2023). 
Geographic Segmentation: Visitors from Italy, particularly nearby cities, travel to Garda for getaways compared to those from farther away. This is supported by SimilarWeb as the website promoting Garda, lakegardatravel.net states Italy traffic shares the website 20.14% in the past month, compared to international travelers stating the UK has 33.28% traffic shares, and 32.47% in the US and 8.66% from Germany. 
Competitors- A main competitor for Garda is Lake Como, a nearby tourist destination offering unique experiences which may overlook Garda. This can be viewed as a competitor as Lake Como’s value proposition “is a series of benefits that provides to customers to meet their needs.” (Kotler and Keller, 2016) which Lake Garda may not. 
Como’s target audience primarily attracts affluent travelers seeking luxury, exclusivity and romantic getaways, popular among high-end accommodations and dining, whereas Garda appeals to a broader audience, suitable for different demographics. 
Como’s pricing has higher points, which limit accessibility for travelers with high expenses, whereas Garda provides ranges of options at various price points, making it accessible to a wider audience with budget-friendly factors without sacrificing quality. 
Visitor demographics- Como attracts a higher percentage of international tourists with “the percentage of foreign visitors climbs to 77.5%” (comocompanion, 2019), whereas Garda draws a mix of domestic and international visitors, with a significant number of families and younger travelers seeking diversity. 
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 Collaborations with influencers enhance visibility and reach Gen X who rely on media for inspiration by sharing experiences such as bloggers on YouTube attract 12.59% of viewers aged 45-54 (SimilarWeb, 24). Bloggers may collaborate with a local winery to showcase their business, helping attract enthusiasts to the area. 
Local governments, tourism boards and environmental groups work together to promote sustainability in Garda preserving the natural environment. Initiatives promote eco-friendly practices among local businesses to attract eco-conscious travelers. Partnerships with cultural institutions enhance regions offerings such as Gardas Tourism Board, like clean-up events, such as “Ecological Walk at Lake Garda” (360gardalife, 2024), or educational programs. 
[image: ]
Objectives
To manage a promotional campaign targeting Generation X, examining reviews from the situational analysis, specifically attracting visitors aged 44-59 by attaining marketing/tactical strategies. The realistic outcome is to gain Generation X travelers from differentiated marketing strategies and will be achieved before WTM 2025. This strategy should demonstrate ‘niche marketing’ for targeting as “Consumers interpret products in a number of ways” (Sethna and Blythe, 2019). 

Strategy 
DRIP involves “four objectives for marketing communications” (Fill,2011) to combine elements to create compelling marketing strategy. From differentiate, its effective to highlight what makes Garda unique compared to competitors, by focusing on cultural experiences, culinary delights and historical landmarks that resonate with Gen X’s interests by striking visuals and storytelling to create memorable impressions. By reinforcing testimonials and success stories from previous travelers showcase experiences enriched by diverse offerings, reinforcing Garda is a must-visit destination. Informing valuable information Gen Xs find useful, such as travel tips, itineraries, and insights into local customs using brochures, interactive displays, and digital content engages visitors and keeps them informed about offerings. Promoting exclusive/packaging deals for Gen Xs’ travelers, including family-friendly accommodations/adventure tours and pricing strategies including discounts for early bookings and all-inclusive packages to enhance satisfaction. Ansoff’s Matrix can be enforced for market penetration focusing on increasing the market share of Garda by enhancing visibility at the WTM. This involves aggressive tactics, such as offering promotions/discounts when booking travel packages at the stand. Engaging directly with this demographic through targeted messaging helps solidify Garda’s presence in travel considerations. Market development explores new markets by identifying specific interests that resonate within. For example, promoting outdoor adventures and cultural experiences in this region and outside places attract more visitors, tailoring market efforts to different segments within such as families. Product development can be introduced from travel experiences/packages designed, including themed tours to cater interests enhancing offerings available at Gardas stand with unique experiences. Diversification considers collaborating with destinations/brands to create joint marketing efforts that broadens the appeal to Gen X. This involves partnerships with outdoor brands for adventure tourism to attract a wider audience. Promotional mix, known as "The specific blend of advertising, public relations, personal selling, and direct-marketing tools that communicate customer value" (Kotler & Armstrong, 2018) should include a combination of digital marketing, social media campaigns and traditional advertising. Engaging content showcasing scenic beauty of Garda can be shared through blogs and vlogs as “an organization must build an adequate mix of marketing communications” (Todorova, 2015). Participation in travel expos and collaborations with influencers help increase awareness and interest.
Tactics
Using the RACE framework, to reach visitors, launching a targeted Facebook ad campaign featuring captivating images and videos of Garda, focusing on activities is an effective online communication mix as “Facebook remains the dominant social media platform for Gen X users, 14.2% of Facebook users are between the ages of 45 and 54.” (Team, 2024). This links to ethos as partners with well-known travel influencers share personal experiences in Garda enhancing credibility, whereas logos come into place when statistics and quantitative data in ads appeal to their logical side and encourage interest. To act, by creating interactive digital brochures that allow potential visitors to explore Garda virtually, highlight key attractions and experiences, liking to pathos where incorporate storytelling elements, such as testimonials from travelers who describe memorable trips evoke emotions and inspire action. Logos provides a clear and concise guide on travel logistics to this strategy as including best times to visit, average costs, and travel packages, making it easy to consider. To convert, the strategy could offer limited-time exclusive promotions for WTM attendees, such as discounts on travel packages booked at the stand. This related to ethos as display awards/recognitions that Garda received in the travel industry to build trust and authority, whereas logos uses a comparison chart showing the value of Garda against other destinations in terms of price, activities, and experiences to support decision-making. When engaging, strategy's such as creating social media campaigns encourage visitors to share experiences with a specific hashtag, offering a chance to win a free trip, linking to pathos when sharing emotional stories and photos from past visitors on social media channels to create a community feel and inspire others to share. Ethos follows up with personalized thank-you messages to those who engaged, reinforcing brands commitment to customer relationships and satisfaction. Recommendations such as collaborating with social influencers by partnering with travel influencers who resonate with Gen X will create authentic content showcasing experiences in Garda reaching broader audiences and building trust. Engaging with travel blogs and reaching out to popular bloggers to write features or reviews about Garda offer a complimentary stay or experience in exchange for honest reviews, which can drive traffic and interest. Actively encouraging visitors to leave reviews on platforms like TripAdvisor and responding to reviews shows that you value customer feedback and are committed to improving experience as “it permits us a window onto the thoughts and experiences of other people” (Quora, 2019). Lastly, posting engaging content that tells a story about Garda including history, culture and activities by using polls and questions in stories interacts with followers to gain insights into their preferences. 
Action
To promote Italy’s stand at the WTM, the chosen marketing channels include social media, and content marketing. Social media platforms are effective for reaching this demographic, as they engage with visual content and travel-related posts. Content marketing, such as blog posts about trips and cultural highlights provided valuable information that inspires potential visitors. The schedule for these efforts should align with key dates leading up to the event, ensuring that the marketing is timely and relevant to travelers’ planning cycles. 

Control
For social media, tracking overall engagement rates helps determine how well the content resonates with the audience. Higher engagement indicates effective messaging. Analyzing the traffic to help Garda’s stand will assess the effectiveness of the marketing channels, resulting in increases from traffic during the campaign period indicating a successful outreach. Lead Generation tracks the numbers of leads generated from the marketing efforts, including sign-ups for newsletters or inquiries about travel packages. This KPI will show how well the campaign converts interest into actionable leads. Conversion rates will measure leads converted into visitors, evaluating the overall effectiveness of the strategy. 
Conclusion
In conclusion, effectively overcoming challenges in future campaigns aimed at Gen X requires a strategic approach. Start with comprehensive audience research to tailor messaging that resonates. Implant personalized content and adopt multi-channel strategy to maximize reach. Establishing feedback mechanisms to gather insights and continuously monitor KPIs for real-time adjustments. By focusing on key areas, futire marketing efforts can significantly enhance engagemnt and attract the desired audience, ultimately leading to further successful campaigns. 
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A table statistically demonstrating Garda’s demand pressure by areas geographical demographic. 
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A perceptual positioning map to understand competitor placement.
[image: ]A company SWOT analysis. 
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Climate- PESTLE Analysis
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Strengths

Natural Beauty of stunning
clear waters from Lake Garda

The lake is surrounded by
greenery, olive groves, and

cliffs, and charming towns,
promising tourists to enjoy
relaxation on this destination,

such as Malcesine offering
stunning views from Monte

Baldo, which can be accesses

experiences for all.

Charming towns surround Lake
Garda which include Sirmione
which is famous for its
historical significance and
scenery. Itis locatedona
peninsula that offers beautiful
views. Key attractions include

to the 13th century, and the
Grotte di Catullo, the ruins of
Roman Villa. Riva del Garda
located at the Northen tip of the
lake, is known for vibrant
waterfront and outdoor
activities.

There are many more towns

such as Malcesine, Limone Sul
Garda and Garda which all have
their own unique charm and

attractions, making them
wonderful places to explore
while enjoying the natural beaty
of Lake Garda.

landscapes, including crystal-

being ‘The biggest Lake in Italy’;

vineyards, creating picturesque
views. The diverse terrain offers
a mix of golden beaches, rocky

by cable cars, providing unique

the Scaliger Castle, which dates

Weaknesses

One weakness is during the
summer, popular areas can
become overcrowded, leading to
a less enjoyable experience for
visitors. The influx of tourists can
lead to congested streets, long
wait times at tourist attractions,
and crowded transport. In towns
such as Sirmione and Malcesine,
the narrow streets can feel
cramped, making it difficult to
enjoy leisurely strolls or fully
appreciate views. Another
example is beaches having high
noise levels, and the serene
atmosphere that typically
characterizes these charming
towns that can be lost in the
hustle and bustle of summer
crowds.

Small businesses around Lake
Garda face significant
challenges when competing with
larger tourist operators, which
can have a detrimental effect on
local economies. These larger
operators' effect on local
economies of scale, allowing
them to offer lower prices and
more extensive marketing
resources. As a result, attracting
a larger share of tourists, leaving
smaller, locally owned
businesses struggling to
maintain their customer base.
The impact of local economies
can be significant as small
businesses struggle to compete,
they may see decreased
revenues, which can lead to job

losses and reduced investment
in the community, diminishing
the uniqgue character of the area
and can deter future visitors who
seek authentic, local
experiences. The dominance of
larger operators will lead to 8
homogenization of the tourist
experiences, where the charm
and individuality of local culture
is overshadowed by corporate
offerings.

Opportunities

Developing niche markets like cullnary
tourism and wellness retreats around Lake
Garda presents significant opportunities for
local businesses. Culinary tourism can
leverage the region’s rich gastronomic
heritage, such as local wines, olive oil and
traditional dishes so small businesses can
attract food enthusiasts, looking for authentic
culinary experiences. Wellness retreats are
another promising niche with the serene
landscapes and tranquil environment of Lake
Garda, for a strong potential for wellness-
focused tourism. By the involvement of niche
markets, small businesses can differentiate
themselves from larger operators, fostering
unique experiences that appeal to specific
interests and preferences of tourists. This
approach helps attract diverse clients but
also supports the local economy by
promoting regional products and services.

The growing interest in eco-tourism and
sustainable travel can significantly benefit
local businesses around Lake Garda. As more
travelers seek environmentally responsible
options, small businesses can capitalize on
this trend by offering experiences that
highlight the region’s natural beaty while
promoting sustainability. For example, local
accommodations can adopt eco-friendly
practices, such as using renewable energy
sources, minimizing waste, and sourcing food
from local organic farms. By marketing these
efforts, they will attract eco-conscious
travelers who prioritize sustainability in their
choices. Businesses can also offer guided
eco-tours that educate visitors about the
local ecosystems, wildlife and conservation
efforts. By embracing eco-tourism, local
businesses not only contribute to the
preservation of Lake Garda’s natural

environment but also create unique
experiences that resonate with a growing
market of travelers who value sustainability,

Threats

Competition from larger tourist
operators poses a significant challenge
for small businesses in areas like Lake
Garda, primarily because these
operators can leverage economies of
scale to offer lower prices. Larger
companies often have the resources to
negotiate better rates with suppliers,
which allows them to provide package
deals that are hard for smaller
enterprises to match. To combat this,
small businesses can focus on
differentiating their offerings by
emphasizing unique experiences,
personalized service and local
knowledge. Building strong
relationships with customers and
creating memorable experiences can
cultivate loyalty that larger operators ‘
may struggle to achieve. By highlighting
their local expertise and authenticity,
small businesses can carve out a niche
that appeals to travelers looking for a
more personalized and genuine
experience.

Environmental concerns such as
pollution and climate change
significantly impact areas like Lake
Garda, affecting both the natural
landscape and local economies.
Increased pollution from tourism
activities such as boating and waste
from travelers can harm the lake’s
water quality and biodiversity. This will
diminish the natural beauty that
attracts tourists but also poses risk to
local wildlife and ecosystems. Itis
crucial for local businesses and
communities to adopt sustainable
practices, advocate for environmentat
protection, and engage in conservation
efforts. By prioritizing the health of the
environment, it ensures Lake Garda
remains a desirable destination for]

future generations while also
safeguarding their livelihoods.
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LAKE GARDA. Among the three destinations evaluated, Lake Garda seems to be the most desired destination by tourists: searches for accommodation in the last thirty day=
(June 18 - July 18) are about 350,800, compared to 276,500 for the Riviera Romagnola and 167,700 for the Veneto Coast. Searches are increasing at an average daily rate Privacy preferences




