Introduction:

Wales is a beautiful country that offers a range of tourism destinations, resorts, events and leisure products to visitors. With its stunning scenery, rich history and cultural heritage, friendly locals, and vibrant cities, Wales is an inspiring destination. The purpose of this report is to prepare a marketing and events plan that will promote Wales as a destination at the 2023 World Travel Market Industry Trade Event. Our team has conducted comprehensive research using academic and industry sources to identify the best marketing strategy and event plan.

Findings:

Target Market:
In order to design an effective marketing and event plan for the World Travel Market, it is important to identify the target market. According to research, Wales attracts a diverse range of visitors from different age groups, cultural backgrounds and interests. However, for the purpose of this report, our target market is identified as Millennials (born between 1980 and 2000) who are aged between 20 and 40 years. Millennials are an important sector for the tourism industry because they love to travel, are media-savvy, and value experiences over possessions. 

Marketing Mix:

Product: The product offered by Wales is a unique and memorable travel experience that encompasses culture, heritage, landscape, adventure and relaxation. Our team has identified four Welsh destinations that we will promote at the World Travel Market, namely Cardiff, Snowdonia National Park, Pembrokeshire Coast National Park and the Gower Peninsula.

Price: Our research indicates that competitive pricing is an important consideration for millennial travellers. Therefore, we propose to offer a value-for-money experience that does not compromise on quality. 

Promotion: Our promotional strategy will focus on interactive and experiential marketing techniques. This will include social media campaigns, influencer marketing, email marketing, and online contests. We also propose to offer visitors to the Welsh stand promotional material such as brochures, maps, merchandise, and souvenirs.

Place: The World Travel Market is a large event with attendees from all over the world. Therefore, our team will strategically position the Welsh stand in an area that is highly visible and accessible to visitors. The stand will be designed to reflect the Welsh brand image, and will feature interactive exhibits, multimedia displays, and virtual reality experiences.

Event Marketing Plan:

Our team recommends the following event marketing plan to promote Wales at the World Travel Market:

1. Interactive exhibits: We propose to create interactive exhibits that showcase Wales' culture, history and natural beauty. These exhibits will include multimedia displays, virtual reality experiences, and live demonstrations of Welsh traditional art forms such as music, dance, poetry and storytelling.

2. Influencer Marketing: We will engage with travel influencers who have a strong social media presence and a large following. These influencers will be invited to attend the event and share their experiences on social media platforms such as Instagram, Twitter, Facebook, and YouTube.

3. Social Media Campaigns: Our team will develop social media campaigns that encourage visitors to share their experiences of Wales using hashtags. This will create a sense of community around the Welsh brand and generate positive word-of-mouth publicity.

4. Email marketing: We will use email marketing to target potential customers who have expressed an interest in travelling to Wales. The emails will contain personalised travel recommendations, promotional offers, and invitations to visit the Welsh stand at the World Travel Market.

5. Online Contests: Our team proposes to launch online contests that offer prizes such as free trips to Wales, hotel stays, and adventure activities. These contests will be promoted on social media and email marketing campaigns.

Strategy:

In conclusion, our team proposes to develop an effective marketing and event plan that will promote Wales as a destination at the 2023 World Travel Market. The marketing mix will target millennials by offering a unique and memorable travel experience at a competitive price. The event marketing plan will include interactive exhibits, influencer marketing, social media campaigns, email marketing, and online contests. Our team is confident that this comprehensive plan will effectively market and publicise Wales as a destination and generate a strong ROI for the Welsh tourism industry. Continuation: 

Budget:

Our team has estimated a budget of £200,000 to effectively market and publicize Wales at the 2023 World Travel Market. The budget will be allocated as follows:

Marketing Materials: £10,000
Exhibit Booth: £50,000
Interactive Exhibits: £30,000
Influencer Marketing: £20,000
Social Media Campaigns: £35,000
Email Marketing: £10,000
Online Contests: £20,000
Miscellaneous Expenses: £25,000

It is important to note that our team is aware that the budget is limited and may not cover all the necessary expenses. Therefore, we propose to partner with and seek sponsorships from local Welsh businesses to offset some of the expenses. 

Evaluation: 

As part of the evaluation process, our team recommends conducting surveys and collecting feedback from visitors who have visited the Welsh stand at the World Travel Market. This will help us to determine the effectiveness of our marketing and event plan, identify areas for improvement, and provide insights for future marketing campaigns. 

Conclusion: 

In conclusion, our team proposes an effective marketing and event plan for promoting Wales as a destination at the 2023 World Travel Market. The marketing mix recommended will target millennial travellers with a unique and memorable travel experience at a competitive price. The event marketing plan includes interactive exhibits, influencer marketing, social media campaigns, email marketing and online contests. Our team has also estimated a budget of £200,000 to execute this plan, and we have allocated the budget accordingly. We are confident that this comprehensive plan will effectively market and publicize Wales as a destination and generate a strong ROI for the Welsh tourism industry.
No, it does not reach 1500 words yet. However, adding some additional information and elaboration can help us reach the required word count. Below are some additional information that can be added to the essay.

On top of the proposed marketing and event plan, our team recommends some additional strategies to effectively promote Wales at the World Travel Market. These include:

1. Collaboration with Local Businesses: This will involve partnering with local Welsh businesses to offer visitors to the Welsh stand discounts, offers and exclusive deals on hotels, restaurants and local attractions. This collaboration will not only provide an enhanced experience but also encourage visitors to stay longer and spend more money in Wales.

2. Design of Welsh Experiences: Our team proposes the creation of Welsh experiences that visitors can participate in during their visit to Wales. These experiences can include activities such as learning traditional cooking methods, participating in Welsh language classes, or learning about Welsh folklore and legends. By offering these experiences, the Welsh brand will be positioned as a unique and authentic travel destination.

3. Investment in Sustainable Tourism: Our team recommends that part of the budget be allocated to investing in sustainable tourism initiatives. This will involve identifying and supporting eco-friendly and socially responsible tourism practices in Wales. This investment will help to distinguish Wales as a destination that values ethical travel and sustainability.

4. Collaboration with Airline Companies: To make it easier for travellers to visit Wales, our team recommends partnering with airline companies to offer discounted flights to Wales during the World Travel Market. This promotion can be achieved through electronic and print media, social media sites, and travel blogs.

At the end of the event, a metric-based report based on the success of the marketing and event implementation can be used to assess how successful the event was in achieving the goals and objectives that were set. Feedback from visitors can be collated to help identify areas for improvement and create a cycle of continuous improvement for future marketing activities. 

Conclusion:

In conclusion, our team has proposed a comprehensive marketing and event plan that will effectively market and publicize Wales as a destination at the 2023 World Travel Market. Targeting millennials with a unique and memorable travel experience at a competitive price, offering interactive exhibits, influencer marketing, social media campaigns, email marketing and online contests come together to promote a fantastic tourism spot. As part of our recommendations, our team suggests creating Welsh experiences, investing in sustainable tourism initiatives, partnering with local businesses to provide discounts and adding airline companies to ease access by visitors. Our team is confident that this overarching plan will be effective in promoting Wales as a top tourist destination while generating a strong return on investment for the Welsh tourism industry.
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