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Introduction
The purpose of this report is to demonstrate a marketing plan that effectively promotes and publicizes Venice, Italy. One of the key frameworks upon which I will be structuring this report is SOSTAC Chaffey (2024).  A SOSTAC report in terms of the tourism industry, consists of evaluating market conditions, looking at tourist destinations with the same target market, and discussing their flaws to maximize effectiveness of one's own marketing plan. Next comes weighing up a destination's pros and cons, for example any specific attractions that appeal to tourists, and what the destination has to offer. It is reported tht using a SOSTAC framework for a tourist destination allows for a comprehensive marketing plan that will take a destination to the next level, Chaffey (2024). 


















Main Body  
 Situation analysis 
Venice is one of the most sought-after tourism destinations in the world, due to its unique architecture and the history behind the city. In 2023 alone, 57,00000 tourists visited Venice Road Genius 2023). The visitor demographic for Venice shows a massive range, from families to young couples. Lots of young couples aged 20-30 deem Venice as the perfect destination for a romantic getaway, Shing A (2013). This is because Venice offers many hotels, catering for couples, and tourists can immerse themselves in Venice's culture, for example reading poetry and wine tasting. However, with Venice being located in the North of Italy, there are plenty of alternatives tourists may opt for, such as Rome or Verona. Young couples may opt for a destination such as Verona so they can take part in the Romeo and Juliet tour, in which tourists can see the balcony and the iconic statue Wang (2017).  Couples who visit Verona are able to leave a message or a note on the wall underneath Juliets balcony for a loved one, so many tourists may opt for this rather than Venice. To combat this, many companies run tours and certain days out that appeal to younger couples, to bring this demographic to Venice rather than any other surrounding tourism destinations, Tours, E. (2024). This website offers a guide to couples, and suggests romantic activities such as gondolier rides, a romantic dinner overlooking the canal, and much more. 

Objectives 
Venice could be considered a seasonal tourism destination, as many families holiday in Italy during the summer, and visit Venice for a day out.  Wright, R. (2022) Being a tourist in Venice comes with a vast amount of walking, as there are no roads in the center the main travel options are walking and boat taxis. In the summer, the heat can be overwhelming and makes exploring the city an unpleasant experience, not to mention the huge crowds of people making it nearly impossible to walk at a steady pace. Boat taxis and Gondoliers will also drive up their prices during peak season, which adds to the stress of those travelling during the summer. Wrights guide recommends travelers avoid Venice between the months of June to September, so they can avoid this unpleasantness. In order to market Venice as a tourism destination outside of peak season, holiday companies could promote events suited to older people, who don't have to worry about bringing along a family of young children. They could market this during school terms, not only would this provide people with a more peaceful and relaxed trip to Venice, but it would also help Venice's economy in the off-peak season. L.G. Et al, (2023) This looks at how certain market segments are targeted when they are looking at a getaway to Venice. It looks at luxury hotels, and considers who they would appeal to, and how they can tailor their advertisement specifically to people who would be interested in such luxury accommodation. Richardot, A. (2023) This article looks at how Venice is implementing a ‘smart’ plan to effectively and clearly achieve the city’s goals regarding the tourism industry. The article discusses new regulations that could be implemented in Venice, that would not only boost the tourists' experience, but also help Venice remain viable as a tourism destination in the future. For example, the idea of bringing in entry fees 
for tourists taking day trips to Venice, during peak season, to make more money for the city and potentially keep the city quieter and more relaxing. One of the most significant ways that Venice grows its economy is via cruise ship tourism. Many cruises stop in Venice so passengers can spend a day in the city. This means there is a massive influx of tourists visiting Venice on a regular basis, which was sometimes overwhelming for business owners and Venice residents. The article explains that to ensure the city doesn't get too overcrowded, a new policy was implemented that prohibited cruise ships that exceed 25,000 tons from entering Venice.

Strategy
Venice offers a completely different experience to other tourist destinations, due to the unique scenery that comes with a city being built on water. This provides visitors with a completely different experience that can't be compared to that of other tourist destinations in the surrounding area, such as Paris or Rome. www.hotjar.com. (2024). Psychographics is a term that describes groups of people that would purchase a product, based on their interests, attitudes and opinions. This is how it can be determined why a certain demographic would choose to holiday in Venice. For example, people who visit Venice as tourists are looking for a getaway that allows them to try local cuisine and stay in high class hotels, as this is what they value. 

Tactics 
The next stage of SOSTAC is to consider how to implement the strategy and reach the right demographic.  Veneziaautentica. (n.d.). This website discusses different ways that promoters have tried to reach new markets. For example, for the past eight summers people from across the globe have been able to join and engage in Facebook livestreams that provide a virtual tour of Venice. This allows people to see the parts of Venice that may not be advertised anywhere else, so they feel connected to the destination, and want to visit more. The majority of Facebooks userbase consists of people aged thirty and over, which is Venice's main demographic, therefore this is an example of implementing the strategy. One way in which engagement and customer experience could be enhanced via things like social media, is having influencers engage with users on platforms used by a demographic that wouldn't normally consider Venice as a getaway destination, those people being younger. This would mean utilizing the user of platforms such as Snapchat, Instagram and TikTok.  

Action 
These marketing channels are the most viable due to the significant influence that social media has on people's lives. CXM Editorial (2024). This states that seventy percent of people will browse social media when choosing where to go on holiday, and sixty five percent of those people say if destinations are advertised on certian platforms they will be more likely to consider this destination.
Control
To measure the success of this marketing plan websites such as similar web can be used to monitor the number of searches and online engagement Venice related media gets. Social media platforms also allow users to see how many posts use a certian hashtag. The number of hashtags could be monitored from the time this marketing plan comes into effect.







Executive Summary: 
[bookmark: _Int_PdHMGl4P][bookmark: _Int_atvr75MJ]To conclude, Venice tourist board needs to continue to adjust its marketing strategy, in order to offer a more sustainable tourism experience. Venice during peak season, relatively is one of the busiest tourism destinations in the world. However, during winter businesses find it hard to run with the lack of people visiting. Something needs to be done to make the customer experience more enjoyable during peak season, and give people a reason to visit Venice during quieter times.
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