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Introduction -
The main objective of this marketing plan report is to place Paris, France as the most appropriate location for couples, using its well-known locations and romantic experiences. The aim for this report is to increase the tourist foot traffic and boost ROI {return on investment}. By doing this report, it targets many in the tourism sector including hotels, operators, airlines, and event organisers. 
This report’s main structure includes many marketing strategies such as SOSTAC and the four P’s. This happens in the plan to understand the target market. By using these marketing tactics, the researcher can tailor this stand to best suit couples with Paris offerings. 

Situation analysis- 
The five C’s model is a way to understand the situation by being concise and to the point. The five C include Company. Collaborators, Customers, Competitors and Climate. 
Company – SWOT - 
	Swot analysis - 
	Customer 

	Strengths 
	 Paris has many strengths that couples benefit from. Such as the atmosphere, Paris has some lovely landmarks throughout the city examples may be the Eiffel tower as it poses as the perfect romantic spot.

	Weakness 
	Paris even with it being a well-known romance spot does have weaknesses like any other destination. Examples may be the over tourist demand in Paris. This could be due to the rise of ‘city breaks’ with trends, as well as the Olympics being hosted there in the summer of 2024.


	Opportunities 
	opportunities for the ‘city of love’ can be vast, as there is already much for couples young or old to do. For example, the Eiffel tower is known as a ‘hot spot’ weather that is at night or during the day. Many locals and tourists even picnic near during the day.


	Threats 
	many destinations will have threats, some more than others. Paris’ threats may be the whole sustainability of any city weather that is CO2 or rubbish and landfill. Although with the increase of demand for ‘couple holidays,’ it may increase the amount of rubbish both in bins and streets.



Customers- 
Psychographic -
 Now due to evolving trends many tourists no prioritise personal travel experiences rather than traditional sightseeing (Statista Research Department, 2024). 
The main target market is diverse for romantic travel getaways, as many couples seek a unique experience. The main psychographic points include couples celebrating special occasions. Analysing further, younger couples such as gen Z value social media moments. Whereas older couples would look for luxury and cultural moments. 
Demographic-
Demographically, the main target market is couples aged 18-45 who are into online social media travels {e.g. blogs, Instagram and TikTok}. This age group usually has disposable income. Marketing strategies are available to cater to all customer types. Boomers are not interested in social media and trends as much as the younger generations. Although, they still focus on the luxury of a holiday and romance (Kotler, Bowen and Makens, 2013).  
Online behaviour- 
There are many different tools and tricks to understand customer behaviour. However similar web allows for an in-depth analysis. This website highlights the websites that new and regular travellers visit and the types of websites they are visiting. This website has gathered that the following- 
[bookmark: _Int_LVkGuLiI][bookmark: _Int_4Dw6FMIk]Gen Z and millennials rely on Electonic devises to look into traveling. Which is why online platforms are critical for this demographic. The main social platforms are Instagram and TikTok as trends are emerging, and these types of social platforms are an inspiration as influencers are the preferences for the younger generation. Using similar web, the tracking of competitors and digital spaces, we can boost the marketing efforts. (SimilarWeb.com, n.d.)
Competitors- 
As we all know the travel industry is a hugely competitive industry and has many key competitors such as booking.com. Expedia, Airbnb and many luxury hotels and brands that cater to their customers. Booking.com offers many diverse types of accommodation. Booking.com targets budget to your average travellers (Wang et al., 2019). Expedia focuses on the convenience of package and bundled holidays. Airbnb is highly popular with gen Z as its more appealing to have your own space rather than a hotel. All while luxury hotels like the four-season provide high end experiences for their customers (McKinsey & Company, 2023). Differentiation opportunities include sustainability, luxury customisation and personalisation.
Perceptual positioning map- 
A perceptual positioning map helps to identify the competitive landscape and understand where a brand is compared to other brands in terms of price service and quality. 
Collaborators -
Collaborations with Paris hotels, fine dining restaurants, and romantic landmarks such as the Eiffel Tower, Montmartre, and the Louvre will guarantee that couples experience Paris as the pinnacle of romance. Partnering with these local companies will not only enhance the couple's experience, but also assure smooth, customised experiences that fit the needs of our target audience. 
Climate- 
Using the pestle framework, we can understand Paris further. 
Political: France's stable political environment encourages tourism through visa regulations and international ties.
Economic: As France recovers from the COVID-19 epidemic, economic considerations like as currency rates and disposable income impact couples' travel preferences (OCED, 2020). 
 Paris' thriving premium tourist industry is set for expansion.
Social trends, such as rising interest in experiential and luxury travel, have positioned Paris as the perfect romantic destination for couples.
Technological: Reaching out to modern travellers requires digital marketing, influencer partnerships, and social media.
Legal: Marketing methods are influenced by regulations governing tourism, privacy, and safety requirements.
Environmental: Sustainable tourism practices are becoming increasingly essential, with Paris highlighting green spaces and eco-friendly tourist alternatives. 
Objective-
The aim for this stand in the world travel market is to increase the number of couples visiting Paris over the next 2-3 years. This will be done by targeted advertising the idea of personalised experiences best suited with the city of love Paris, France. 
The marketing strategy for Paris, which targets couples, is based on Ansoff's Matrix, which ensures balanced growth through market penetration, development, product innovation and diversity.
Strategy-
 Market-
 Paris had made plans to up the number of trips from well-known markets in North America and Europe where romance is well known for tourists. This will be done via targeted advertisement directed at couples celebrating honeymoons or anniversaries.  (OECD, 2020).
Market development- 
Grow a wider appeal to more than just Europe and America. Growing a market to Aisia can be massive to Paris. This is important because income and disposable income is increasing in these countries. Therefore, they can afford to travel (WTTC, 2023). 
Product Developmemt- 
Paris offers much to couples as it is known as the city of love. The city offers small cute and pretty restaurants as well as the well-known Eiffel tower as well as the exclusive spas that they have. All these experiences create a differentiation. (Hoffman, 2024)
Diversification- 
To increase the appeal to Paris the city should collaborate with other cities that are known as the city of love. Such as Venice or Rome, this can be done by creating multi travel packages. Militi travel can allow the couples to travel through Paris, Rome, and Italy all in one holiday to create the ultimate experience (Page, 2011). 
Marketing mix- 
Four P’s- 
Product: Paris should emphasise its distinctive features, such as customised romantic experiences and famous sites like the Eiffel Tower. The city will stand out from other romantic locations with new services like customised private wine-tasting tours.
 Pricing:  provide packages for a range of prices from anything like luxurious experiences. Bookings will be encouraged all year round with dynamic pricing during peak periods (like Valentine's Day) and reductions during off-peak seasons.
Placement: Both well-known romantic sites and undiscovered treasures located across the city should be highlighted in the WTM. Emphasising less visited, private locations for couples to visit, like quiet parks or welcoming cafés in Le Marais, can make the encounter special.  
Packaging: The city of Paris's image as "The City of Love" will be used to create packages with themes like "Paris Anniversary Getaway" or "Honeymoon in Paris." Private tours, special dinners, and luxurious accommodation designed for romantic occasions are all included in these packages. 




RACE- 
Reaching couples with a strong social media strategy is the main goal of the RACE framework's first stage. 
Visually appealing photos highlighting Paris as the ideal love location will be displayed on social media sites including Instagram, Pinterest, and TikTok. Travel and lifestyle influencers will aid in extending Paris's brand reach by sharing their own experiences in the city, while paid advertisements on Facebook and Google will target those who are actively looking for honeymoon or romantic locations. 
The following step, the Act, will motivate potential clients to act after awareness has been raised. With customised landing pages intended to boost conversions, a visually appealing website will provide customised romance itineraries and experiences.
An important last stage is engagement, with follow-up emails sent after a visit urging couples to post pictures and stories of their time together on social media. Collaborations with travel bloggers and micro-influencers will serve to widen Paris's online visibility.
ACTION- 
Instagram, Pinterest, and Google Ads have been chosen as the marketing channels for this strategy because they are effective tools for targeting certain web searches. To encourage reservations, we can utilise influencer collaborations and teamwork with travel bloggers. With exclusive offers and great discounts to increase engagement and conversions, the advertisement will highlight important romantic seasons like Valentine's Day and the summer. While a smooth online booking experience will boost conversions, social media will be helpful in raising awareness.
Controll- 
 Measuring the success of the stand will be done by looking at the volume of new customers that are booking. Also, by using similar web to monitor the number of website visits and will focus on romantic package holidays. Aswell as conversion because it shows how many visitors turn in to paying customers. With using websites like trip advisor to see what the satisfaction rate of the customers are can help by seeing what needs to be improved in the future.
Conclusion- 
The intense competition in the tourist sector, especially in the romantic holiday market, is the main issue this marketing strategy identifies. Future efforts should concentrate on using user-generated content, strengthening influencer relationships, and further personalising experiences to achieve this. The marketing plan may be adjusted in real time by evaluating key performance. Paris's standing as the top romantic holiday destination will also be kept if it continues to follow new developments in luxury experiences and sustainable tourism.
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