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Introduction 
The purpose of this marketing report is to promote Wales as a Destination to the Public, it will include a marketing strategy to promote the destination. It will contain understandings of niche marketing, strategic marketing and use of digital media. The planning system that will be used for this report is SOSTAC as it is a framework that was made in 1990 by PR SMITH (Swan, 2022). The 4 PCS will be introduced in this report to introduce the destination to the public, the 4 pcs include product, price, place, promotion.

Wales was the chosen destination for us to promote at the World Travel Market as it as an up and coming destination with many attractions and places to see. The marketing segmentation found was Gen Z which was ages 25-34 and baby boombers age 65+. 


Situation analysis
Company:  A Swot analysis was undertaken on Wales. To look at the strengths of Wales which may pull visitors to the destination. Weakness were looked as why some visitors may not visit due to overcrowding of beaches in Summer months and at Visitor Attractions. The opportunities which were looked at was offering more accommodation in summer hotspots and around Wales to attract certain segmentation of visitors. Threats that are discussed are crime is high in certain areas  of Wales which may consider visitors travelling other areas in the UK (crimerate.co.uk, 2024). See Appendix A for Swot Table
Customers:  According to Similar Web (2024) the total visits on the Visit Wales websites between August 2024 and October 2024 were 1.712M worldwide visitors. The main gender that has looked at the website is male differentiate between ages of 18-24 all the way through to 65+ which would be the baby boomber generation segment with the age 25-34 being the most popular falling around the Gen Z segment. The other visitor profile is women with a 49.04% figure. Top organic searches were Pen Y Fan which is our tourist attraction, Wales as they may want to find basic information and Llandudno which is a community in Wales (Town Council, 2024). Pen y Fan may be the highest searched as it is a well known walking route for adventure tourists. See Appendix B for information.	
Competitors: The competitors that has been found when looking at Wales as a Destination, Was England shown on an article from the Mirror. Wales was beat by 2 English Destinations being London and Cornwall.  these being 2 popular destination with Cornwall having beautiful beaches and London being the Vibrant capital of England (Skoulding and Rhys, 2024). 
Collaborators: Wales has collaborations both international and UK. NHS Wales being a collaborator to ensure patients in Wales get treatment and care they need (WALES, 2024). Supported by the Welsh government the cyber security action for Wales has outlined four goals being “expanding Wales' cyber security ecosystem, developing a cyber talent pipeline, enhancing resilience, and safeguarding public services”. This tells us Wales has plans to keep data safe for each individual and business (Business Wales, 2024). 
Climate: A PESTLE analysis was taken forward to see what factors affect Wales as a Destination. See Appendix C.

Objectives
The objective to meet is to promote Wales to the Visitor Profiles found on Similar Web, the profiles were Baby boomers and Gen Z.  to ensure we promote correctly to them sources such as similar web can be used to see what social media apps they use for promotion campaigns to be seen on Wales. The time frame for this objective to be met will be a year from now (Haughey, 2014).


Strategy
Ansoff's matrix is a marketing strategy for growth in different areas such as visitor types and ideas to increase sales (Loredana, 2016).
Market penetration- this is the idea of increase sales from an existing product or service.  for example Wales could increase sales to the destination again by offering recent visitors more to  do and create a media clip and send to their emails if they signed up to any attraction or hotel whilst visiting,  on what's to offer in Wales to this market so they understand and consider for future visits which they may not know of.
Market Development- market development is used when targeting a different type of marketing segmentation to the destination. Wales could use this strategy to possibly attract a different type of visitor which isn't found on similar web analytics. 
Product development- product development is producing a new product to the existing market segment. To Link this to the destination this could include creating adventure packages that outline the breathtaking landscapes of Wales and amazing scenery around. 
Diversification- diversification is used when changing a market segmentation and marketing product. An example of diversification would be Wales marketing to couples and Families and offering more visitor attractions that would interest these. 

Tactics
R.A.C.E
Reach is used to find social media partnerships that are used to target the audience. In this marketing plan the market segmentation to target is baby boombers and Gen Z. the correct way to target the Gen Z audience would be Facebook as this is the way the social traffic as shown on Similar Web. Due to baby boombers falling into the older age category the best way to attract them would be physical advertisement such as billboards, newspapers and tv campaigns. By having these platforms to promote Wales will give the audience a perspective on what's offered. Ensuring the correct campaign reaches out to the correct market, the marketer must ensure the videos contain the visitors needs and motivations which include sporting activities, accommodation in areas and culture. 
Act is what content will be posted to attract the customers, this include posts to interact with Gen Z such as Facebook reels and tags, to ensure the time framing fits their daily life such as the morning when they wake up or at night when looking at social media to unwind. Gen Z look at Facebook, TikTok and Instagram which are free marketing tools. 
Convert this will mean converting viewers of the social media campaigns and commercial ads to buy, for example booking a holiday to Wales after they see the campaign or even booking an activity in Wales. To do this on each advert/ campaign have links to key areas to look more in depth. 
Engaging with your target market is key and must be kept up to standard otherwise may lose customers elsewhere. 


Marketing Mix 
The marketing mix is 7 Ps is used to meet the needs of the customer. The 7ps include Product, Price, Place, Promotion, People, Process, Physical evidence (Jain, 2022).
Wales would benefit from using the 7 Ps to understand where the destination will be promoted and types of visitors. 
Product is what is to be sold, Wales is trying to become a new product to be branded and attract new customers. This allows for attractions and local businesses to become popular benefiting company's and Wales as a destination.
Price must be considered in Visitor destinations such as Accommodation fees and tourist attractions, finding the correct pricing strategy will continue into visitors paying and no complaints whilst also companies making profit too. 
Place is a major part of the marketing mix as this is where potential visitors will see campaigns and adverts and hopefully purchase. People need the information of where to book certain attractions so having key information will lead to potential sales. 
Promotion is used for potential visitors to see what's to offer and what the destination is about, the correct way to promote Wales would be on social media such as TikTok, Facebook as these are popular apps. In person advertisement would be on tv adverts and billboards for visitors who may not have social media. This means targeting a wide audience and including everyone. 
People include hired staff who must have good knowledge on products and services offering as visitors will feel at ease with any worries and may feel happy with more information given from staff in both attractions, accommodation and tourism areas.
The process of people looking into Wales and what attraction there are to offer must be easy and accessible as this will more than likely lead to sales, as if there isnt easy access to websites potential customers may look at competitors instead. 
Physical Evidence is key to visitors and potential customers as this may confirm their attendance to an area and feel at ease for a visitor and confirm questions that they may need answers too, physical evidence includes chat boxes on websites such as Visit Wales or Reviews such as trip advisor. 

Communication mix 
Communication mix is used in marketing to reach out to its customers in the best way possible such as social media advertisement and in person advertisement, the chosen marketing strategy to advertise is digital as the market segmentation used Facebook which would be beneficial to increase future sales. TikTok is another way to promote as reels are very popular to enhance a beauty destination. The best time to schedule posts to be uploaded on Facebook is 6am with a 2.4% engagement rate, this time is key to post due to people looking for areas to visit on their social media. See Appendix D of most interaction.  See Appendix E for communication mix  (Bing.com, 2024). 

Control 
To measure the success of the business and marketing plan, looking at sales since the plan will consider if it has gone correctly or areas that may need working on such as social media or in person promotion. Another way would be to get visitors to leave reviews and this would explain if they are happy or something may need to be reviewed within the area. Customer retention would be another way of measuring as if a visitor returns multiple times they have a positive attitude and tell friends and relatives which may increase sales in future.



Conclusion
To conclude this report, similar web was used to find out the marketing segmentation to market Wales too. A situation analysis was undertaken to look at areas such as who are the customers, what competitors Wales has and how there is differences. Pestle analysis was done to look at many factors affecting Wales as a destination and how this may interfere with potential visitors. To overcome some of the Social factors in PESTLE, Welsh tourism board should consider Welsh lessons whilst visiting Wales to gain understanding of local culture. 7 Ps was introduced to look at areas of promotion and pricing. A communication mix was spoken about to find the best way to reach out to potential customers to ensure campaigns are suited to them. 





Appendices 
Appendix A:
	S
	W
	O
	T

	The strengths of Wales is that it has many things for people such as attractions, restaurants and accommodation. Another Strength of visiting Wales is everyone is friendly and happy to help.
	Weakness of Visiting Wales is it can very over populated in summer months at seaside and attractions. Congestion can be caused around streets and main areas due to people travelling to one area. 
	Opportunities for Wales would be to open more accommodation in areas to accommodate for everyone as they can get fully booked.
	The threats to Visiting Wales is that the crime may be high in certain areas. 


(Hongping Zhang, 2022).
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Appendix E:

	Advertising 
Advertising is a way of promoting a product or service but has a fee. Wales tourist board would use this on a wider scale such as Tv ads and billboards. 

	Personal selling
Personal selling is the best way to build relationships with customers as having a 1 to 1 conversation can gain understanding of someone's needs and desires for an area, this links to selling Wales as they may ask for recommendations in Wales whilst Visiting. 
	Sale promotions
Sale promotions may entice a customer to buy a product or service. An idea of this would be offering free child space with every paying adult whilst visiting an attraction in Wales such as Zip World. This is an incentive to customers whilst also making a profit.

	Public relations
Public relations is about maintain good relationships with customers to ensure there is good business profile to ensure future visitors are enticed on areas. 
	Direct marketing 
Direct marketing is sending information to visitors personal to them which will be personal to them and their needs. 
	Packaging 
Packaging for destination as it needs to look apealing to customer segmentation to entice them to purchase the product or service.  ensuring the colours are meaningful to the destination.
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