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Executive Summary.
Orlando, situated in Central Florida, is commonly misconstrued as Florida’s capital city due to its popularity and high number of visitors, is best known for its theme parks and family-friendly facilities and amenities. The purpose of this World Travel Market stand is to help promote the popularity of Orlando to a broader segment of travellers, such as adventure tourists, echo tourists, and independent solo travellers, to broaden the visitor typology of visitors that commonly visit the area.
Introduction.
This report will utilise frameworks, such as SOSTAC, the 4 P’s of marketing, and SWOT analyses to help develop a stand for the World Travel Market, aiming to develop Orlando as a tourist destination. The report will also investigate how aspects such as digital marketing, social media influencers, and the advancement of technology can influence consumer behaviour and brand engagement. It is important to utilise key areas such as strategic marketing, marketing segmentation, and demographics, whilst also considering the importance of market research, competitor analysis, as well as macro and micro-environmental factors when developing the marketing plan for the World Travel Market. 




















Situational Analysis.
One strength of Orlando is its subtropical climate, characterised by milder winters in contrast to their hot and humid summers (Climates to Travel, 2020). A weakness of Orlando is that the city is often subjected to environmental concerns; 22% of buildings in Orlando are at risk of flooding due to heavy precipitation (Climate Checker, 2024). Orlando has the opportunity to develop its sustainability and green tourism, whilst threats to Orlando consist of factors such as the threat of natural disasters, due to Orlando often being the subjects of strong hurricanes (Roger Jimenez, 2024). More can be seen in Appendices A.
The market consists of several consumer types, who seek different products and have different needs. Consumers can be categorised, and then served in different ways, dependent on several factors, such as geographic, psychographic, and behavioural factors. The process of dividing a market and categorising based on external factors is known as market segmentation (Kotler et al. 44–52, 2017). 
Orlando has several competitors, thought the main competitor that rivals Orlando presently is Southern California, as this is the homes to several popular theme parks, such as Universal Studios Hollywood, Disneyland Resort California, and the famous tourist destinations- the Hollywood sign (Visit California, 2008). In accordance with the Bowman’s clock (see in Appendices B), Florida rivals with New York due to New York’s more pleasant weather, and popular tourist facilities.
Collaborators often represent Orlando as a destination, with influencers representing the area as a popular destination for visitors. YouTubers such as AllEars.Net are popular amongst Disney fans- their content giving insight for people’s upcoming visits (AllEars.Net, 2024).
Politics has a huge influence over Orlando, as politics has progressively become a concern for the state, with legislations that targeted LGBTQ+ individuals (Mzezewa, 2023). Currently, unemployment is resting at 3.20% of unemployment across the city for October of 2024 (YCharts, 2024). Orlando has a diverse population- with 33.4% of residents being Hispanic (World Population Review, 2024). Major aerospace and defense organisations- as well as healthcare, education, and gaming- now having developmental plans in downtown Orlando (Wagner, 2024) due to the development in technology. 
Objectives.
The objective at hand for this report is to help market Orlando as a destination that is fit for more than just families. Presently, people perceive Orlando as a destination that is just known for its theme parks and consider it to be a destination that is predominantly aimed at families. These can be seen in Appendices C.
Strategy.
In order to begin marketing to a wider scope of individuals, it would be important to first market to the current relevant market segment before changing the area- families that have an interest in the local theme parks. After gaining more popularity, the area will grow through identifying and developing current company products to make them appropriate for new market segments, before beginning to offer new products to the current market segment in order to develop their product. The diversification of the product comes when the area begins to develop a variety of new and different attractions and facilities that differ to what they started with. 
According to Tourism Analytics (2024), Orlando saw an increase of 1.8% of visitors in 2024 in comparison to 2023, with a 6.9% increase of international visitors in contrast to the year before. People often visit Orlando due its large number of theme parks and water parks, as well as its close proximity to nearby beaches and its sunny, warm climate, making it the ideal destination for thrill and adventure, whilst also allowing for relaxation (Global Vacation Rentals, 2021). To fly with Virgin Atlantic, for example, would cost £2,129 for one adult to stay off-site, in contrast to £2,786 to stay in Universal’s cheapest accommodation, or £3,242 to stay in Disney’s cheapest accommodation. Travelling to Orlando can vary in cost due to a few factors, such as accommodation, length of stay, departure location, and more (Virginatlantic.com, 2024). With Orlando being situated in Central Florida (Mapsofworld.com, 2017), this provides tourists with the opportunity to travel to nearby cities and areas, and to engage with activities and experiences that cannot be provided in Orlando, such as Tampa Bay’s Dinosaur World (Dillon, 2024). In order to best market the destination to people, there can be a number of outlets used to reach as many people as possible, such as social media, email contacts, and TV advertisement. See Ansoff’s Matrix in Appendices D.
Tactics.
Within a marketing communications plan, tactics consist of the communication mix, or the promotional mix (Smith and Zook, 2019, p.208), which is a selection or mix of channels for promotion, such as advertisement, direct mail, and more. To expand the reach of the product, this would mean having exposure on a variety of outlets, such as different social media outlets, websites, TV adverts, and others. To expand the reach of sustainable and ecotourism in Orlando, the ideal outlets to advertise on would be on social media platforms, such as Facebook and TikTok, as these are the outlets that most travelers of this demographic would use. According to SimilarWeb, the app TikTok received a total of 85.4 million downloads in July of 2024, whereas Instagram received a total of 279.1 million downloads. Therefore, social media as a whole is an optimum form of advertising due to its large amount of users, meaning that both company-based ads, as well as influencer marketing will have a wide reach to a variety of users and potential customers. It’s also important to consider that Generation Z- those aged between 12 to 27- have a tendency to gravitate towards more short-form content that last a few seconds, whilst also enjoying highly entertaining and funny content (Roman, 2024). Through advertising on social media, it’s important that those engaging with the content then visit the product’s website, which further encourages product growth and awareness. More information can be found in Appendices E.
Action.
According to Morgan and Ashok Ranchhod (2010, p. 252), the internet helps in offering opportunities for smaller businesses that are providing niche products and opportunities. Social media websites also enable users to form their own online communities through linking their personal page to friends and family, whilst also enabling users to join groups dedicated to experiences, opinions, and allegiances (Morgan and Ashok Ranchhod, 2010). This enables companies to market their products on social media and then have their products and opportunities shared to friends, family, as well as strangers within groups that will help to broaden the awareness of marketing posted by the company.
Control.
Engagement can be easily measured on social media, through identifying and monitoring several key aspects that are integral to measuring engagement- impressions, reach, followers, likes, comments, shares, and more. Impressions on social media are recorded when a post pops up on a user’s timeline, recording that it has been shown to a user (Suresh and Singh, 2024). Differently, however, reach records each individual user that the post reaches- whilst impressions record from users who may have seen the content in the past (Suresh and Singh, 2024). Reach and impressions help to measure brand awareness (Suresh and Singh, 2024), whilst key performance indicators (KPIs) such as generated revenue can help to indicate an increase in sales (Suresh and Singh, 2024).
Conclusion.
To surmise, it is important for Orlando to explore the other areas that may be marketable to tourists besides its theme park and water park attractions. However, due to Orlando’s intense popularity with families that like to attend theme parks such as Walt Disney World and Universal Studios, it may be difficult to broaden Orlando’s scope to cover other areas and make it appealable to others that may not be interested in these areas. However, through using advertising methods such as advertising on social media, TV adverts, radio adverts, and offering seasonal discounts to those visiting the area, Orlando has the potential to expand its consumer market by showcasing the natural and sustainable beauty of its city.
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Appendices.
A – SWOT analysis.
	Strengths.
	Weaknesses.

	Orlando has a strong tourism and entertainment sector, having a $92.5 billion impact in 2023 according to Dragone, 2024), which was 5.6% higher than 2022’s $87.6 billion impact from the tourism sector. 
Orlando has a variety of exclusive recreational activities outside of its theme parks, such as learning to paddleboard, booking helicopter tours, and watching baseball games (Cheese, 2024).
The city of Orlando also has a broad and vast population with residents of varying ethnic backgrounds, with a high percentage of Hispanic residents, and African-American residents, which helps to increase the diversity of the city (World Population Review, 2024).
	Orlando is often subjected to heavy traffic and congestion, as well as a limited amount of public transport options, predominantly consisting of taxis and busses (Leap, 2024).
The weather in Orlando is incredibly unreliable, ranging from 30-40ºc sunny days, to torrential, flood levels of rain (Climate Checker, 2024). 
Orlando crime rate is 8.30 per 1,000 residents, which is unfortunately higher than the national average according to Neufeld (2022) due to the heavy tourist nature of Orlando.

	Opportunities. 
	Threats.

	Orlando has the opportunity to expand beyond theme park, such as increasing awareness of its shopping, food, and drink offerings, such as the shopping and dining district owned by the Walt Disney Company- Disney Springs (Lalley, 2024).

There is also an opportunity for Orlando to expand on its wellness tourism through developing the infrastructure to support the future of possible facilities, such as spas and wellness retreats.

The city could also develop its sustainability and eco tourism efforts by providing offerings that surround natural wildlife habitats, such as their swamplands.
	Orlando is subjected to varying weather conditions, including hurricanes and torrential rainstorms daily from June to October (Climate Checker, 2024).

The political state of Orlando can also be a threat to the tourism of the state, as a result of its Republican nature, with Republican governor Ron DeSantis signing bills that lowers the abortion ban from 15 weeks to 6 weeks, banning schools from teaching about the LGBTQ+ community, and a bill that allows Floridian residents to carry a concealed gun without permits (Izaguirre, 2023).




B – Bowman’s strategy clock.
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C – SMART objectives.
	Specific
	Boost the tourism of Orlando by marketing varying opportunities outside of the theme parks to a new market of people.

	Measurable
	An increase of 30% in visitors that are visiting for activities and opportunities outside of theme parks.

	Achievable
	Due to Orlando’s existing popularity, it may be easy to market the area to a new market of consumers due to the city’s reputable and popular nature.

	Relevant
	Increasing the number of visitors that visit Orlando for non-theme park related holidays will help in promoting the sustainability and ecotourism of Orlando.

	Time-bound
	By the summer of 2026, these aims will have hopefully been met, as the summer is typically when people visit Orlando and it gives time for more interest.



D – Ansoff’s Matrix.
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E – Gantt Chart.
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