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The purpose of the stand is to increase sales and get business to business offers to expend the businesses to a larger audience. Going to WTM 2023 will hopefully get Pembrokeshire on the global map. The selected product will be to market Pembrokeshire’s consortium. There is a lot of local products that are made in Pembrokeshire, focusing on major ones, Barti Spiced Rum (The Pembrokeshire Beach Food Company), Pembrokeshire Cider, Harbour Brewery, Puffin Potatoes and Tan Y Castell. 
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World Travel Market is an annual event and ‘enables the growth and development of the global travel industry’ (World Travel Market 2022). Customer research shows that people do what to buy Pembrokeshire produce but lack the idea of where about it might be (Pembrokeshire Country Council 2022) With Pembrokeshire growing rapidly in the tourism sector this will bring attention to it worldwide and get Pembrokeshire on the map globally. Wales needs to be promoted effectively and in a positively to show its full beauty. By Wales promoting Pembrokeshire’s consortium it will give other businesses an idea of how they can help expand these different types of businesses to a global audience and we are finding more and more than people want authentic foods/drinks that are made. 
The WTM 2023 stand should stand out with its colours and the different types of things they can offer for example sample of the food and drinks and a behind the scenes of how everything was made to show authenticity within the businesses. While promoting at the WTM the stand should consider giving discount codes or ‘WTM prices’ this can be cheaper than the original price. A survey from RetailMeNot found that two thirds of consumer have ‘made a purchase they weren't planning on making based on having a discount. (Roesler 2022) The research that is found will ensure that this stand flourishes and will ultimately increase revenue and increase business to business deals and connections. By looking at previous Wales stands presented at WTM over the years it will give a clearer understand of what was successful and can be considered to include and things that can be improved on. 
World travel market is a venue that was founded in 1960. WTM have loads of different events around different countries. These are made up of different business and companies from around the world also some including hotel and event company organisers. The event in London takes place in the Excel building and is an annual event. At WTM it was found that the Welsh stand was very plain and blank and didn’t stand out and. Show how beautiful Wales was like they could have marketed Wales more effectively. This report will set out a clearer strategy to market Wales at WTM.
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It looked very businesses and not very pleasing. It didn’t have a USP attached to it either as it didn’t attract visitors.


(Kotler and Armstrong 2012) the authors of Principles of Marketing acknowledge that you can’t serve all clients with the same satisfaction therefore its necessary to define a ‘target market’ The target market for this stand will be travellers but more specifically eco travellers while research it was found a lot of products from Pembrokeshire that are get marketed are very eco-friendly and they look a lot of how things can be made authentically and how the packaging and product can be eco-friendly. Consumers who are more sensitive to the environment are more likely to purchase products that don’t harm the environment and recommend other to approach consumption more ecologically (Šagovnović and Stamenković 2022) Considering the fact WTM is trying to sell business to business countries are always trying to find new ways to apply to a niche audience when it comes to not only the product but how it was made to. Due to Pembrokeshire only being known to people in the country with few people globally knowing where it is on the map. 
Having a sponsor and collaborating with different businesses this could really help with promoting and selling their products globally. However, we don’t want our stand the primary focus on eco tourist travellers rather just get Pembrokeshire more well know and put on the map globally so we can get better revenue and ultimately get more business-to-business deals and sponsorships. having a few target markets can make it difficult to engage to different people however this marketing report will help find criteria for each market to make sure they are accounted for.
When looking at how to market the stand using the marketing mix helps make a strategic decision and what will help get the most business-to-business deals. Thinking about the product which is Pembrokeshire’s consortium (Barti Spiced Rum (The Pembrokeshire Beach Food Company), Pembrokeshire Cider, Harbour Brewery, Puffin Potatoes and Tan Y Castell.) 
When thinking about the price, because these are local brands sometimes, they do tend to cost a little extra just so they can make a profit. Barti Spiced Rum retails at £31.99, Pembrokeshire Cider at £35 for a case of 12, Harbour Brewery can range anywhere from £25 to £35 depending on what you are looking for, Puffin Potatoes for a 12.5kg bag £8 and a 25kg it’s £12 however these are primarily a wholesaler which would be perfect for doing business to business at WTM to get sponsorships to expand the brand. And finally Tan Y Castell their baked goods can range anywhere from £1-£5. 
Regarding placement products will be available to buy at the stand and online at a discounted price, samples will also be handed out too. Free samples have been proven to boost sales by as much as 2,000% (Dopson 2021). This can help by giving new audiences an introduction to your product, expand a shopper’s knowledge and gain attraction to your products. (Bawa and Shoemaker 2004) Promotion can be done via having the fishing boat as it draws attention but also social media pages as well. These will be put up in advance to give people notice. 

The Layout While looking through the WTM. They are offering a deal where you can get 12cm2 section and it’s more cost effective and you can do it up how you want to. The total cost being £4,000 for a personalise stand because we are working with five different companies all divided by each of them, they would end up paying out £800 each. By having some parts of the stand red, it shows off the colour of Wales for example the dragon and studies show that red is the most attractive colour and will draw people in. (Berthold et al. 2007) The Pembrokeshire Beach Company also has a Fishing boat they have done up and sell their food at. This is the USP of the stand and will make it sand out from the crowd and attract more people. 
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Whilst the ROI is uncertain due to not knowing how well and successful the stand will be in 2023. From looking at previous years and comparing them to the Wales stand last year its unlikely to suffer any losses. However, over 30,000 of visitors attend WTM and every business that has attended have said that they have gained from attending the event one way or another. (World Travel Market 2022) The WTM is held over three days. With averaging 10,000 visitors a day. Each business on the stand has their products bundles ranging from £20-£80 depending on what the visitor is looking for. You must take into consideration the 15% discount for buying them at WTM so you would be making between £17-£68 however you hope that you will get some sponsorship deals and business to business offers. We can estimate the average customer will spend £5 that’s a profit of 50,000 a day. Even though we don’t know the exact figure we can have rough estimates. 
At the end of the three days when evaluating success these a few performance indictors to look out for. Some being how many visitors did we have to the stand, how much profit did each business take, how many visits to the business websites did they have and how many business-to-business interactions did they have. Some of these performance indictors will not come into immediate effect and might take a few months to see a growth. These will include growth in revenue. If a visitor has a positive experience with your product, they will buy one they will have to wait until it gets delivered they will use it and then recommend it for a friend to try they will do the same and so on and so forth so the number of customers that visit the site and order online might have a slow increase. All of these factors will also help to see if promoting a business at WTM was worth it and whether you would come back next year to promote your business, increase your sales, and make business to business connections.
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