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Executive summary 
Held in London, the WTM (world trade market) managed by the WTO (world trade organization) is a three-day held event sponsoring and advertising a wide range of different travel, cultural and business companies. The focus of the stand is on the country Mallorca, this is because it is a popular tourist destination and has many benefits regarding infrastructure improvements, natural beauty and cultural interaction.
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1.0 - Introduction
The purpose of this report is to produce a marketing campaign for a destination and effectively promote and publicize a WTM stand – the destination at the world travel market. The world travel market is a B2B event held in London yearly. The marketing strategy of the destination will demonstrate an understanding of niche marketing, planning and the use of digital and social media to engage a specific target market. It is important to utilize the SOSTAC digital marketing planning system and provide information about different strategies including physical evidence, influencers and sustainable concepts. The destination of this WTM stand is on the country Mallorca.
2.0 - Situation Analysis
2.1 - Company
Strengths
After creating a SWOT analysis, a main significant factor for the country is the popularity of tourism economically, therefore the increase of local businesses and stakeholders because of the expenditure used by tourists. BALEARIC ISLANDS REGIONAL CONTEXT SURVEY. (2020). (See more in appendix A) 
Weaknesses
A main weakness is the water supply – during the popular summer months the use of water significantly increases because of the amount of tourism within the country. Kent, M., Newnham, R. and Essex, S. (2002).  (see more in appendix A) 
Opportunities 
The opportunities for tourism vary from the growth of different jobs and vacancies to helping the promotion of sustainable single use plastic, Deirdre (2022). (see more in appendix A)
Threats
The main threat regarding the country Mallorca is the ‘overtourism’ factor – residents of towns have complained about the loss of quality of life regarding the mass number of tourists, euronews. (2024). (see more in appendix A)

2.2 - Customers
Using marketing segmentation helps the understanding of age, income and demographic segmentation. Using the website Similarweb.com. (2024), it has focused into psychographics, demographics and behaviours. Demographically, it shows that 50.07% of males and 49.93% of females visit Mallorca – this could imply that more couples or families travel to the country because of the 0.14% difference. Through comparing generational ages, 25.29% of people ages 25-34 visit the country Mallorca because the country is described as a tourist town for families and couples’ holidays - Abc-mallorca.com. (2023). Millenniums are more likely to travel to Mallorca because the country is described as a tourist town for family and couples' holidays. This shows that the country has a specific age range and will be improved through the stand. 
Comparing similar web and a customer profile from Experian, (2024), the age range is 26-35 which corresponds with ‘similarweb’ – this proves that there is a particular generational age that attracts tourism in Mallorca. The customer profile shows a high attraction to holidays in local towns and cities abroad with a variety of activities with a total of 5+ holidays annually. (see more in appendix B)
Exploring different cultures through ‘Statista. (2022)’ has shown that the popularity of tourists ranges from the German, other Spanish and European cultures – overall, it states that 4 million tourists visit from other Spanish regions because of their similar culture and lifestyle. (see more in appendix B) this is linked to sustainable tourism supported by other countries. The importance of sustainable tourism is the development of eco-friendly practices - Fast Company Middle East, The future of tech, business and innovation. (2024)
2.3 - Competitors
By using the Bowman’s strategy clock, Bowman and Faulkner (1997) it shows that compared to other European countries, it shows that Mallorca is a cheaper option with hotter weather during the summer months compared to other countries - Rebecca (2017) – this targets a wide range of tourists because of the competitive costs which furthermore helps economically. (see more in appendix C) 
2.4 - Collaborators 
Mallorca's collaborators range from the government to airlines to local guides advertising the country by promoting beaches, activities and hotel establishments. Within the country there are 676 hotels – ‘statista. (2023)’ that attracts tourists because of the variety of destinations providing different experiences and hospitality packages. Moreover, Jet2 promotes tourists to visit Mallorca with a direct flight - ‘Knibbs, J. (2024)’ - this economically benefits local stakeholders within the country because of the mass amount of tourist visiting annually. (see more in appendix D)
2.5 - Climate
An important factor for the country Mallorca is the environment – the country has implemented a law for climate change and the saving on energy to increase sustainability for local stakeholders and businesses to attract more tourism - D8.1 Market & PESTLE Analysis. (2020). Through analysing the micro factors affecting specific businesses, many older buildings such as hotels and Villars use a high amount of energy consumption which increases the pollution. Moreover, the macro factors include air pollution for the country, which increases monthly because of the high amounts of tourists visiting. (see more in Appendix E)
Objectives 
By summer 2025, the country Mallorca wants to increase the millennium demographic – through this it will increase the socio-economic environment by creating more opportunities for all ages. The country will achieve this by advertising on social media platforms that attract the specific age range such as on Instagram, Facebook and furthermore using direct advertising through email to ensure guaranteed customers. 
Strategy 
‘Ansoff. H, (1957)’, the Ansoff's matrix strategy has helped develop a plan to ensure more opportunities for the country Mallorca demographically – focusing on the product (Mallorca), the placement has light shades of blue and yellow to show the seas and beaches in which cognitively customers will picture the sea. This demographically helps because of the attraction to colour and tropical theme. Referring to pricing, the country is affordable according to Tripadvisor.co.uk. (2021), this is proven by the comments tourists have made referring to the hotels, flights and travel. The country would be advertised on social media targeting the different demographic ages, therefore with paid ads, advertising the country with different opportunities and activities using colours and words promoting the country. 
Tactics (400 Words)
To affectively promote and market the country Mallorca to new people and customers, the trade stand will promote pictures of the beaches and hotels by using social media – this will effectively publicise the country to a specific target market around different Countries, such as demographics. Through posting on different social media apps such as Facebook, Instagram and Tik Tok it will furthermore help customers interact, share posts to promote the country further and follow to stay up to date on exclusive offers, discounts, and promotions. 83% of ages 25-35 believe that social media helps people stay connected and furthermore 70% of generational z believe that social platforms help different customers interact - Lenhart, A. (2015).
To ensure more customers, it is important to optimize landing pages by using colours, strategic planning and persuasive words to draw in new customers – the stand could also use segmentation to identify common characteristics and behaviours to attract specific demographics based on age groups. To impact customers interests focusing on age demographics, the stand could remarket by using a variety of different target market strategies such as for older demographics, posting letters or posters door-to-door could keep customers informed and further for younger demographics using emails or text messages.
Analysing the current trends using ‘similarweb’ shows that the current distribution of channels ranges from “travel and tourism, food and drink and news & media” with a collective 15% - Similarweb (2024). This proves the popularity of the current trends in tourism. The specific online domains regarding ‘similarweb’ relate to the engagement of customers and their experiences – the top rank of websites rank from google with 89% to Facebook at 31% of popularity regarding social trends. 
These could be improved upon by leveraging social influencers on other social media platforms to further the country – this by collaborative campaigns to allow influencers create specific content to age demographics and further by monitoring engagement tracking to see the popularity (likes, comments and shares) To promote the country further, by customers positive reviews on public platforms, it creates a positive impact on the social climate and therefore builds trust with other potential customers in the future. 
Action
Through plotting a Gantt chart to measure the advertisement of the country, it has been affective to see what times would be affective to sell or promote the product – the WTM stand will be advertising the country for its hot beaches and many varieties of hotels to accommodate different demographics. The stand will be promoting the country through using advertising online such as tv views, radio and ads on Instagram during the early months to attract customers. Furthermore, closer to the summer months the country will use sales promotions to appeal to customers further. To ensure the attraction of the gen z and millennial demographic, the country will use public relations to advertise the country on social media; Facebook, Instagram and tik Tok due to the present trend's high level of appeal and popularity - Stacy Jo Dixon (2024).
Control 
The country will measure success though the metrics of the Gantt chart – these will identify the key performance indicators such as new customers using public relations, sales promotion and direct marketing. Referring to public relations, by using the metrics of ‘like rates’ it benefits media attention, brand awareness and retains a positive reputation for customers. By measuring the metrics on advertisement, it creates profits for the brand through promotional codes, ppl (pay per link) and the click rate – this benefits the brand further because it increases the brand image, audience insights and moreover increases the sales.
Conclusion/recommendations
To conclude, the key challenge regarding the WTM stand based on Mallorca was the competition analysis, the current market evolves annually and therefore creates a challenging factor to maintain a distinctive position in the market. A recommendation for this is using unique value propositions – This is to emphasize and communicate the viewpoint to better publicize and promote the stand.
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Appendices
A – company (swot)
	Strengths
By conducting a SWOT analysis on the country Mallorca, the strengths were a main factor in which shows the popularity of tourism economically - According to ‘Balearic Islands regional context survey, 2017’ tourism is the main part of the town's growth – this relates to the type of activities which is 44.2% of regional GDP (gross domestic product) in the islands, also it generates more than 30% of direct employment annually, which also creates more jobs and opportunities for the island. Excluding the pandemic, the popularity growth of Mallorca has risen significantly by 6.9% since 2020 - ‘Mallorca tourism statistics, (2023)’.

· many tourist facilities and accommodation
· rich cultural heritage
· popular tourist destination
· economic visitor profiles
	Weaknesses
The main weakness for the country is the water supply – according to Kent, (2002) the most popular time for visitors is during the summer months which is the driest time of the year for Mallorca because of the consumption of water (Salem, 1995, Holden, 2000). This impacts the diversity on enhance Mallorca's tourism product. Furthermore, this could potentially risk the visitor numbers and the social implications.

· Growing population – creates pressure for local resou2rces
· Health services such as hospitals
· Environmental factor (water/food/waste)

	Opportunities 
An opportunity regarding the country is the promotion of sustainable single use plastic - Deirdre (2022). In March 2021 the government implemented the installation of permanent water refill point around the “hot-spots” of Mallorca – this helps with biodiversity and further attracts more tourists because of the healthy clean environment.


	Threats
A significant threat is protests of ‘overtourism’ by residents - ‘euronews (2024)’. This is relevant because of the complaint of “loss of quality of life” which corresponds with the building and refurbishment of historic attractions and impacts the natural resources of the country.




[image: ]
2.2 Customers (B)
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2.3 - competitors (C)
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2.5 - Climate (E)
	Political
· Government polices
· Political stability
· Tax implications
· Industry regulations
· Trade agreements
	Economical
· Exchange rates
· Economic growth
· Inflation
· Interest rates
· Cost of living
· Labour costs
· Consumer spending
	Social
· Lifestyle factors
· Cultural norms
· Population demographics
· Spending habits



	Technological
· Innovations in technology that impact an industry or market
	Legal
· Laws that effect the business environment at a national and European level
	Environmental
· Scarcity of raw materials
· Pollution targets
· Carbon footprint targets
· Macro – population growth and the economic development increasing global waste at 67.42%
· Macro – Balearic islands are heavily reliant on non-renewable fossil fuels at 97.7% with only 2.3 of sustainable sources




	
	negative
	positive

	Political
	Fuel use for the DHC is a deep reliance on fossil fuels
	Roadmap for the country is expanding annually attracting more tourism

	economic
	Covid 19 impact – less business locally 
DHC consumption is low by 0.15% in 2017
	High investments by hotels and stakeholders increasing tax revenues

	social
	Older population
No direct relation between savings in heating and health
	74% population living in main cities
67% of people living in local flats in which creates more profit locally
45% of young people renting houses which creates more profit for stakeholders

	technological
	Low experience in solar thermal technologies
	Growing trends since 2011
Business opportunities to insert solar technologies because of the specific Spanish culture

	legal
	DHC implementation
	Upcoming law on climate change and energy transition

	environmental
	Old building stock with high energy consumption
	Growing attention to climate change
Increasing for greenhouse gas emissions
Urban air pollution noticed




Strategy
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Action
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