Slide 4: PESTLE Analysis for GWR
Now, let us take a deeper look at the external factors affecting GWR through a PESTLE analysis.  Each of these plays a crucial role in shaping how we approach the campaign.
Starting with Political factors, the UK government has been consistently promoting sustainable travel and investing in public transportation. Policies that incentivize greener travel options, such as tax breaks and subsidies for rail operators, align perfectly with GWR's commitment to eco-friendly transport. This offers a solid foundation for promoting GWR as the sustainable choice for young festivalgoers.
Economic- 
Our target demographic of 25-34 -year-olds often has limited disposable income, making affordable travel a priority. With economic uncertainty affecting young adults, budget-friendly options like GWR’s student and group discounts are particularly attractive. It is important to highlight that economic pressures drive this audience to seek value in their travel choices.
Moving on to social factors, there is a significant cultural shift towards experience-driven spending. Festivals like Leeds attract young adults who prioritize experiences over material goods. The growing awareness around sustainability among Gen Z and millennials makes GWR’s green travel options particularly relevant. Additionally, social media is central to how this demographic engages with brands, which is why our campaign focuses heavily on platforms like TikTok and Instagram.
For Technological factors, GWR’s investment in mobile apps, real-time booking, and onboard Wi-Fi allows us to offer a seamless digital experience that resonates with this tech-savvy generation. The use of social media platforms for influencer marketing and user-generated content further amplifies the campaign’s reach.
Legal factors, GWR must comply with UK transport regulations ensuring safe and accessible travel for all passengers. This is particularly important as our target audience values not only convenience but also safety and accessibility during their journey to the festival.
on the Environmental front, sustainability is a key driver in Gen Z and millennials decision-making process. Trains are recognized as a much eco-friendlier option compared to cars, and this aligns perfectly with our target market’s preference for making environmentally conscious choices.
In summary, the PESTLE analysis shows that GWR is well-positioned to tap into political, economic, social, technological, legal, and environmental trends to effectively reach our audience and promote train travel to Leeds Festival.

Slide 5: The 4 Ps of Marketing for GWR Campaign
Now, let’s dive into the 7 Ps of Marketing, a framework that helps structure our approach to the GWR campaign. 
First, the Product.
The core offering here is GWR’s train services. GWR’s trains provide a comfortable, eco-friendly, and affordable travel choice. For festivalgoers, this means they can enjoy a stress-free, comfortable journey, with amenities like Wi-Fi, plug, and plenty of space for groups. This makes GWR the ideal product for our target market.
Next, Price.
Given that our audience of 25-34-year-olds often has tight budgets, the pricing is a key factor in their decision-making. GWR offers affordable advance tickets, group discounts, and student rates, all of which make it a highly attractive option for young festivalgoers who are looking to save money while still enjoying a premium travel experience.
Place.
GWR operates across major cities in the UK, with direct routes to Leeds, making it easy and convenient for festivalgoers to travel. The availability of online booking through GWR’s website and app also ensures that tickets are easily accessible and can be purchased with just a few clicks.
Promotion.
When it comes to promotion, our focus will be on social media platforms, especially Instagram and TikTok, which are popular among our target audience. Through influencer collaborations, user-generated content, and hashtag campaigns like #AllAboardGWR, we will drive excitement around the train service and Leeds Festival. 
The 7 P's help us structure our approach to promoting GWR and ensure we deliver a seamless and engaging experience for festivalgoers.
Financial Viability & Campaign Impact
Now, let’s discuss the financial viability of our campaign and the anticipated impact on GWR’s brand, customer engagement, and ticket sales for Leeds Festival.
Starting with the budget, we have allocated a total of £8,000 for the entire campaign. This includes £5,000 for influencer marketing and content creation, which will allow us to collaborate with influencers who have strong followings in the festival and music scene. An additional £3,000 will go toward paid ads on Instagram and TikTok, targeting our key demographic. These platforms will allow us to maximize our reach and drive conversions.
In terms of return on investment (ROI), we anticipate a 10-15% increase in GWR ticket sales for the Leeds Festival route. By leveraging influencer marketing and creating engaging social media content, we expect to generate high engagement and interest, which will lead to more bookings. Based on the influencer reach and engagement from our targeted ads, we are confident that this campaign will drive a substantial volume of sales.
Additionally, our campaign will boost brand awareness for GWR, positioning it as the go-to travel choice for young festivalgoers. With the right messaging, we expect to see increased customer engagement on social media platforms, further amplifying the campaign’s reach.
By focusing on eco-conscious travel and leveraging platforms that resonate with our target demographic, we can expect not just an increase in ticket sales but also stronger customer loyalty and brand recognition among the 18-21 age group.
In conclusion, the financial viability of this campaign is strong, and the anticipated campaign impact will significantly boost GWR’s presence in the festival travel market, making it a cost-effective and high-impact initiative for GWR.


