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[bookmark: _Toc97098125][bookmark: _Toc2033769084][bookmark: _Toc2041001978]Executive summary 
Worl travel market expedites opportunities for travel industry professionals to network, do business and learn. In this report we will discuss a marketing strategy to develop a world travel market stand for South Korea.

[bookmark: _Toc2017403459][bookmark: _Toc1084327217][bookmark: _Toc292665435]Introduction
Marketing is the essence of value creation to facilitate long- term satisfaction for customers to return it is a form of exchange. The purpose of this marketing plan is to boost people to travel to South Korea. Analysing niche marketing, strategic marketing strategy involves the use of digital and social media platforms to connect with target audiences. Utilizing SOSTAC digital marketing planning system, including market segmentation, generational marketing and demographics. Recognizing the significance of market research, competitor analysis, and the different macro and micro-environmental factors involved. This report will also include marketing mix and will explore the influence of digital marketing, social media influencers and technological advances on consumer behaviour and brand engagement.


[bookmark: _Toc1838764995][bookmark: _Toc1238060950][bookmark: _Toc746531524]Situation Analysis

SOSTAC simplifies marketing plans whilst the old marketing mix by McCarthy (1960) involves the 4 P’s such as product, price, place and promotion. Communication mix in marketing includes company, customers, competitors, collaborators and climate. SOSTAC is useful because it aids in creating a logical framework that incorporates key elements of a plan and helps refine the objectives [endnoteRef:27745]. [27745:  Smith, P.R. and Ze Zook (2019). Marketing communications: integrating online and offline, customer engagement and digital technologies. London; New York, Ny: Koganpage.
‌
] 


	Strengths


South Korea has a strong economy. South Korea is known for its technological advancement and innovation as it produced some of the largest tech companies like Samsung and LG.
South Korea has highly educated population focusing on STEM fields which results in highly skilled and competitive workforce.


	Weaknesses

 South Korea has an aging population. This has increased demand for healthcare services and products targeted at older consumers. 

	Opportunities

South Korea has a focus on the tourism industry. 
	Threats

South Korea has tension with North Korea.  Risk of cybersecurity threats. 
They have a national low birth rate of 0.98 per woman which can pose a threat to the economic growth. Hostile work environment. South Korea has been carrying out policies such as childbearing, but it is not working well [endnoteRef:8143] . [8143:  Pestleanalysis.com. (2024). South Korea SWOT Analysis: 15 Catalysts Empowering its Economic Success. [online] Available at: https://pestleanalysis.com/south-korea-swot-analysis/.
‌
] 




[bookmark: _Toc262860879][bookmark: _Toc1170551603][bookmark: _Toc319527712]Customers
Behavioural segmentation involves on consumers based on what they seek, when they make purchases, buying habits, usage patterns and their perceptions, attitudes, beliefs and values. They can benefit from skincare by being able to get what they are influenced by such as softer lips, glowy skin or acne free skin even healthier skin. They can benefit from learning about the culture depending on what industry they want to work in and get more knowledgeable in. Demographic segmentation is looking at age, gender and lifestyle [endnoteRef:20439] . As the target is for younger generation to find a country to explore with all the benefits of South Korea being a famous country due to K-pop and K-dram and the skincare which influences not only the younger generation but also the older. Target visitors would be a family with a steady income or adults with a steady income. [20439:  D Jobber (2004). Principles and practice of marketing. London: Mcgraw-Hill.
‌
] 


[bookmark: _Toc855095105][bookmark: _Toc527694781][bookmark: _Toc1007551586]Competitors

Cosmetic and skincare industry is very competitive so if other stands have these as samples it could affect the attraction for visitors. However, South Korea is famous for this which is means threat of new entrants is quite low outside of South Korea as they have quality research and development in their products. There are threats of substitutes, but they rely on how willing buyers are to switch, the comparative price and effectiveness of alternatives, and the cost of switching to substitutes. 
This can be solved by changing costs or creating a strong image for your brand. Discounts or sales can help increase visitors. 

Competitor analysis helps examine similar brands to your industry to obtain enlightenment on their branding, offerings, sales and marketing approaches. By doing this competitor analysis it will help us stand out.



[bookmark: _Toc921823258][bookmark: _Toc1655948425][bookmark: _Toc1952526781] Collaborators

Stakeholders and shareholders are important as they provide resources for the company growth through shareholding or loans [endnoteRef:32163] . [32163:  Middleton, V.T.C., Fyall, A., Morgan, M. and Ranchhod, A. (2009). Marketing in travel and tourism. Oxford ; Burlington (Ma.): Butterworth-Heinemann.
‌
] 

Korean Air signed a contract to build a foundation for the manufacturing and usage of sustainable aviation fuel and have agreed to net- zero carbon emissions from aviation by 2050 [endnoteRef:31450] . Global airline alliance Skyteam also value social responsibility and focus on sustainability and eco- friendly policies. They also took part in achieving gender equality in the global airline industry [endnoteRef:11743] . [31450:  SUSTAINING EXCELLENCE 2022 Korean Air ESG Report. (n.d.). Available at: https://www.koreanair.com/content/dam/koreanair/ko/footer/about-us/sustainable-management/report/2022_Korean%20Air%20ESG%20Report_en.pdf.
‌
]  [11743:  Gerasimos (2023). Case study: How Korean Air creates economic value for its stakeholders - SustainCase - Sustainability Magazine. [online] SustainCase - Sustainability Magazine. Available at: https://sustaincase.com/case-study-how-korean-air-creates-economic-value-for-its-stakeholders/.
‌
] 

As YG entertainment is a multinational entertainment agency including famous celebrities by them being signing a contract with Korean Air, they will promote Korean culture globally.
Due to these powerful influencers people are more likely to visit South Korea [endnoteRef:13827] . [13827:  Brownlow, J. (2023). Korean Air promotes Korean culture globally with YG. [online] World Aviation Festival - News for the aviation industry. Available at: https://worldaviationfestival.com/blog/airlines/korean-air-harnesses-korean-culture-globally-with-yg-entertainment-agreement/.
‌
] 



[bookmark: _Toc192396892][bookmark: _Toc1310672312][bookmark: _Toc2083093869]Climate 
Revolution, terrorism and global warning pose serious and ongoing problems within international travel and tourism markets by Victor T.C. Middleton (2009). Macro environment refers to external factors that can impact an organisation. They are structured under PESTLE which stands for political, economic, social, technological, legal and environmental. Microenvironment refers to the immediate environment of a business such as the employees, customers, competitors, suppliers can have direct impact on business operations and influence decisions making. Spring is a good season to travel however, as climate change increases wide swings in temperature happen between day and night. Yellow dust from China also blows to Korean Peninsula which the fine dust is detrimental to human health and air quality. Cherry blossom festivals do occur around this time which is a popular attraction for tourists. Summer is hot with intense humidity and usually typhoons pass through between July and September. Fall may be the best time to visit South Korea as it is not too hot or too cold and it starts with a harvest festival season called Hangawi or Chuseok which is a major traditional holiday in Korea. Winter can be too cold especially if visitors are interested in exploring mountain. However, due to climate change South Korea has experienced rising temperatures and shrinking snowfall which threatens winter tourism such as ski resorts as they need a huge amount of snowfall to run their businesses.
Due to rapid temperature increases flooding, typhoons lead to damage to properties and loss of lives however, decreasing natural disasters is one of the nation’s goals and improved disaster prevention changed building codes, industrial structures and land use [endnoteRef:15151] . [15151:  Wikipedia Contributors (2019). Climate change in South Korea. [online] Wikipedia. Available at: https://en.wikipedia.org/wiki/Climate_change_in_South_Korea.
‌
] 


Environmental challenges, including air and water pollution, waste management, and climate change which can impact the health and well-being of employees and consumers however, businesses take on sustainable practices to reduce air pollution, water pollution and waste management by investing in renewable energy or reducing emissions from manufacturing processes, invest in wastewater treatment or reduce the use of harmful chemicals and implement strict regulation to govern waste disposal and recycling [endnoteRef:14314] . [14314:  Momin, A. (2023). South Korea PESTLE Analysis: An Amazing Country for Business Investment. [online] pestleanalysis.com. Available at: https://pestleanalysis.com/south-korea-pestle-analysis/.
‌
] 


[bookmark: _Toc2041881212][bookmark: _Toc816112648][bookmark: _Toc1625353946]Objectives


The SMART Objectives would be to increase the destination awareness by at least 5%, achieve 10% more of visitors to South Korea in the next 2 years, attract 400 people to the stand, reach 2% more in sales from visitors buying the products that will be promoted at the stand, retain at least 10% of visitors to visit South Korea again, expand the country to more markets. Using the SMART objectives, we can see if we were able to reach our objectives or if we have failed and need to change our method of marketing.

[bookmark: _Toc302894818][bookmark: _Toc964634210][bookmark: _Toc435750425]Strategy

Ansoff Matrix is a tool that can help an organization grow/expand and create strategies to grow further. It consists of market penetration meaning selling more of the existing products/services to the existing market, market development meaning selling existing products/services to new consumers, diversification meaning selling new products to new customers and product development meaning selling new products to existing customers.
Korean air providing hand cream, sunscreen and lip products with sweet traditional snacks such as honey cookies, pressed sweets and fish shaped pastries. Also, with a bowl of jade green stones to show an even more in depth about the South Korean culture with a leaflet of the history behind it.

Traditional colours will be on the stand such as red and yellow. Red representing good fortune, passion, creativity, celebration and nobility. Yellow representing vitality, spirituality and power. Jade green has a cultural symbolism around youth, strength, virtue and vitality. They can represent as excitement, optimism, clarity, peaceful and growth [endnoteRef:26784]. [26784:  Leo, C.W. (2023). Which Colour is famous in Korea? [online] Color With Leo. Available at: https://www.colorwithleo.com/which-colour-is-famous-in-korea/ [Accessed 22 Dec. 2024].
‌
] 


Market penetration will be Korean Air advertising flights to the same visitors whilst with marketing development will be Korean Air promoting their services on a different platform such as TikTok or YouTube to be able to attract new consumers. By promoting Korean Air at the WTM there will be new consumers attracted to visit. Diversification will be passing sample of skin care or snacks to people that have never tried South Korean products or tried South Korean traditional snacks to expand the culture and cousin to visitors that will be interested in the cousin when travelling and to women who are interested in good quality products for their skin. Product development would be to advertise cosmetics such as makeup to people that fly with Korean Air [endnoteRef:17910] . [17910:  Team, W. (2023). Korean Air at WTM 2023. [online] WTM Global Hub. Available at: https://hub.wtm.com/exhibitor-news/exhibitor-news-2023/korean-air-at-wtm-2023/ [Accessed 22 Dec. 2024].
‌
] 

Traditional Korean aesthetics such as hanboks, calligraphy and instruments [endnoteRef:7203]. They appeal to a global audience as they showcase its international reach and modern approach. Segmented pricing also allows for differences in customers, products or locations [endnoteRef:1228] . [7203:  Brandcredential.com. (2024). Korean Air Marketing Strategy: Heritage and Innovation in Aviation. [online] Available at: https://www.brandcredential.com/post/korean-air-marketing-strategy-heritage-and-innovation-in-aviation.
‌
]  [1228:  Kotler, P.T. and Armstrong, G. (2021). Principles Of Marketing, Global Edtion. 18th ed. S.L.: Pearson Education Limited.
‌
] 

[bookmark: _Toc325196990][bookmark: _Toc1249933172][bookmark: _Toc956519083]Tactics
Communications mix mentions all the tools the company uses to communicate with its current or potential customers. Advertising is a tool to reach our feelings and stimulate engagement. Media stories and organized events act as valuable sources of public information and experiences, helping to raise awareness and educate various target audiences about a brand and its corporate identity. Public relations campaigns can boost corporate reputations and provide a competitive edge. Sales promotions are designed to elicit action and is frequently utilized in situations from selling fast- moving consumer goods to car finance. Digital marketing engages target audiences and build communities through online and social media platforms [endnoteRef:31532] . [31532:  Jobber, D. and Ellis-Chadwick, F. (2020). Principles and Practice of marketing. 9th ed. Maidenhead: Mcgraw-Hill Higher Education.
‌
] 

The RACE framework consists of reach by building awareness, act consisting of engaging the audience, convert meaning achieving conversion to marketing goals and engage to build customer and fan relationship. South Korea has great ways to enhance engagement such as advertisements of celebrities in a destination where it can attract tourists. They use celebrities that have created a loyal fanbase to promote different products or services around South Korea. Most social influencers that visit South Korea usually blog their experiences which attract more people to visiting South Korea. Even on TripAdvisor most places were rated 4 stars and higher showing how South Korea really is one of the best choices to visit.





[bookmark: _Toc2130166074][bookmark: _Toc1217957688][bookmark: _Toc1860222246]Action 
TV adverts will expand to multiple target audiences such as different age groups or different backgrounds which will help increase visitors to our destination. Promo videos including, flash sales, giveaways, buy one get one free, limited time free shipping and sample dops help in targeting new visitors due to pricing strategies intriguing a new target audience. For example, students or adults between 18 to 25 who might not have enough money as a 43-year-old. Mail marketing, telemarketing, and door to door sales help people find out about South Korea destinations and can sign up for future deals or more information. Targeted online advertisements, Pop- up shops, conferences, cultural videos, meetings, cold calling, social selling, discovery calls, and press releases all benefit in creating a positive view of South Korea that can encourage new or repeat customers.


[bookmark: _Toc2051822975][bookmark: _Toc1911423999][bookmark: _Toc375382442]Control 
The KPI pyramid categorises various objectives such as ROI, sales, market share, acquisition vs retention, NPS sentiment score, Visitors, conversion rate, subscribers, enquiries, orders, cost per visitor, cost per lead, cost per order/cost per customer acquired, page views, duration, key phrases, top content, top landing pages, page rank. Engagement from followers, likes, comments, shares and cost per like.
Using the KPI pyramid it will help us distinguish the profitability of this stand. Benchmarking measures products, services and processes against those of organizations known to be leaders in one or more aspects of their operations. It helps businesses identify areas of opportunity and improvement, understand performance gaps, lower expenses and reduce inefficiencies, gain insights into competition, set business goals, increase sales, improve productivity and efficiency and gain a competitive edge. These will help monitor advancements towards objectives, identify areas of improvement and refine strategies accordingly. This constant ongoing feedback process guarantees that businesses consistently see opportunities to enhance their performance.

[bookmark: _Toc2050973487][bookmark: _Toc1560622492][bookmark: _Toc336458243]Conclusion 
Key challenges in this marketing plan were to identify the collaborators for this destination. In future campaigns there should be more research regarding the partnerships, sponsorships and stakeholders of the destination. 
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[bookmark: _Toc918555442][bookmark: _Toc1299932010][bookmark: _Toc960054387]Appendices
Perceptual positioning map to help competitor placements and opportunities for differentiation. Tote bags, snacks, drinks, and skincare will attract more people to our stand compared to having stationary products as they are mostly used by everyone. By offering drinks and snacks visitors can also learn about the cousin in South Korea.
[image: ]A perceptual positioning map of different country competitors to South Korea.
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Gannt chart illustrates the project schedule – show dependencies amongst activities – timing of the activities -
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