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Introduction 
This report outlines the marketing plan on the tourism destination Wales. Throughout this report key frameworks and will be used which are SOSTAC which stands for situation analysis, objectives, strategy, tactics, action and control. The 4 P’s structures and the understanding of niche marketing. The purpose of the report is to deliver an effective marketing plan promoting Wales as tourism destination at World Travel Market (WTM)

Situation analysis
Company  
In appendices A, one strength for Wales is the community spirit with whom live there. Weakness for the destination is lack of reliable public transport as there isn’t enough funding. An opportunity for Wales is new jobs and employment to people with opportunities to facilitate growth. Threat for Wales is the dying of the Welsh language and cultural heritage.  
Customers 



The demographics shown from the pie charts indicate that 56.26% of Female and 43.74% visit Wales, with an age distribution of 22.27% aged between 25-34 years old. Suggesting that more couples visit Wales as tourism destination or groups of Women of that age. The top 5 country’s that the types of people who have travelled to visit are United Kingdom, United States, Germany, Canada and Australia. This data is from the month November 2024. (www.visitwales.com, n.d.)
Competitors 
Compared to other UK country Wales has a long history, beautiful beaches, its own language, however England offers and is known for better public transport and busier city and attracts more visitors than Wales. From this most tourists who visit Wales come from particularly England. (Visit Wales Tourism Market Demand Report -UK June 2022, n.d.)
Collaborators 
The flight company KLM has scheduled a winter season running from October 27th, 2024, to March 30th, 2025, offering 155 destinations, 89 in Europe and 66 intercontinental. From this addition is it an excellent boost for Welsh tourism and keeping connections with ties across the world. From this it is partnership that is well successful within KLM airline and Cardiff airport. (Sinclair, )
Climate 
The political analysis for Wales is that the tax that tourist that will become in the next two years, those staying overnight in accommodation could be pay up to an additional £1.25 per person per night. The money raise from this will fund services in popular tourist areas and promote the language. (BBC Newsround, 2024) From this it can bring less tourists in from this new tax. For an economic aspect a tourism industry 11.8% of employment was accounted in Wales an increase from 151,000 since 2020. (GOV.WALES, 2024) This is great success within Wales and the industry of employment. As an aspect on the social analysis of Wales, there has become a decline within the Welsh language within the past 50 years. (Henley, 2021) From this it means the new tourists attracted within Wales may not even know about the language due to less Welsh people speaking it especially within the attractions in Wales. A technological analysis is that there has been a key growth within the innovation and employment in Wales. As a legal analysis for Wales is that there has been a joint legal jurisdiction with England for nearly 500 years. (Senedd.wales, 2024)

 Objectives 
The goal for marketing Wales at the WTM is to increase the knowledge about Wales and tourism. In 2023 Wales received 892,000 visitors increasing 30% from 2022, but down 13% in 2019. (www.gov.wales, 2024) With promoting Wales from WTM, this gives more increase percentage by next year. 
Strategy
Using Ansoff’s Matrix, Wales can increase tourists with bus posters with a clear QR code taking the customer and potentially tourist to the Visit Wales website, giving key virtual information with an overview on Wales and famous locations key to visit. Aswell as promoting to customer demographics with families. Wales is the perfect place for a memorable family holiday, with something to do for all ages and interests. (VisitWales, 2024) another way to market Wales is to give the customer a feel of the feeling of being in Wales by a tv advert showing a quick 30 second video. A key to marketing with getting to the audience is social media, Visit Wales Tik Tok shows wholesome videos of popular locations to visit and days in the life of What to do in Wales. (Tiktok.com, 2024) From this it gives the potential tourists ideas to plan their days out when they visit, Aswell as showing how peaceful Wales is. World Travel Market can have a big visual screen showing these TikTok’s or links to follow.
Tactics 
Wales uses indirect marketing through Television shows such as Gavin and Stacey which is filmed around many South Wales locations Barry Island the most popular as well as in the show the characters mention other Welsh locations and Welsh language. (Leston, 2024) from this can be sown at the stand explain in a short PowerPoint the history with the show and Wales and the impact it has and the attracting it brings to tourists visiting the locations it was filmed. 
The communication mix involves a development to communicate existing customers and potential, it shows advertising, sales promotion, public relations, direct and indirect marketing. Many successful campaigns consider all elements of the communication mix to view better results. (Professional Academy, 2022)
Wales also uses the RACE framework to promote as a destination, through promotional videos via TikTok to reach target audience and new customers with the videos featuring Wales on a sunny day, popular and hidden locations. 
The RACE framework is a digital marketing planning model that helps businesses attract, engage, convert and retain customers. RACE stands for reach building awareness and drive, act interact with potential customers, convert, turn prospects into paying customers and engage which is building customer loyalty through long term relationships. (Timar, 2022) 

Action 
To Market Wales for the World Travel Market, the stand would have Welsh language speakers being able to communicate in Wales and speaking and teaching basic Welsh. Aswell as samples of Welsh cakes and Cawl to try, being able to give the customer a taste of the Wales talked about food. Leaflets and maps giving out to show the key elements of What Wales has to offer within the customers stay by showing hotels near by the famous locations. Different leaflets with the regions connected to Wales, North, South, Mid and West Wales giving an insight of what the regions have to offer for the perfect stay. 
Control 
With the success of this marketing plan it will indicate key elements within the new customers visiting Wales, a gain in followers and interactions with social media. Also, more views with websites too. From the WTM stall, a QR code will be given to each person who went to the Welsh stand asking to give feedback from the information they had found from the stand if it was useful enough and did they visit Wales an what was there experience, and would they share online to the Visit Wales website for new  tourists to read and feel inspired to visit Wales. This can also indicate data and can get facts for What customers like about Wales? 
Conclusion
Overall, from this marketing plan report the key elements and from SOSTAC is that Wales is very much driven by the community spirit and friendless by lose who live there and is known for its many locations and the background which is brought in to tourists visiting. However, one of the biggest challenges known from Wales is their own language is dying as it not getting educated enough. Meaning many tourists don’t even know about Wales having the Welsh language as it isn’t getting spoken enough in tourist areas and food and beverage. 
References 
BBC Newsround (2024). Wales could introduce a new ‘tourism tax’ for visitors. [online] BBC Newsround. Available at: https://www.bbc.co.uk/newsround/articles/crln6l5lk31o [Accessed 12 Dec. 2024].
GOV.WALES. (2024). Wales Visitor Economy Profile: 2024 | GOV.WALES. [online] Available at: https://www.gov.wales/wales-visitor-economy-profile-2024.
Henley, A. (2021). Wales’ Productivity Challenge: Exploring the issues. [online] Available at: https://www.productivity.ac.uk/wp-content/uploads/2021/11/PIP007-Wales-Productivity-Challenge-FINAL-011221.pdf.
Leston, R. (2024). Gavin and Stacey filming locations: Where in Wales was the series filmed? BBC News. [online] 2 Sep. Available at: https://www.bbc.co.uk/news/articles/c2xx0znpgpeo.
Professional Academy (2022). Marketing Theories – The Communications Mix. [online] www.professionalacademy.com. Available at: https://www.professionalacademy.com/blogs/marketing-theories-the-communications-mix/.
Senedd.wales. (2024). What is Welsh law and how should it be defined? [online] Available at: https://research.senedd.wales/research-articles/what-is-welsh-law-and-how-should-it-be-defined/ [Accessed 12 Dec. 2024].
Sinclair, T. (). BUSINESSCardiff Airport’s passengers can fly to 155 destinations this winter.
Tiktok.com. (2024). TikTok - Make Your Day. [online] Available at: https://www.tiktok.com/@visitwales?lang=en.
Timar, A. (2022). Using the RACE Framework to Drive Conversion for Your SaaS. [online] Thoughts about Product Adoption, User Onboarding and Good UX | Userpilot Blog. Available at: https://userpilot.com/blog/race-framework/.
Visit Wales Tourism Market Demand Report -UK June 2022. (n.d.). Available at: https://www.gov.wales/sites/default/files/statistics-and-research/2022-08/visit-wales-tourism-market-demand-report-uk-june-2022.pdf.
VisitWales. (2024). Family holidays in Wales. [online] Available at: https://www.visitwales.com/inspire-me/holidays/family-holidays [Accessed 15 Dec. 2024].
www.gov.wales. (2024). International inbound visits and spend to Wales | GOV.WALES. [online] Available at: https://www.gov.wales/international-inbound-visits-and-spend-wales-html.
www.visitwales.com. (n.d.). UK breaks and family holiday destinations | Visit Wales. [online] Available at: https://www.visitwales.com.

Appendices 
[image: A document with text on it

Description automatically generated]
[image: A close-up of a document

Description automatically generated]


 









Gender Distribution	
Male	Female	43.74	56.26	


The percentage from 0-30 in Age Distribution 	18-24	25-34	35-44	45-54	55-64	65+	13.33	22.27	16.36	17.77	15.88	14.4	
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3 SWOT Results

This section outlines the results of the SWOT.

3.1.1 Summary of key issues

Table 2 provides a summary of the key issues raised that are applicable to all three
NDF regions, including issues raised in the context of stakeholder discussions.

The Workshop Reports provide a full account of stakeholder feedback from the
events held in each region.

A breakdown of issues specific to the North Wales, Mid & South West Wales and
South East Wales regions are thus contained within the respective Workshop
Reports for each region. The Study Report — Data and Definitions considers all
stakeholder engagement undertaken as part of the research, as well as data
collected and its associated analysis.

While these key issues may in some cases span SWOT categories (i.e. an

opportunity may also be seen as a threat), they have been classified as a strength,
weakness, opportunity or threat for the purposes of presentational clarity.
Table 2 Summary of Key Issues
* Rural busservices | ¢ Community spirit e Housing vs need | o  Night time
® Recreation, active | e  Diversity of *  Public transport economy
travel and PROW people and e Land Skills base/
network culture availability and apprenticeships
e Tourism e Housing sites and viability e Limited sites
o Welsh Language prices o Govifunding | Emptysites
o Industrial / ¢ Digital e Fuel poverty o Distance / out-
employment sites CO'T“““.VA“Y o Energy commuting
o Steel industry ¢ Universities and efficiency e Second homes
o Agriculture colleges «  Deprivation o AQ/traffic
I e Cross-border . :
* Biosciences N e Health infra e Environment as
N connections to ablocker
. Prof.essmnal England, Ircland  ® Balance of "
services and beyond communities ® N-Slinks
e  Business enterprise | o Energy sector e Out-migration e Congestion
and SMEs o Minerals e Welsh language |  Development
* Quality of life i o Underselling in flood risk
e Natural/Built env Airports o Connectivity 8“_385
*  Sports & Ent. e Acrospace sector |  Agriculture * x:;e;:‘l:;?gn
e Transportnetwork | o Reail sector o Cross Border . Waste
competition
HE reliance management
° ! ° e LALand
*  Online retail availability
e Jobs - choice, e Politics in
pay, s.easonal planning
*  Planning system
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e Welsh language
e Private and public
housing provision

e Community
engagement in
development

e Affordable
housing and public

land

e Sustainable / green
housing

e New jobs and
employment

opportunities to
facilitate growth

e Port accessibility

e Planning
obligations

e Self-fund / build
e Tourism/ leisure
e Digital economy

e Environment and
healthy lifestyles

e Welsh schools
e Lower land values
*  Quality brands

Education, skills &
apprenticeships

City Deals

Energy/
Renewables

SME/Social
enterprises

Repurposed town
centres / places

Government
services

Modal shift /
public transport

SuDS & Enviro-
management

PDL/Brownfield
Big data
Minerals/waste
Circular economy

Green
infrastructure

Marine planning
Heritage assets
Severn toll gone
Aging population

Retaining skills
Welsh
language /
cultural
heritage
Population
trends &
service demand
Agriculture
Affordable
homes

Aging
population
Tourism
Young people

Active travel /
PRoW

Second homes
Skills / staff
Automation

Job
quality/choice

Brexit
Govt funding

Stalled sites /
viability
Environment
impacts

Online services
Flood risk and
water quality
Climate change

Transport
network

Tourism and
the environment
Agriculture
Waste

Land
constraints
Connectivity
Accountability
in decision
making

3.1.2 SWOT issues and the NDF

Key issues that are considered to be pertinent to the role of the NDF are set out in
Table 3 to Table 6 below. Each issue references the NDF region within which it
was raised, alongside where the data collected validates or contradicts the specific
issue. A summary comment is also made about how the issue ought to be

addressed and/or delivered outside the remit of spatial planning.

An extended summary and deeper analysis of these issues with respect to the role
of the NDF is contained within Section 3.2; this includes details of including of
the spatial scale, policy focus, infrastructure requirements for each issue raised.

Appendix A presents an extended table of the SWOT issues raised within
workshop discussions, to include those considered to be outside the remit of the

NDF.




