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[bookmark: _Toc606344881]1.0 Introduction – 100 words
[bookmark: _Toc32498101]2.0 Situation Analysis 
[bookmark: _Toc1913670373]2.1 Company – SWOT 
With Malta being situated in the Mediterranean, it is an easily accessible holiday destination and attracts a niche market of tourism, bringing in new visitor profiles onto the island. Whilst a popular tourist destination, Malta’s small size can lead to overcrowding during peak tourist seasons and unfortunately there are other Mediterranean destinations that offer similar attractions leading to increased competition. 
(See more in appendix A)

[bookmark: _Toc909165755]2.2 Customers
Overall, travellers aged between 25 and 44 accounted for the highest number of international tourists in Malta in 2023, (Anon, Statista, 2024). Mostly Millennials and Generation Z, who want authentic experiences, cultural immersion and sustainable practices holiday in Malta, these include but not limited to:
· Learners and earners
· Career builders
· Culture and comfort
· Youthful endeavors 
(See appendix B for more)

[bookmark: _Toc1161633782]2.3 Competitors 
Malta faces competition from several other popular Mediterranean destinations, who have larger tourism budgets and more extensive marketing campaigns. Although Malta has several features that make it stand out in comparison, the compact size makes it easy to explore multiple attractions without long travel times, experiencing a variety of activities and sights within a short distance. A rich history spanning over 7,000 years, including historical and cultural sites, diverse activities and (Wilton, A. 2021) “Malta is one of the only Mediterranean countries where locals speak English”.
(See appendix C for more)

[bookmark: _Toc51671913]2.4 Collaborators 
Malta’s tourism industry involves a variety of stakeholders who play a crucial role in its development and sustainability. The stakeholders collaborate to create a vibrant and sustainable tourism industry in Malta. Malta Tourism Authority (MTA) plays a crucial role in promoting and regulating tourism in Malta, the MTA advises the government on tourism operations, planning and development, ensures the highest standards and quality of the tourism product in Malta and working closely with local and international stakeholders (VisitMalta, 2024). 
Malta has an ongoing partnership with MTV since 2007, the Isle of MTV Malta is an annual music festival, organized in collaboration with the MTA and MTV. It is one of Europe’s largest free music festivals, which attracts around 50,000 attendees each year and is a major highlight for residents and tourists alike (Meekers, S. 2019). 

[bookmark: _Toc1919413384]2.5 Climate – NEED TO ADD TO BOTH
By understanding the macro environment factors, businesses and policymakers can make informed decisions and develop strategies that align with Malta’s macro environment. 
(See appendix D)
The PESTLE analysis provides a comprehensive overview of the factors influencing Malta’s microenvironment. 
(See appendix E) 

[bookmark: _Toc367409030]3.0 Objective 
To attract and increase the number of Generation Z tourists visiting Malta by 20% within the next 12 months, with targeted social media advertising campaigns. 
This will be done with influencer partnerships, collaborating with popular Gen Z influencers, with a strong following on Instagram and TikTok. Creating visually appealing and engaging content, which highlights Malta’s unique experiences whilst using data-driven targeted adverts based on their interests, behaviours and demographics. 
By using social media adverts, we can track overall engagement on social media posts and assess the reach and impact of influencer partnerships through metrics, like follower growth and engagement rates. 
Implenting these strategies, Malta can effectively attract more Generation Z tourists and enhance its appeal as a vibrant and exciting destination. 
(See more appendix F)

[bookmark: _Toc970057967]4.0 Strategy 
[bookmark: _Toc1630856779]4.1 Ansoff’s Matrix 
Using Ansoff’s Matrix (Quaranta, A 2024), Malta can strategically attract Generation Z tourists by intensifying social media campaigns, on platforms like TikTok and Instagram, collaborating with influencers and special promotions and discounts tailored for young travellers, to further boost their engagement and repeat visits. 
By targeting new geographic regions, can expand Malta’s reach. 
Introducing new adventure tourism activities and eco-friendly initiatives can appeal to Gen Z’s preferences for unique and sustainable travel experiences. This can differentiate 	Malta from other destinations and attract thrill-seeking and environmentally conscious travellers. 
Developing niche tourism products, such as wellness retreats and music festivals, can attract specific segments of Gen Z. Collaborative travel packages with other Mediterranean destinations can offer diverse experiences, enhancing Malta’s appeal.
(See more appendix G)

[bookmark: _Toc45857306]4.2 Marketing Mix – What I’m changing – Promotion and Product 
Changing the promotion of the marketing mix to attract Generation Z tourists to Malta involves tailoring marketing strategies to better resonate with this demographic. This will be done by focusing on social media platforms, creating short and engaging content to highlight Malta’s attractions, events and unique experiences. Using data analytics to create targeted ads that reach Gen Z users based on their interests, behaviours and demographics. By focusing on these promotional strategies, Malta can effectively attract Generation Z tourists and enhance its appeal as a vibrant and exciting destination. 
To attract Generation Z tourists, Malta can diversify its tourism offerings by developing niche tourism products. Highlighting and introducing adventure tourism appeals to thrill-seeking Gen Z travellers and developing eco-friendly accommodations and tours that focus on sustainability and environmental conservation. Emphasizing on Malta’s commitment to sustainability in marketing campaigns, targeting environmentally conscious Gen Z tourists. By developing and promoting these niche tourism products, Malta can effectively attract Generation Z tourists, offering them unique and tailored experiences that resonate with their interests and values. 

[bookmark: _Toc33826417]5.0 Tactics 
By following the RACE framework (Chaffey, D. 2024), Malta can effectively attract and engage Generation Z tourists, promoting its niche attractions and sustainable travel options through targeted social media campaigns. 
(See more appendix H)
[bookmark: _Toc1162916488]6.0 Action – 100 words - GANTT CHART – how, why, where and what methods – can link with control


[bookmark: _Toc1078143728]7.0 Control – 150 words - how am i measuring the success, how its addressing my objective 
[bookmark: _Toc1360674711]8.0 Conclusion – 100 words 
[bookmark: _Toc985732365]9.0 References 
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