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Introduction:
This plan for marketing aims to push VisitBritain's important goal area of eco-friendly tourism in the next few years. VisitBritain, which promotes Great Britain as a tourist destination worldwide, can help improve how the world sees the country regarding protecting and managing nature by starting more campaigns for this purpose. Currently, issues in the tourism area are working around problems brought up by climate change. Examples include protecting areas near coasts needed for UK travel and visiting spots. Showing strong leadership on climate action by using green methods can help fix problems. The following sections will give a situation report about how the environmental changes affect VisitBritain and its small competition space. A SWOT analysis will examine internal strengths and weaknesses, as well as external threats and opportunities. By having clear goals, plans, and costs, the company can show how the new focus on green traveling will bring more visits and spending from important markets that care for their bigger picture of nature.






[bookmark: _Int_uELGwsI4]Situation Analysis
Macro Environment
Climate change creates considerable problems for the British travel industry from an overall environmental point of view. Groups like the Met Office and Climate Coalition show that increasing sea levels and more vital weather events are becoming problems for many beachside places for tourist's visits. Areas like Cornwall, Devon, and Norfolk already face more flooding and erosion (Gamble et al., 2020). This could harm local structures or natural spots if emissions significantly increase later. Socio-cultural factors also show that more and more people worldwide are paying attention to environmental problems. Big groups of young people, like Extinction Rebellion, are pushing to stop climate change (Berglund & Schmidt, 2020). This has become a high priority in the world's meetings more quickly than before. Economically, the change towards a low-carbon circular economy provides opportunities. Environmentally friendly businesses and renewable energy are growing all over the world. They attract people who care about nature (Daines & Veitch, 2012). Encouraging eco-tours could attract new markets that want environmentally friendly choices. The worldwide travel business is also getting requests to reduce carbon emissions. This needs sustainability to be given more importance in British traveling so that it continues as a strong driver of money gain for the economy.


Micro-environment
Within its microenvironment, VisitBritain has a substantial brand value and is known worldwide for British culture, heritage, and the countryside's natural beauty. A study by Brand Finance in 2019 placed the UK as the sixth most valuable country brand worldwide (Papp-Vary, 2021). This strong brand power and good opinions give a solid start to concentrate on making things last. Costa Rica, a great place for the environment, is doing well. It is leading to how tourism can be green, and many people who spend lots of money on travel are going there because they want to help nature too. They use their marketing for environmental protection and provide easy trips to nature. In the UK, efforts have been made to make tourism more environmentally friendly. This includes big hotel chains promising to lower their use of carbon and local areas giving green certificates for actions that help protect nature better (Lu et al., 2021). Working together could be stronger between local tourism offices, natural places to visit and transport companies. This would help create a better marketing plan that improves the results. Relationships with industry groups can also help jointly support policies about single-use plastics and building energy-efficient structures. This would strengthen the UK's green image even more. VisitBritain must understand that changes in weather and shopping habits are much more significant than the tourism industry alone.

Competitor Analysis
Costa Rica has established itself as the dominant competitor in sustainable tourism marketing. In 2019, more than three million foreign guests came and gave $4 billion to their economy due to this marketing campaign strategy. Their principal place is eco-friendly lodges in the rainforest, and adventures focused on watching different living things within safe nature areas (Séraphin, 2023). These are very attractive for people who care deeply about protecting our planet's environment. Costa Rica also tries to attract wealthy tourists who like luxury travel by working with famous safari brands. They show ways for low-impact, healing trips that do not hurt the environment. They use more than 5% of their yearly tourism money to grow areas that protect nature. So, more than 26% of land and beaches in Costa Rica are now protected (Carvache-Franco et al., 2022). Other competitors like New Zealand have taken advantage of their beautiful views and promise to use more renewable energy. They are all about being "clean" or nature-friendly. Funding groups help promote progress in fields like carbon-neutral certification for travel companies and switching to greener transportation. At the same time, European countries with similar heritage goods to the UK, like Ireland, focus on green policies and environment-friendly features in their world marketing plans (Muchenje et al., 2023). Agencies underline the importance of green certification
programs to boost awareness and worth for travelers who care about the environment.

SWOT Analysis
Strengths
Britain has good natural resources that can boost its eco-friendly tourism reputation when smartly advertised. The nation's old cities and many different natural places provide a variety of low-carbon activities for culture and nature (Joyce, 2023). These are good to get thoughtful travelers interested. With new home-based operators and a worldwide reputation, these powers give a strong base if combined with one marketing plan led by VisitBritain.
Weaknesses
However, weaknesses currently exist in coordinating strategic action across regions that risk isolation compared to competitors' consolidated approaches. Even though many places are making changes to be more sustainable, they still need cars in rural areas. This is because of poor connections between trains and buses, leading people to use their vehicles more often (Ruiz-Real et al., 2022). Limited rural internet makes it hard to show off natural places on the web from far away. Since waste and plastic use are significant problems in our country, we need to make policy changes faster. This will help keep up with countries leading in protecting the environment.

Opportunities
If marketed cohesively, several opportunities could be leveraged to strengthen the UK's position. People want to take trips that involve culture naturally and do it in an eco-friendly manner. Bringing foreign visitors together with local communities can bring many good things, not just for individuals traveling. Britain is in an excellent position to make the most of green investments (Hewison, 2023). They focus on renewable energy projects, bringing their country to the forefront of low-carbon travel changes.
Threats
However, there are external threats that leadership in sustainability can help fight back against. Changes in the climate, like coastal damage, directly harm main tourist areas and buildings over time (Scott, 2021). Others pushing eco-friendly claims could weaken Britain's reputation in the market if they do not fight back. Ignoring growing public concerns about the environment and health could harm a company's reputation. There is a need to quickly change strategies to take advantage of chances and fix problems. VisitBritain must lead this effort to protect the critical money-making sector in our future from threats or missed opportunities.




Marketing Objectives
The primary objective of VisitBritain's marketing plan is to grow international interest in its sustainability content by 15% within two years. This may sound not easy, but it can be done. Focusing on engagement goes directly with lifting Britain's reputation as a place promoting suitable travel methods. Regular content helps make travel more known and thought of by intelligent travelers. The secondary objectives also have clear, countable targets in credibility, visits, and brand measurements that help reach the main goal (Guthrie, 2011). Making others worldwide see Britain as a strong leader in this area will help its positioning for years to come by attracting tourists who care about values. Studies show that a 10% increase in visits from main environmentally aware places will bring real monetary benefits for tourism companies (Middleton & Lickorish, 2007). Boosting good environmental habits worldwide by 8 points would help VisitBritain's goal to change travel choices. Measuring the brand's features regularly is essential for checking success. At the same time, making sure 80% of people in tourism know about the campaign would bring everyone together behind VisitBritain's marketing plan. This improves teamwork and helps make better experiences for visitors.


Marketing Strategy
The proposed marketing strategy is set to get the goals in place. It did so using a bundled-up method via different channels and was managed internationally by VisitBritain for two years. Making content about British achievements in five critical areas that help the environment will interest people (Liu, 2010). This is done by telling exciting stories about how things are getting
better. This story shows how being a leader can help with renewable energy systems and travel businesses focused on nature.
People often look for ideas on eco-friendly trips online. So, effective use of technology and social media helps promote the benefits of these experiences greenly to reach eager travelers searching for them online. Influencers will make the message louder to important groups they want to reach. Public relations work helps share Britain's eco-friendly ideas with more people using local media in essential markets. This raises awareness of its domestic travel options and actions to protect the environment (Liu, 2010). Trade trips would help people find partnership chances, and roadshows support teamwork. Working together with marketing deals, this country is building a green image. It uses the power of authentic storytelling to make its environment-friendly reputation stronger worldwide.



Conclusion
In conclusion, VisitBritain can make the UK strong in green tourism by planning marketing well. The study shows climate change is a significant threat to places by the sea that many people like to visit. It also presents chances for growth when more and more people start caring about nature and their desire for safe and environmentally friendly travel options. A SWOT study shows how strong Britain is in nature and culture. However, it also points out weaknesses like poor coordination of rural transport that make green travel more difficult. Set goals that can be measured by how much people are involved, trust, and visitations give a recipe for success. Using digital media, press coverage, and working with influencers or trade partners in different ways can help people worldwide know more about Britain's good work on environmental issues. Also, it will show off its great places to visit. Regularly checking the progress of goals will ensure we stay on track to accomplish VisitBritain's primary goal of increasing global interest in UK green tourism by 15% over two years. Success will improve money-earning power and make Britain famous for traveling properly - pulling in even more people who want to enjoy culture and nature without hurting the earth.
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