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Executive summary
[bookmark: _Int_AJJGPgVe]As a Tourism Destination Marketing and Events Team, this assignment will include a report to promote and publicise Wales in the World Travel Market in 2023. 
Throughout the report includes an introduction, an internal audit, competitor analysis and a strategy. 
The report includes marketing theory, generational marketing, a marketing mix, and a marketing plan to sell Wales as a destination in the World Travel Market. The stand will be at a business-to-business event. The report will focus on findings and a strategy.
Introduction
This report will cover findings that include marketing theory and research on wales. The organisation that this report focuses on is Visit Wales, for it to be sold at the World Travel Market 2023.
This report will cover many key points for Visit Wales to be sold in the World Travel Market 2023. The aims and objectives of this report is to reinforce and persuade businesses to purchase at the trade show. This report aims to bring more tourism to Wales. 
[bookmark: _Int_dtNV72B4]Wales is a country part of Great Britain. It is well known for its National Parks, Castle’s, and the Welsh language. Many tourists visit Wales annually. Wales is one of six Celtic Nations. 
Findings
To effectively find the niche market, marketing theory and research has been included. Kotler, P (2013) describes marketing as the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit. The process of marketing is to get the consumer interested in the product. This can be done by using AIDA.
Market research is included throughout the findings. Market research is the collection and analysis of data from individuals or organisations relating to characteristics, attitudes and behaviours (Housden and Chartered Institute of Marketing, 2008 p.2)
In Wales, there is a current population of 3,107,494 (Census 2021).
According to Corke (2020), there were 87,300,000 tourism day visits in Wales in 2019. Many tourists visit Wales every year to indulge in Welsh culture.
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https://www.visitpembrokeshire.com/wp-content/uploads/Wales-visitor-Survey-2019-overseas-visitors.pdf
The table above shows trends and activities tourists take part in when visiting Wales.
The demographic segment in marketing depends on age/gender, occupation, and generation. 
The target market for people visiting Wales are generation X and Millennials, they tend to come from rural areas. There are many triggers for this generation coming to Wales including short city breaks. Wales offers many romantic breaks including romantic log cabins in the countryside. 
Baby boomers may also be interested in visiting Wales as with old age they may just want a staycation, opposed to outbound tourism. This type of generation will have higher income
Wales appeals to many types of visitors; however, it is an ideal place to visit for special interest visitors. Special interests that are available in Wales include hiking, golf, and much more. 
Most of the tourists that visit Wales come for leisure purposes such as walking and visiting attractions such as historical castles. The leisure industry in Wales is worth around £2.9 billion a year (Cornwall Council, 2022). 
Welsh attract many tourists including stay cations, day visitors and overseas visitors. 
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https://www.yourgolftravel.com/19th-hole/uk-staycation-boom/
As seen on the chart, it shows that Wales have had an increase of enquiries of staycations. It overtakes Ireland and Scotland on the chart. There is a huge increase in motivation to visit Wales and to take part in activities. The most visited attraction in Wales is Snowdonia National Park. Active family explorers are most likely to visit Wales for attractions previously mentioned. 
[bookmark: _Int_HQ0pjicB]In 2019, there were 87.3 million day visits to Wales (Pagendam, 2022). Many tourists take day trips to Wales to indulge in the attractions. Including historic attractions. 
Visit Wales Tourism Market Demand Report (2022) states that 1 in 4 (24%) of the UK domestic holiday market claim to have taken a short break or holiday in Wales, in 2022. This informs the reader that many of Wales’ tourists are from the UK. 
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https://gov.wales/sites/default/files/statistics-and-research/2022-08/visit-wales-tourism-market-demand-report-uk-june-2022.pdf
The diagram above shows the life stages of the UK domestic holiday market. With families at 38% and pre-nesters at 13%. Pre-nesters are usually aged 18-34. This gives knowledgeable information; it declares that this generation would not be an ideal target market. 
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https://www.visitpembrokeshire.com/wp-content/uploads/Wales-visitor-Survey-2019-overseas-visitors.pdf
The figure shows that in 2019, 50% of Europeans travelled overseas to Wales. Whereas 23% of tourists came from North America. 
America would be a favourable target market as they are a high spend group. The attractions in Wales are intriguing to American’s as they are unaccustomed to things in Wales. 
Psycho-graphic segmentation is how people feel and their motivations to travel to a specific destination.
There are many travel motivations for someone visiting Wales. A tourist may be motivated to visit Wales as it is cheap. London is only several hours away from Wales, with it being the busiest travel hub, it is cheap to make a journey from London to Wales. 
Another motivation is that there are many accommodations within Wales including hotels, caravans, lodges, and much more. There are many B&Bs throughout the countryside of Wales. Some may be motivated to travel for the nightlife in some of the cities. 
Behavioural segmentation divides a market into segments reliant on consumer knowledge, attitudes, or responses to a product.
The selected target market for Wales are americans and british. The reason for this is American tourists are typically a high spend group, they would be willing to spend money in Wales, boosting the Welsh economy. On the other hand, staycations are already popular for British tourists coming to Wales. 
Strategy

Marketing mix
	Product
· Visit Wales as a destination
· Scenery
· Celtic Nation
· Historical attractions
· Welsh language
	Price
· £37,600


	Place – Distribution
· World Travel Market (trade show)
· B2B


	Promotion 
· Advertising - AIDA
· Social media
· Public relations
· Free social platforms on the WTM website – Twitter, Instagram, LinkedIn





The current Welsh stand at the World Travel Market does not market themselves to the best of their ability. For this reason, many things will be changed. The term AIDA will be used for advertising power and to persuade consumers to purchase the product. Relationships will need to build with businesses as it is a B2B event. 
To make the Welsh stand for visit Wales attract attention, many things will be placed on the stand. Firstly, to make the stand work, the competitors for visit Wales needed to be evaluated. The competitors include Ireland, Cornwall, Scotland and isle of man. In general, it could be said that these nations are parallel as they are all Celtic nations and a part of the UK. 
Wales needs to be enhanced to persuade tourists to visit Wales, opposed to the other destinations mentioned. To do this, the unique selling point must be established. Wales has many qualities that make it unique. The Welsh language is one of the oldest languages in Europe and many are intrigued by this. Davies (2014, p.16) explains that Welsh has been spoken from c.850 to c.1100. 
Another unique selling point for this destination are the mountains. The Brecon Beacons have the highest peak in Britain. Additionally, rugby in Wales is a passion for most of the local’s and it is celebrated significantly. 
Something else that makes Wales unique is the passion for music. Every year, Eisteddfod takes place which is part of Welsh culture. An appeal that will be used on the stand is music. Using music in marketing leaves an imprint. 
To make the stand look more appealing, there will be Welsh related items on show. To persuade the consumers to purchase Visit Wales in opposition to other destinations, the stand will need to be more colourful. The colour of the stand will be white, red and green, to represent Wales. 
Next to the Visit Wales stand, will be a Welsh dragon statue to attract attention. The statue will be made of stone. This will cost roughly £2,000. 
There will be traditional Welsh food served including Welsh cakes and Cawl. There will also be the Welsh National Anthem playing in the background. The music will leave an impact and make the stand memorable. This will help drive sales at the World Travel Market for Visit Wales.
There will be 1000 Welsh cakes priced 30p. This accumulates to £300 for all Welsh cakes. There will be 500 mini bowls of cawl. The estimated price per bowl is £1, totalling £500 for all bowls.  
At the 2023 World Travel Market, next to the Visit Wales stand will be a walk-through tunnel with virtual reality. The VR tunnel will be approximately 20 metres. The tunnel will portray the many unique things in Wales including the distinctive beaches, historic castles and it will display the Welsh colours to leave an impact. The price of the tunnel will cost roughly £18,500. 
Staff at the stand will meet and greet consumers with an outgoing and intriguing aura. They will distribute food and beverages to the people at the trade show. Throughout the stand, there will be 10 staff members. The pay per hour will be £15. This calculates to £1,800 per day for all 10 staff members. This is based on 12 hour working days. 
For the branding of this product, the name ‘Visit Wales’ is descriptive and concise, the consumer will ensure that consumers know what the stand offers. The colour scheme is red with the Welsh dragon. The Visit Wales logo also includes a Welsh language phrase, this may be fascinating to some. 
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https://machcomedyfest.co.uk/partner/visit-wales/
The cost of table and chairs at the stand amount to £4,500. The estimated cost of having the stand at the trade show is around £5,000 per 12-hour days.
The total cost for the table and chairs, the statue, VR tunnel, food and wages is £27,600. Added on to the total cost is the price to have the stand at the WTM. It is estimated that to have the space for the stand is £10,000 a day. This accumulates to £37,600 each day with everything included. 
Cost based pricing will be used. This is the most basic pricing concept; it is a price setting based on costs. It is based on the cost of production and distribution.
To measure indicators of success, satisfaction surveys will be used. 
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Table 3.2: Main activities undertaken in Wales

% Trends over time Peak vs shoulder
2019
2019 2016 2013 Peak Shoulder
To enjoy the landscape/countryside/beach
(base: all who came to enjoy landscape/countryside/beach — 180)

Visited country parks/forest parks 72 57
Visited the beach 69 58
Visited gardens 34 35
Visited a wildife attraction/nature reserve 33 26
Wildife watching 18 14

To places/historical and re us sites/attractions
(base: all who came to visit places/historical and religious sites /attraction — 179)

Castle or other historic attraction 78 78
General sightseeing 68 46
Religious site (e.g. cathedral) 44 16
Museum or heritage centre 60 45
Nature-based attraction (e.g. gardens) 44 17
Industrial heritage attraction 24 22
Scenic/steam/historic railway 24 12
Animal-based attraction (e.g. zoo) 11 5
Att gallery or exhibition 16 15

To take part in outdoor or sporting activities
(base: all who came to take part in outdoor or sporting activities — 113)

Walking (more than 2 miles) 92 83 73
Swimming (indoor & outdoor) 14 22 NA
Walking (less than 2 miles) 13 16 39
Cycling 1 10 11
Water sports 8 2 3
Adventure sports 7 7 NA
Mountain biking 2 3 2

To attend an event/concert/performance/sporting event
(base: all who came to attend an event/concert/performance/sporting event — 25*)

Live concert 49 30 15

Artelmbirnl factiml/Cistaddfad 7 7 41

o o M B a0 b O Dec13 1124 @ ® &





image3.png
Library X | @ Niche' X | il Docun X | ll marke X | N Myfirs X VisitW X | @ Discov X | @ slide1 x Travele X | G harvar X Demor X Power X G whatt X | + v _ B X

< C' @& gov.wales/sites/default/files/statistics-and-research/2022-08/visit-wales-tourism-market-demand-report-uk-june-2022.pdf G a < % » 0

=  PowerPoint Presentation

+ The gender split of the domestic holiday market is relatively even, ‘families’ are the largest life stage. ‘Pre-nesters’ are by
far the smallest life-stage within the domestic holiday market, making up just 13%, with those of ‘retirement age’ making up
23%.
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As awhole, the UK and Ireland saw a 150% increase in Enquiries between June 2020 and September 2020. England just pips Wales to the

post in seeing the greatest interest with 184% vs 179% increase.
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Overall, the UK and Ireland saw a 74% rise in Staycation bookings, with both England and Scotland benefitting the most, up 87% each. It is

likely that due to the continued quarantine restrictions, Ireland has seen the lowest increase of both enquiries and bookings, but is still up

year on year.
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Table 3.1: Profile of overseas visitors
% Trends over time Peak vs shoulder
2019
2019 2016 2013 Peak Shoulder

Visitor origin

Europe 50 48 51 54 43
North America 23 20 21 21 27
Rest of the world 27 32 29 25 30
Age

16-34 26 23 24 25 26
35-54 33 43 36 37 25
55+ years 41 34 40 37 49
Gender

Male 45 50 NA 47 42
Female 54 50 NA 53 58
Social grade

ABC1 83 85 87 80 88
C2DE 17 14 12 20 12
Ethnicity

White 91 85 87 92
Non-white/other 9 15 13 8

Base: all overseas visitors; 2019 - Stage I: 629, 2016 - Stage I: 801; 2013 - 395
Table notes: N/A = not captured in 2013; figures in red indicate a change
over time or a marked difference between peak and shoulder season visitors

The proportion of overseas visitors bringing pets on holiday to Wales was

very low in 2019 - only 2% were travelling with a pet/s (unchanged from
2016).
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