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Between the 6th-8th of November 2023, the world travel market (WTM) will return to London. The WTM is the market-leading travel event which helps businesses trade with each other with inbound and outbound professionals. The event in London is over forty years old, starting in 1980 in Olympia when they only had around forty countries. Fast forward forty years later, they had 182 countries participating with 2.8 billion industry deals. Juliette Losardo, the WTM Exhibition Director, speaking about the world travel market in 2022, says: “WTM saw ministerial representation from fifty-five countries all over the globe up fifteen per cent in 2021”. She goes on to say that there has been a 165% rise in exhibiting personnel and seventy per cent increase in how many media were in attendance (World Travel Market, 2022)
The world travel market is the perfect way to show what a country like Wales offers. Wales already has a booming domestic holiday income. According to Beech (2013), around 7 million people in the UK spend their holidays in Wales yearly, spending over 1.5 billion pounds. According to Hudspith (2021), Wales was the fifth most in-demand staycation spot for summer 2022, with a 51% increase in holiday searches to this destination next year. It is one of the UK’s most popular family holiday destinations. 
To showcase what Wales offers, Visit Wales will attend the WTM and market their different tours. Visit Wales is the official international consumer website for tourism in Wales. The website is run by the Welsh Government responsible for developing and promoting the visitor economy in Wales. Their ambition is to grow the tourism sector in Wales by generating economic, environmental, cultural and health benefits for the visitors and the local community.  
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The Visit Wales Tourism Market Demand Report shows that families were the most popular people to come to Wales; thirty-eight per cent of the total people coming to Wales were families. As for visitor attractions, the most popular paid visitor attractions were Cardiff Castle coming first with 372,606 guests and folly farm coming second with 348 689 guests. As for the most popular free attractions, Barry Island pleasure park came first and second placed Tir prince fun park. These attractions are mainly catered to families, which again emphasises the popularity of coming to Wales for a family holiday (Welsh Government, 2022a).
As for the demographics of people coming into Wales, the Welsh Government (2022b) outlined that in 2021, 250,000 people were not born in the UK, which is steadily rising. They also outline that most people who arrive in Wales from abroad are under thirty. This shows that there will be a lot of younger people wanting to start families and wanting to settle down in Wales. Market research from the Welsh Government website shows that families are the most popular group visiting traditional seaside resorts. It also shows that families are the most common group to go to the holiday centres. Wales is getting a reputation for having outstanding holiday centres such as Bluestone, which is in the heart of Pembrokeshire and offers log cabins for their guests along with the blue lagoon and plenty of activities to keep everyone entertained (Welsh Government, 2022a). Using more market research, evidence shows Wales leads in great value for money, with 36% of people agreeing, which is more than any of country in the UK. It also leads to the easiest to travel and get around, with 39% agreeing (Welsh Government, 2022a).
Visit Wales will focus mainly on the American market as part of the stand, having special offers on big family tours to get businesses eager to come. The chart below shows that the USA was third out of all the countries to visit the UK in 2021, but in previous years it was first.
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Beaumont (2022) states that due to the pound slumping to an all-time low, “our friends across the pond now face a rather enticing proposition – a bargain holiday to Britain”. That article says, “They may even be coming in search of their family roots”. Moreover, according to the North American Wales Foundation (2021), roughly two million people in the USA have Welsh heritage.  
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Visit Wales must use the 4 Ps when advertising their stall in the world travel market. These include Product, Price, place, and promotion. According to research by Ahuja (2016) and Basin (2018), a marketing mix with all the Ps will be well-matched when the price fits in line with the product, or product placement should also go with the promotion. When all Ps are connected, they form a solid bond (Eti and Bari, 2020). Visit Wales should also bear in mind Kotler’s (2022) formula, which includes five product levels which are potential product, augmented product, expected product, generic product and finally, the core benefit of the product (CGMA, 2022)
To show their product, VisitWales, they will need to show what makes Wales have a unique international identity. To do this, the Visit Wales stall will be designed as a castle, given that Wales has more castles per square mile than any other country in Europe, according to Cadw.  
As for the price, they must emphasise to the other businesses that Wales offers the most excellent value for money out of the UK according to the reports stated earlier by the Welsh government. This will give them a competitive edge over their main rivals, which in this case, will be the other UK nations (England, Scotland, and Northern Ireland). As for a sense of place, Creswell (2004, P.11) said, ‘Place is not just a thing in the world but a way of understanding the world’. Using what he told VisitWales can use this to get businesses from abroad to understand what it is to be Welsh. As such, the stand will physically symbolise things synonymous with Wales. For example, as guests enter the stand, they will be greeted by the wizard Merlin a famous Welsh Wizard. There will be artificial green grass in the stand, depicting the famous rolling hills of Wales. A red dragon will be placed at the top of the stand, unique to Wales, as only one of two countries has a dragon on their flag. For promotions, according to Novak (2011), “If an organisation is going to create more strategy for its product, then it is good that the promotion is a direct comparison with competitors”. VisitWales will give out toy dragons to their guests and encourage them to dress up in medieval costumes. They will also be handing out scrolls to their guests, which will have different businesses in there and offers for touring groups. Studies show that the more appealing the gifts are, the more they will have a rising effect on the main product (Harlam and Lodish, 2012)

Aida is another way VisitWales can maximise its sales. Aida stands for Attention, Interest, desire, and action. Using the IMC (Integrated Marketing communications): IMC is defined by Schultz (1993) as a view of marketing communication planning that combines and evaluates the strategic role of different communication disciplines to gain clarity, uniformity, and more significant impact. The advantages of using IMC are that it can encourage a more strategic approach, produce a clear message, reduce costs and can encourage coordinated brand development (Lekhanya, 2015) 
All the VisitWales staff will wear the colour red inside the castle to represent Wales. Maëlle Di Folco and Marine Proust (2014, P. 17) say that red is highly preferred in America over other colours.  As described above, the stand will be in the form of a Castle. This will be made out of wood to save cost.
 VisitWales will need to work out how much this will cost. The stall will cost £10000, including the castle. The dragon will cost £1000 to make, hiring medieval costumes, which cost fifty pounds per day and tables and chairs twenty-five pounds per day.  The staff will all be paid a higher wage than usual, around fifteen pounds per hour there will be five staff working eight hours a day the event is on for three days. The total cost will be £11,825 for the event. VisitWales will want to make sure that it is finically viable. They will be selling tours at £1000 each. Using one of the seven types of appeal, they will advertise that these offers are scarce, which will go up to £1500 soon as they have sold twelve. When they sell twelve or more, they will have made a profit.  
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Figure 6: Top 10 countries for number of visits to the UK in 2021
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Source: Office for National Statistics - International Passenger Survey 2021
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