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[bookmark: _Toc1437305830]1.0 Introduction 
This report analyses Malta’s tourism sector and proposes strategies to engage younger tourists through niche attractions, sustainable travel and social media advertising. Using the SOSTAC model, Ansoff’s Matrix and the marketing mix, the report outlines tactics to appeal to Generation Z. A Gantt chart visualises the implementation timeline, ensuring organised execution. By using these frameworks, Malta can effectively attract and retain Generation Z tourists, ensuring the long-term sustainability and growth of its tourism industry.
[bookmark: _Toc2020785412]2.0 Situation Analysis 
[bookmark: _Toc201270110]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: _Toc492775862]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 endeavours 
(See appendix B for more)

[bookmark: _Toc364773963]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: _Toc1984197851]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: _Toc2128201240]2.5 Climate 
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: _Toc1895755975]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: _Toc1022476583]4.0 Strategy 
[bookmark: _Toc443106797]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: _Toc2091932200]4.2 Marketing Mix 
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: _Toc601285811]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: _Toc2032566689]6.0 Action 
[bookmark: _Int_ag7W3JNj]With paid TikTok and Instagram adverts, every other month it will attract the younger generation and gain their interest. Instagram stories and Facebook posts are free and will run each month from December to July, using hashtags that the customers are able to use and reuse when posting about their holidays. Emailing discounts every three months throughout the year, with a variety of discounts and offers will attract and hopefully turn customers into consumers. Three months of stalls at universities, representatives have the opportunity to talk to the Generation Z customers, offer relevant discounts and showcasing Malta and its experiences. 
(See more appendix I)

[bookmark: _Toc723551647]7.0 Control 
The Gantt chart provides a clear timeline for the tasks and activities (TeamGantt, 2024), ensuring that each step of the social media campaigns is well organised and executed on time. The structured approach helps in systematically working towards the 20% increase in Generation Z tourists. 
By tracking the progress of each task, we can ensure that the campaigns are on schedule and adjust as needed. This will help in maintaining the momentum of the advertising efforts and achieving the 12-month goal.  
Setting clear milestones and deadlines helps in staying focused and motivated. Regularly updating the Gantt chart with performance metrics, allows for data-driven adjustments to the campaign. This ensures that the strategies remain effective and alligned with the objective. 
[bookmark: _Toc1718588315]8.0 Conclusion 
In conclusion, Malta’s tourism sector stands at a pivotal point where attracting Generation Z tourists is essential for sustained growth and competitiveness. By using niche tourism attractions, promoting sustainable travel and utilising targeted social media advertising, Malta can effectively engage this younger demographic. The application of strategic frameworks such as SOSTAC model, Ansoff’s Matrix and the marketing mix provides a structured approach to achieving these goals. Additionally, the use of a Gantt chart ensures an organised and timely execution of the adverting plans. By embracing these strategies, Malta can enhance its appeal to Generation Z, ensuring a vibrant and sustainable future for its tourism industry.
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[bookmark: _Toc1361330926]10.0 Appendices 
Appendix A
	Strengths
	Weaknesses

	Rich Cultural Heritage: Malta boasts a wealth of historical sites, including UNESCO World Heritage sites (Elaine, 2018). 
Strategic Location: Situated in the Mediterranean, Malta is easily accessible from Europe, North Africa and the Middle East.
Mild Climate: The island enjoys a warm climate year-round.
Diverse Attractions: From beautiful beaches and diving spots to festivals and cultural events, Malta offers a variety of attractions for different types of tourists.

	Limited Land Area: Malta’s small size can lead to overcrowding, especially during peak tourist seasons.
Environmental Concerns: The high volume of tourists can put pressure on the island’s natural resources and infrastructure. 
Seasonal Tourism: Tourism in Malta is highly seasonal, with a significant drop in visitors during the off-peak months (Lasys, A 2023).
Dependance on Tourism: The economy’s heavy reliance on tourism makes it vulnerable to global economic fluctuations and crises. 

	Opportunities 
	Threats

	Sustainable Tourism: There is growing demand for eco-friendly and sustainable travel options, which Malta can capitalize on by promoting its natural and cultural heritage responsibly. 
Digital Innovation: Embracing digital technologies can enhance the tourist experience and improve marketing efforts.
Niche Markets: Malta can attract niche markets, such as wellness tourism, adventure and cultural (Colerio, C. 2015).
Infrastructure Development: Continued investment in infrastructure, including transportation and accommodation, can support the growth of the tourism sector. 
	Environmental Degradation: Over-tourism can lead to environmental damage, which could deter future visitors. 
Economic Instability: Global economic downturns can significantly impact tourist numbers and spending. 
Competition: Other Mediterranean destinations may offer similar attractions, leading to increased competition for tourists. 
Climate Change: Rising sea levels and extreme weather events could affect Malta’s appeal as a tourist destination. 






Appendix B
	
	Holidays
	Income
	Transport 

	Leaners & Earners
	City breaks and backpacking
	Medium income 
	Walking, bus and microcar 

	Career Builders
	Backpacking and spas
	High income
	Train, walking and hatchback 

	Culture & Comfort
	Beach and spas
	High income
	Train, saloon and hybrids

	Youthful Endeavors
	Backpacking and beach 
	Low income 
	Walking, bus and hatchback 



Appendix C
Perceptional Positioning Map
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Appendix D
Macro Environment 
	POLITCAL

	Stability: Malta has a stable political environment, which is conductive to business operations and foreign investment (Endevio, N.D).

	Government Policies: The Maltese government promotes tourism, financial services and technology sectors, providing incentives and support for businesses in these areas.



	ECONOMIC

	Growth: Malta’s economy has been growing steadily, with strong domestic demand and export performance.

	Tourism: Tourism is a significant contributor to Malta’s GDP, with increasing tourist arrivals and expenditures. 

	Employment: The country has a low unemployment rate, supported by high immigration flows and robust job growth (Anon, 2024).



	SOCIAL

	Aging Population: Malta faces challenges related to an aging population, which could impact the labor market and social services (Anon, 2024).

	Cultural Heritage: The rich cultural heritage and historical sites attract tourists and contribute to the country’s identity. 



	TECHNOLOGICAL

	Innovation: Malta is advancing technologically, with solid internet and mobile usage and the development of smart cities (Anon, 2024)

	Digital Economy: The country is investing in digital infrastructure and promoting sectors. 



	LEGAL

	Regulations: Malta has a well-developed legal framework that supports business operations and protects intellectual property.

	Compliance: Businesses must adhere to EU regulations, which impact operations and costs.



	ENVIRONMENTAL

	Sustainability: Malta is focusing on sustainable tourism and environmental conservation to protect its natural resources. 

	Climate: The Mediterranean climate is favorable for tourism but also poses challenges related to water scarcity and environmental degradation. 



Appendix E
Micro Environment 
	POLITCAL

	Government Support: The Maltese government actively supports tourism and business development through policies and incentives (Anon, 2007).

	Regulations: Strict regulations ensure high standards in tourism and business operations, promoting a stable and reliable environment. 



	ENCONOMIC

	Tourism Revenue: Tourism is a major contributor to Malta’s economy, providing significant revenue and employment opportunities (Barar, R 2024).

	Local Market: The small domestic market size can limit business growth, but the influx of tourists helps mitigate this. 



	SOCIAL

	Cultural Heritage: Malta’s rich cultural heritage attracts tourists and enhances the local community’s sense of identity. 

	Demographic: An aging population presents challenges for the labor market and social services (Formosa, M 2020).



	TECHNOLOGICAL

	Digital Infrastructure: Malta is investing in digital infrastructure, enhancing connectivity and supporting the growth of tech industries (Anon, N.D).

	Innovation: The country is promoting innovation, attracting international businesses. 



	LEGAL

	Compliance: Businesses must comply with both local and EU regulations, which can impact operations and costs (Generis Legal Intelligence, 2024).

	Intellectual Property: Strong legal protections for intellectual property encourage innovation and investment. 



	ENVIRONMENTAL

	Sustainability: Malta is focusing on sustainable tourism and environmental conservation to protect its natural resources (Malta Charters, 2024).

	Climate: The Mediterranean climate is favorable for tourism but poses challenges related to water scarcity and environmental degradation. 




Appendix F
	SPECIFIC
	The objective states the goal of increasing Generation Z tourism to Malta through social media advertising, specifying the target audience and the method. 

	MEASURABLE
	The objective is measurable, as we can follow the social media engagement, growth in Generation Z tourist arrivals and influencer reach. These metrics allow for tracking progress and success (The Upwork Team, 2023).

	ACHIEVABLE
	The strategies outlined are realistic and achievable with the right resources and planning (see Gantt chart). 

	RELEVANT
	The objective is relevant to Malta’s goal of boosting tourism and attracting a younger demographic. It aligns with the broader aim of promoting Malta as a vibrant and exciting destination (Azra, A 2023).

	TIMEBOUND 
	The objective provides a clear and specific period. The time frame allows for regular monitoring and evaluation of progress. 
















Appendix G
Ansoff’s Matrix 
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