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Introduction -
The main objective of this marketing plan report is to place Paris, France as the most appropriate location for couples, using its well-known locations and romantic experiences. The aim for this report is to increase the tourist foot traffic and boost ROI. By doing this report, it targets many in the tourism sector including hotels, operators, airlines and event organisers. 
[bookmark: _Int_S1BFBps0]This report’s main structure includes many marketing strategies such as SOSTAC and the four P’s. This happens in the plan to understand the target market. By using these marketing tactics, the researcher can tailor this stand to best suit couples with Paris offerings. 

Situation analysis- 
The five C’s model is a way to understand the situation by being concise and to the point. The five C’s include Company. Collaborators, Customers, Competitors and Climate. 
Company – SWOT - 
	Swot analysis - 
	Customer 

	Strengths 
	 Paris has many strengths that couples benefit from. Such as the atmosphere, Paris has some lovely landmarks throughout the city examples may be the Eiffel tower as it poses as the perfect romantic spot.

	Weakness 
	Paris even with it being a well-known romance spot does have weaknesses like any other destination. Examples may be the over tourist demand in Paris. This could be due to the rise of ‘city breaks’ with trends, as well as the Olympics being hosted there in the summer of 2024.


	Opportunities 
	opportunities for the ‘city of love’ can be vast, as there is already much for couples young or old to do. For example, the Eiffel tower is known as a ‘hot spot’ weather that is at night or during the day. Many locals and tourists even picnic near during the day.


	Threats 
	many destinations will have threats, some more than others. Paris’ threats may be the whole sustainability of any city weather that is CO2 or rubbish and landfill. Although with the increase of demand for ‘couple holidays,’ it may increase the amount of rubbish both in bins and streets.



Customers- 
Psychographic -
 Now due to evolving trends many tourists no prioritise personal travel experiences rather than traditional sightseeing (Statista Research Department, 2024). 
The main target market is diverse for romantic travel getaways, as many couples seek a unique experience. The main psychographic points include couples celebrating special occasions. Analysing further, younger couples such as gen Z value social media moments. Whereas older couples would look for luxury and cultural moments. 
Demographic-
Demographically, the main target market is couples aged 18-45 who are into online social media travels {e.g. blogs, Instagram and TikTok}. This age group usually has disposable income. Marketing strategies are available to cater to all customer types. Boomers are not interested in social media and trends as much as the younger generations. Although, they still focus on the luxury of a holiday and romance (Kotler, Bowen and Makens, 2013).  
Online behaviour- 
There are many different tools and tricks to understand customer behaviour. However similar web allows for an in-depth analysis. This website highlights the websites that new and regular travellers visit and the types of websites they are visiting. This website has gathered that the following- 
Gen Z and millennials rely on Electonic devises to investigate traveling. Which is why online platforms being critical for engage of this demographic. The main social platforms are Instagram and TikTok as trends are emerging, and these types of social platforms are an inspiration as influencers are the preferences for the younger generation. Using similar web, the tracking of competitors and digital spaces, we can boost the marketing efforts. (SimilarWeb.com, n.d.)
Competitors- 
As we all know the travel industry is a hugely competitive industry and has many key players such as booking.com. Expedia, Airbnb and many luxury hotels and brands that cater to their customers. Booking.com offers many diverse types of accommodation. Booking.com targets budget to your average travellers (Wang et al., 2019). Expedia focuses on the convenience of package and bundled holidays. Airbnb is highly popular with gen Z as its more appealing to have your own space rather than a hotel. All while luxury hotels like the four-season provide high end experiences for their customers (McKinsey & Company, 2023). Differentiation opportunities include sustainability, luxury customisation and personalization.
Perceptual positioning map- 
A perceptual positioning map helps to identify the competitive landscape and understand where a brand is compared to other brands in terms of price service and quality. 
Collaborators -
Collaborations with Parisian hotels, fine dining restaurants, and romantic landmarks such as the Eiffel Tower, Montmartre, and the Louvre will guarantee that couples experience Paris as the pinnacle of romance. Partnering with these local companies will not only enhance the couple's experience, but also assure smooth, customised experiences that fit the needs of our target audience.  




