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ACT AS CEO OF VISITMALTA
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VisitMalta is Malta’s official tourism agency, tasked with promoting the Maltese Islands as a travel destination. Known for its rich history, diverse culture, and Mediterranean allure, Malta’s tourism sector significantly contributes to the national economy, making up over 25% of the GDP pre-pandemic. The organisation emphasises sustainable development, enhanced visitor experiences, and leveraging digital transformation to adapt to modern tourism demands (Bonnici, 2021).
VisitMalta currently face these strategic challenges:
· Post-Pandemic Recovery - Like many tourism destinations, Malta suffered greatly during the pandemic, with a sharp decline in international arrivals. Recovering from these losses while ensuring long-term sustainability is a critical focus. Strategies involve promoting high-value tourism and adapting to the current inbound tourist preferences (Bonnici, 2021).
· Seasonality - Malta experiences a high degree of seasonality in tourism, with peaks during summer and significant drops in winter. This poses challenges for consistent revenue generation and employment stability (Bonnici, 2021).
· Sustainability and Environmental Impact - As a small island nation, Malta faces environmental pressures from over-tourism, including strain on infrastructure, waste management, and natural resource depletion (Bonnici, 2021).
· Digital Transformation - While Malta is a leader in ICT within Europe, challenges remain in upskilling tourism organisations, modernizing digital platforms, and fully utilizing emerging technologies like AI to personalize visitor experiences (Frey, 2021).
· Changing Market Dynamics - Competing with other Mediterranean destinations requires Malta to differentiate itself through cultural, wellness, and transformative tourism experiences. New market segments like digital nomads and inbound travellers who do business and leisure offer opportunities (Bonnici, 2021).
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The author will be using multiple different methodologies in order to conduct this case study. The methods the author will be using are:
Porter’s Five Forces – which is a fundamental tool for strategic analysts plotting the competitive landscape of an industry (Gratton, 2024).
SWOT - A SWOT analysis is a planning tool which seeks to identify the Strengths, Weaknesses, Opportunities and Threats involved in a project or organisation. It's a framework for matching an organisation's goals, programmes and capacities to the environment in which it operates (Haan, 2024).
Triangulation - Triangulation in research is the process of using multiple research methods and perspectives to study a particular topic. By doing so, the researcher can refine their ideas and find new ways of understanding or interpreting a particular event or behaviour.  (Indeed Editorial Team, 2024).
Netnography - Netnography is a research method that studies online communities' behavior and activities. It's an innovative approach to ethnography involving the systematic observation, analysis, and interpretation of online data (Dovetail Editorial Team, 2023).
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Talk about findings – what I found using my methodology and how it relates to the points I brought up in my Introduction.
Post-Pandemic Recovery - VisitMalta has successfully initiated campaigns to restore Malta's tourism sector after the COVID-19 pandemic. However, the reliance on traditional markets and slow recovery in global travel present challenges. Strategies to diversify target markets and focus on high-value tourism are critical to ensure sustained recovery and competitiveness (Bonnici, 2021).
Addressing Seasonality - Tourism remains highly seasonal, with peak periods concentrated in summer months. This limits consistent revenue streams and puts strain on resources during high-demand periods. There is a pressing need to develop year-round tourism offerings, such as cultural, wellness, and eco-tourism experiences, to balance visitor inflows and enhance economic stability (Bonnici, 2021).
Sustainability Pressures - While sustainability is a cornerstone of VisitMalta's strategic vision, tangible progress is inconsistent. Over-tourism in key areas and environmental pressures underscore the urgency for a more robust implementation of sustainable tourism initiatives. These include infrastructure investments, promotion of eco-friendly practices, and alignment with the EU Green Deal to achieve carbon neutrality goals by 2050​ (Bonnici, 2021).
Digital Transformation - VisitMalta’s digitalization efforts, including AI-driven marketing and personalized visitor experiences, have enhanced its market presence. However, gaps in digital infrastructure and the slower adoption of technology among smaller stakeholders in the industry highlight a need for greater investment in digital skills training and platform modernization (Frey, 2021).
Market Diversification and Competitiveness - The competitive Mediterranean tourism market necessitates a shift in Malta’s positioning. Efforts to attract niche markets, such as digital nomads and wellness tourists, have yielded early success. Nonetheless, differentiation through unique cultural and experiential offerings remains underutilized, representing an area for strategic growth (Frey, 2021).
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Conclude the report briefly, summarising all I said in as little words as possible.
To conclude the case study, the author looked at VisitMalta in the eyes of their CEO and conducted a strategic case study to look at what their plan post COVID-19 is and what they plan to change to increase inbound tourism and business to Malta. The author talked about their Post-Pandemic Recover, their seasonality issues, sustainability pressures, digital transformation and their market diversification and competitiveness.
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