[image: A black background with white spots

AI-generated content may be incorrect.]



[bookmark: _Toc202782124]The Changing Landscape of Marketing in Hospitality: A Personal Exploration and Application





Gary Metcalfe
Student No: 1911031
Module: BMMB7026D – Managing Marketing Change
Carmarthen Business School, University of Wales Trinity Saint David
Word Count (Permitted): 3000 +/- 10% = 2700 – 3300
Word Count (Actual): 3300
4th July 2025

[bookmark: _Toc202782125]Executive Summary
This report critically examines the evolving landscape of marketing within the hospitality sector, focusing on key emerging trends and their practical application. Drawing upon a personal interview with the Marketing Manager for Wales at Village Hotels UK, the report brings together academic insights with real-world observations. It identifies and analyses three key emerging trends: Hyper-Personalisation through AI and Data Analytics, Sustainable and Regenerative Tourism Marketing, and Experiential Marketing & Immersive Storytelling. A case study of Village Hotels UK is presented to show how this leading brand has adapted to these trends, highlighting both successes and challenges. The report concludes with a personal reflection on the implications for future marketing strategies within the hospitality industry, offering innovative recommendations tailored for businesses of varying scales.
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[bookmark: _Toc202782126]1. Introduction
The hospitality industry operates within a dynamic and increasingly complex marketing environment. With rapid technological advancements, evolving consumer expectations, and a heightened focus on sustainability, traditional marketing paradigms are continually being challenged and reshaped (Tshwane University of Technology, 2023). This report aims to combine theoretical understanding of these emerging trends with practical, real-world insights. The core objective is to provide a comprehensive analysis of the contemporary marketing landscape in hospitality, offering a unique blend of academic rigour and personal observation.
To ground this exploration in tangible industry experience, this report adopts the methodology of conducting a personal interview with a hospitality professional. This approach was chosen over a marketing experiment to gain direct, first-hand perspectives on how industry practitioners are navigating the complexities and opportunities presented by the evolving market. The insights gleaned from this interview form a crucial cornerstone of the subsequent analysis, informing the discussion of emerging trends, the case study, and the personal reflections presented here. The report will delve into three key emerging trends, analyse Village Hotels UK's adaptation to these trends, and conclude with personalised recommendations and a reflection on future applications within the field of hospitality marketing.


[bookmark: _Toc202782127]2. Personal Engagement: Interview with a Hospitality Professional
To gain direct insight into the practical application of marketing within the hospitality sector, a 30-minute interview was conducted with the Marketing Manager for Wales at Village Hotels UK on 30th June 2025. Village Hotels UK is a distinctive hotel and leisure brand, operating 33 sites across the UK, renowned for its "everything under one roof" model which integrates hotel accommodation, health & wellness clubs, dining options, and co-working spaces (Village Hotels, n.d.). While the interviewee operates specifically within Wales, their role provides a comprehensive overview of regional marketing strategies, guest interaction, and the overarching business objectives that directly influence promotional and engagement practices at a national level. The interview focused on their observations regarding current marketing challenges, the adoption of new technologies, sustainability initiatives, and overall strategic shifts within the organisation's marketing efforts.
The interview revealed several key insights pertinent to the evolving marketing landscape. Firstly, the Marketing Manager emphasised the strategic focus on leveraging Village Hotels' unique multi-faceted offering to attract diverse clientele – from business travellers utilising VWorks co-working spaces to leisure guests enjoying the health clubs (Village Hotels, n.d.). They noted that the integrated nature of the facilities provides distinct cross-selling opportunities, which marketing efforts actively seek to highlight (Experian, n.d.). This reinforces the importance of promoting a comprehensive "lifestyle" experience rather than just a room, a trend increasingly observed across the industry (Found.co.uk, 2025).
Secondly, the interviewee discussed the growing reliance on data-driven decision-making to optimise marketing spend and identify growth opportunities. They alluded to how Village Hotels uses extensive data, including customer demographics and behaviour, to inform location planning for new hotels and enhance customer experience in existing sites (Experian, n.d.). This proactive approach to data analytics underscores a move towards more sophisticated, evidence-based marketing, aimed at enhancing guest loyalty and maximising return on investment.
Finally, the Marketing Manager highlighted the increasing significance of sustainable practices and their usage within marketing. They acknowledged Village Hotels' commitment to its "Village Green" ESG strategy, which includes efforts to reduce consumption, increase recycling, and operate on 100% renewable energy across all sites (Sustainability Beat, 2025 and Village Hotels, 2025). This indicates a strategic understanding that authentic sustainability initiatives are not only operational necessities but also powerful marketing differentiators, resonating with a growing segment of environmentally conscious travellers (Onimodglobal Digital Marketing, 2025). These insights provide a practical foundation for examining the broader emerging trends in the subsequent section.


[bookmark: _Toc202782128]3. Emerging Trends & Their Impacts
The insights gathered from the interview with the Marketing Manager strongly resonate with several prominent emerging trends currently redefining hospitality marketing. This section will critically discuss three such trends, illustrating their pervasive impact and drawing connections to the real-world observations from the personal engagement.
[bookmark: _Toc202782129]3.1. Hyper-Personalisation through AI and Data Analytics
Hyper-personalisation represents a significant evolution from basic customer segmentation, leveraging artificial intelligence (AI) and extensive guest data to deliver highly bespoke marketing messages, offers, and even in-stay experiences. (HSMAI Americas, 2025). Driven by advancements in AI's capacity to process vast datasets and the rising consumer expectation for tailored interactions (influenced by platforms like Netflix and Amazon), this trend aims to anticipate individual guest needs and desires, creating a seamless and individualised customer journey (Favoured.co.uk, 2025). Research shows that AI's transformative role in hospitality is leading to increased efficiency and enhanced customer experience (Deloitte UK, 2024).
The impact on hospitality marketing is multifaceted. Hotels can now deploy highly targeted campaigns, sending specific promotions rather than generic offers. AI also facilitates dynamic pricing and real-time offer adjustments based on individual user behaviour and predicted willingness to pay (ORACLE Net Suite, 2025). Beyond acquisition, AI-powered chatbots and virtual assistants provide instant, personalised responses to inquiries, reservation management, and even local recommendations (Alvarez & Marsal, 2024). Crucially, this extends to in-stay customisation, such as remembering preferred room settings, dietary restrictions, or pre-stocking amenities, thereby enhancing guest satisfaction and fostering stronger loyalty (VisBook.com, 2024).
The interview with the Marketing Manager directly reflected this trend. They discussed how Village Hotels' use of data, often in partnership with companies like Experian, is crucial for understanding customer demographics and behaviour, enabling more targeted marketing and strategic expansion (Experian, n.d.). While the specific application of AI at a granular guest level was not detailed, the emphasis on data for "marketing optimisation" and "detailed customer profiles" (Experian, n.d.) points towards a foundation for hyper-personalisation. The benefits of increased conversion rates and guest satisfaction are clear, but challenges include the substantial cost of implementing sophisticated AI/CRM systems, navigating stringent data privacy regulations (e.g., GDPR), and the delicate balance of enhancing personalisation without alienating guests or losing the essential human touch (Deloitte UK, 2024).
[bookmark: _Toc202782130]3.2. Sustainable and Regenerative Tourism Marketing
The imperative for environmental and social responsibility has propelled sustainable and regenerative tourism marketing to the forefront of the hospitality agenda. This trend moves beyond superficial "green" claims, focusing on authentic communication of genuine commitments to environmental stewardship, community engagement, and responsible sourcing. It is driven by escalating consumer awareness, particularly among younger demographics who increasingly demand ethical and environmentally responsible travel, alongside national targets like the UK's net-zero by 2050 goal (myPOS, 2025). Brands that embrace green practices often enhance brand image, attract eco-minded guests, and can even reduce operational costs (TouchMenu, 2025).
The impact on hospitality marketing is profound. Marketing efforts now prioritise authentic storytelling, showcasing tangible actions such as local sourcing, waste reduction initiatives, renewable energy adoption, or community partnerships (Roiback, 2025). Dedicated "green messaging" is prominently featured across digital platforms, often reinforced by certifications (e.g., Greengage's ECOsmart Gold, which Village Hotels has achieved) to build trust and credibility (Greengage Solutions, n.d.; Lombard Asset Finance, 2025). Furthermore, experiential offerings often include activities that connect guests with local culture and nature responsibly, such as farm-to-table dining or nature excursions. (Wealth Formula, 2025). Transparency in sustainability performance is becoming paramount to avoid accusations of "greenwashing" (Howden Group, 2025).
During the interview, the Marketing Manager explicitly referenced Village Hotels' "Village Green" ESG strategy. They explained how this framework focuses on environment, people, and community, with initiatives like operating on 100% renewable energy and diverting 98% of waste from landfill (Village Hotels, 2025a). The manager highlighted that "guests and members want to know that Village is a sustainable choice, with values that match their own" (C. Davies-Llewellyn, personal communication, June 30, 2025). This demonstrates a clear industry response to consumer demand and positions sustainability not just as an operational necessity but a potent marketing differentiator. However, the initial investment in sustainable technologies and the challenge of consistently communicating these efforts authentically across a large portfolio remain significant hurdles.
[bookmark: _Toc202782131]3.3. Experiential Marketing & Immersive Storytelling (especially via Short-Form Video & UGC)
Modern travellers increasingly prioritise unique, shareable experiences over mere accommodation. This trend is amplified by the dominance of highly visual social media platforms like TikTok and Instagram, where short-form video and user-generated content (UGC) drive discovery and inspiration (Favoured.co.uk, 2025). Experiential marketing focuses on creating memorable moments that resonate with potential guests and encourage organic sharing (Bevy, 2024). The power of social proof, where guests create and share their own content, is becoming invaluable for hotels (SabeeApp, 2025).
The impact on hospitality marketing is evident in a fundamental redesign of content strategy. Emphasis shifts to dynamic video tours, behind-the-scenes glimpses, and showcasing unique property "moments" rather than just static images of rooms (Favoured.co.uk, 2025). Influencer partnerships are key to generating authentic reach, while interactive digital experiences, such as augmented reality (AR) or virtual reality (VR) tours, offer immersive previews (Alvarez & Marsal, 2024). Crucially, hospitality brands actively encourage user-generated content through engaging campaigns and dedicated photo opportunities, leveraging the power of social proof and word-of-mouth marketing (SabeeApp, 2025). 
The Marketing Manager’s observations aligned with this trend, particularly regarding how Village Hotels promotes its "everything under one roof" proposition. This integrated model inherently lends itself to experiential marketing, offering diverse activities from gym access to co-working spaces and dining, all under one brand. (Village Hotels, n.d.). While not explicitly discussed in terms of specific short-form video campaigns by the interviewee, Village Hotels' overall brand message focuses on providing a multifaceted experience. The challenge for such a diverse offering lies in creating compelling digital narratives that highlight each unique experience effectively and consistently encourage guests to share their varied engagements.
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To further examine the practical adaptation to these emerging marketing trends, this section will analyse Village Hotels UK. As previously mentioned, it operates 33 sites across the UK, offering a unique "lifestyle" concept combining hotel accommodation, health & wellness clubs, and food & beverage (F&B) outlets. This brand was chosen due to its significant market presence in the UK and its distinctive business model, which presents both opportunities and challenges for adapting to contemporary marketing trends. (Village Hotels, n.d.).
Hyper-Personalisation through AI and Data Analytics
Village Hotels has demonstrated significant foundational efforts. Their partnership with Experian focuses on utilising extensive datasets to better understand customer demographics and behaviour, informing strategic expansion and marketing optimisation. This data-driven approach is crucial for future hyper-personalisation. (Experian, n.d.). Successes include the development of detailed customer profiles and targeted Facebook audience datasets, leading to more efficient campaigns (Experian, n.d.). Furthermore, Village Hotels has invested in technology for seamless guest experiences, including mobile check-in and virtual key solutions, which provide data points for personalisation. However, the challenge for a brand of this scale is ensuring the integration of disparate data sources across its varied offerings (hotel, gym, F&B) to create a truly holistic and predictive personalised experience for every guest, rather than just targeted segments. There is also the continuous challenge of balancing automation with maintaining the personal touch inherent to hospitality. (Deloitte UK, 2024). 
Sustainable and Regenerative Tourism Marketing
Village Hotels has made substantial strides, notably with its comprehensive "Village Green" ESG strategy launched in 2024. (Village Hotels, 2024a). Successes include achieving Greengage's ECOsmart Gold accreditation across all 33 hotels, operating on 100% renewable energy, and diverting 98% of waste from landfill (Greengage Solutions, n.d.). They have also initiated partnerships for electric vehicle charging points across all sites, actively promoting a greener future for guests and employees (Village Hotels, 2024a). This demonstrates a proactive approach to sustainability, which is increasingly a key factor for eco-conscious travellers. However, challenges may lie in communicating the depth of these initiatives without appearing to "greenwash," and ensuring that their extensive supply chain aligns with these high standards. Continuously educating guests on how they can participate in Village Green initiatives during their stay could further enhance engagement.
Experiential Marketing & Immersive Storytelling 
Village Hotels' "everything under one roof" model inherently provides a rich foundation for this trend. Their marketing focuses on showcasing the diverse experiences available, from fitness classes to dining and co-working, encouraging a broader engagement beyond just accommodation (Village Hotels, n.d.). Successes include creating a multifaceted experience that appeals to a diverse clientele, including hotel guests, club members, and residents (Experian, n.d.). Their emphasis on a "lifestyle venue" suggests a strong visual and narrative approach would be beneficial. A potential area for development could be making more use of user-generated content across all facets of their offering (gym, restaurant, hotel stays) and running campaigns to encourage guests to share their unique "Village" moments across social media platforms like TikTok and Instagram. This would further enhance authenticity and reach (SabeeApp, 2025).
Overall, Village Hotels UK demonstrates a proactive and strategic adaptation to the changing marketing landscape. Their successes highlight the potential for large brands to leverage their scale and resources for data-driven insights and comprehensive sustainability programmes. However, like many large organisations, they face the ongoing complexities of integrating diverse systems for truly seamless personalisation and ensuring that their rich experiential offering is consistently and authentically captured and shared through dynamic digital storytelling.
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As a master’s student, this exploration into the changing landscape of hospitality marketing, particularly through the lens of the interview with the Marketing Manager and the analysis of the brand itself, has influenced my understanding. The primary insight gained is the critical importance of a holistic and integrated marketing approach that moves beyond traditional promotional activities. It is no longer sufficient to merely advertise; hospitality brands must now engage, personalise, and demonstrate genuine values to cultivate lasting guest relationships (Favoured.co.uk, 2025).
The interview highlighted the practical application of data-driven marketing in a large-scale operation like Village Hotels. The emphasis on using customer profiles and behaviour for strategic planning (Experian, n.d.) underscored that effective marketing today is deeply analytical. This insight will directly influence my future marketing strategies by advocating for robust data collection and analysis frameworks. In developing future campaigns, I would prioritise using analytics to segment audiences precisely, tailor content, and measure ROI rigorously, ensuring that marketing efforts are not just creative but also quantifiable and effective. This aligns with the increasing importance of leveraging AI and data for competitive advantage in hospitality (Deloitte UK, 2024).
Furthermore, the in-depth look at sustainable tourism marketing within Village Hotels reinforced that authenticity and transparency are paramount. The "Village Green" initiative, with its targets and certifications (Greengage Solutions, n.d.), demonstrates that consumers, are increasingly discerning and demand verifiable action from brands (Found.co.uk, 2025). The analysis of Village Hotels’ strong commitment to sustainability serves as a valuable blueprint for responsible marketing.
Finally, the pervasive nature of experiential marketing and visual storytelling, particularly the "everything under one roof" model of Village Hotels, has solidified my understanding of modern content creation. This goes beyond static advertisements, focusing on capturing the genuine emotions and unique memories associated with a hospitality experience. This reflection reinforces the need for agility and continuous learning in this rapidly evolving field, ensuring that future strategies are not only innovative but also deeply rooted in consumer insights and ethical practice.
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The landscape of marketing in hospitality is undergoing an irreversible transformation, driven by technological innovation, evolving consumer values, and a heightened global consciousness (ET, Hospitality World, 2023). This report, has sought to critically examine these shifts, combining theoretical understanding with practical insights derived from an interview with a Marketing Manager at Village Hotels UK and a detailed case study of the brand itself.
The analysis highlighted three pivotal emerging trends: hyper-personalisation through AI and data analytics, the growing prominence of sustainable and regenerative tourism marketing, and the pervasive influence of experiential marketing and immersive storytelling. Each trend presents both immense opportunities for competitive differentiation and significant challenges related to implementation, ethical considerations, and maintaining brand authenticity (Found.co.uk, 2025).
The personal engagement with Village Hotels underscored that while technology offers tools for efficiency and targeting, the core of hospitality remains rooted in creating meaningful human connections. Successful marketing in this new era requires a delicate balance between leveraging advanced analytics for bespoke experiences and ensuring that the human element of service and interaction is not diminished. Furthermore, the imperative for genuine sustainability and compelling, visual storytelling has become non-negotiable for brands seeking to resonate with the modern, discerning traveller. As the industry continues its rapid evolution, continuous adaptation, ethical considerations, and a deep understanding of consumer psychology will be paramount for sustained success.
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Based on the findings, the following personalized recommendations are offered to hospitality businesses of varying scales, aiming to foster innovative and effective marketing strategies in the current landscape:
[bookmark: _Toc202782136]7.1. For Small to Medium-Sized Enterprises (SMEs) / Boutique Hotels:
· Focused Hyper-Personalisation (Leverage Existing Data): Instead of large-scale AI investments, SMEs should maximise existing data from direct bookings, guest feedback, and loyalty programmes. Implement simple CRM tools to track preferences (e.g., dietary needs, room type preferences) and use this for highly personalised email campaigns (Favoured.co.uk, 2025).
· Approach: Create a "Guest Preference Profile" during the booking process or check-in, allowing guests to opt-in for personalised amenities or local recommendations delivered directly to their mobile during their stay. This enhances the guest journey without extensive tech investment.
· Authentic Micro-Sustainability Storytelling: Focus on two to three genuine sustainability initiatives (e.g., local sourcing for F&B, waste reduction) and communicate them transparently through engaging short-form videos on social media (e.g., "A Day in Our Green Kitchen" ). This builds trust with eco-conscious consumers.
·  Approach: Partner with a local environmental charity, offering guests a chance to directly contribute, creating a unique, shareable experience that reinforces commitment and provides tangible community benefit.
· Community-Driven Experiential Content: Prioritise showcasing unique local experiences surrounding the property through high-quality short-form video and encouraging user-generated content (UGC) (SabeeApp, 2025). Run small contests for the best guest-created videos using a dedicated hashtag to amplify reach.
· Approach: Host regular "local immersion" events (e.g., cooking classes with local chefs) and heavily promote them through visually rich social media campaigns that encourage guests to share their participation, transforming passive consumption into active engagement.
[bookmark: _Toc202782137]7.2. For Large Hotel Chains / Luxury Brands (Applicable to Village Hotels UK):
· Integrated AI Ecosystem for Seamless Personalisation: Large chains like Village Hotels should continue to invest in advanced AI-driven platforms that integrate CRM, booking engines, and in-property systems to create a truly seamless and predictive personalised guest journey. This includes AI-powered dynamic pricing, proactive service recovery through sentiment analysis, and hyper-targeted cross-selling (Deloitte UK, 2024).
· Approach: Implement AI-driven virtual concierges (e.g., via app) that learn guest preferences over time, offering bespoke recommendations for dining, entertainment, and even future travel plans across the brand's portfolio, enhancing both convenience and loyalty (Hospitality Financial and Technology Professionals, 2023).
· Regenerative Tourism Leadership & Transparent Reporting: Beyond current sustainability efforts, large chains should aim for regenerative practices that actively improve local environments and communities. This requires significant investment, rigorous certification, and public, audited sustainability reports that detail impact beyond marketing rhetoric (Roiback, 2025). Village Hotels' "Village Green" offers a strong foundation for this.
· Approach: Launch a multi-property "Regenerative Impact Fund" where a small percentage of guest spend contributes to local ecological projects, clearly communicating the collective impact annually through dedicated digital platforms and inviting guest participation in the fund's direction.
· Global Experiential Content Hubs & UGC Orchestration: Develop centralised content creation teams and collaborate extensively with travel influencers and digital artists to produce highly immersive, cinematic short-form video content that defines the brand's unique "sense of place" globally (Found.co.uk, 2025). More strategically, orchestrate UGC campaigns across all integrated amenities (hotel, gym, F&B) to showcase the full "everything under one roof" experience.
· Approach: Utilise VR/AR technology for pre-booking experiences, allowing potential guests to "virtually walk through" unique suites or explore hotel facilities from their homes, blending digital engagement with travel planning. (Swiss Hotel Management School. n.d.) Implement easy-to-use in-hotel prompts and unique photo opportunities to encourage diverse UGC from guests experiencing different facets of the Village Hotel offering.
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Project Title: The Changing Landscape of Marketing in Hospitality: A Personal Exploration and Application
Researcher: Gary Metcalfe, MBA student, Carmarthen Business School, University of Wales Trinity Saint David
Contact Email: 1911031@uwtsd.ac.uk
Supervisor: Navdeep Randhawa
Purpose of the Interview:
This interview is being conducted as part of a master’s research project exploring the current trends and challenges in marketing within the hospitality sector. The insights gained from this interview will contribute to a postgraduate report, combining academic understanding with practical industry perspectives. Your participation will provide invaluable real-world context to the research.
Confidentiality and Anonymity:
· All information you provide will be treated with the utmost confidentiality.
· Your name, job title, and the name of your organisation (Village Hotels UK) will be mentioned in the report, as agreed, to provide specific context to the insights shared.
· However, if at any point you wish any specific comment or piece of information to remain anonymous or unattributed, please inform the interviewer immediately.
· The data collected will be stored securely on a password-protected device and will only be accessible by the researcher and, if necessary, the project supervisor. It will be retained for 12 months after the completion of the project, after which it will be securely deleted.


Voluntary Participation:
Your participation in this interview is entirely voluntary. You are free to refuse to answer any question, or to withdraw from the interview at any time without giving a reason, and without any negative consequences.
Interview Recording:
During the interview detailed notes will be taken. The notes are solely for the purpose of ensuring accuracy in transcription and analysis for this research project. The recording will not be shared with any third parties outside of the research team.
Use of Data:
The information gathered will be used solely for the purpose of this master’s research report. Excerpts or direct quotes may be used in the final report, but these will be contextualised appropriately. The report may be published within the University's repository as part of degree requirements.
Declaration of Consent:
I have read and understood the information provided above, and I have had the opportunity to ask any questions I may have.
I confirm that I understand that my name, job title, and organisation name (Village Hotels UK) may be mentioned in the report.
I agree to participate in this interview for the purpose of the research project described.
I agree to the interview being recorded by way of notes.
Interviewee's Full Name: _________________________________________
Interviewee's Signature: _________________________________________
Date: _________________________________________
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Interview Questions
Interviewee: Marketing Manager for Wales, Village Hotels UK
Date of Interview: [Insert Date]
Interviewer: [Your Name]
Introduction:
"Good morning/afternoon, [Interviewee's Name]. Thank you so much for taking the time to speak with me today. My name is [Your Name], and I'm a master’s student at [Your University], currently working on a report about the evolving landscape of marketing in the hospitality sector. Your insights from Village Hotels, particularly within the Welsh market, will be invaluable. This interview should take approximately 30 minutes. I have a consent form here for you to review and sign, which outlines confidentiality and how the data will be used. Do you have any questions before we begin?"
(After consent form is signed and any questions answered)
Section A: General Overview & Context (Approx. 5 minutes)
1. To start, could you briefly describe your role as Marketing Manager for Wales at Village Hotels and how it connects with the broader marketing strategy of the organisation?
2. Village Hotels has a distinctive "everything under one roof" model. How does this unique proposition influence your primary marketing goals and target audiences in Wales?
3. Looking back at the past 3-5 years, especially with recent global events impacting hospitality, how has Village Hotels' overall approach to marketing evolved?
Section B: Emerging Trends & Their Impact (Approx. 15-20 minutes)
(Focus on 3-4 of these, allowing for follow-up questions to delve deeper into specific points. Relate questions back to Village Hotels where possible.)
4. AI & Data-Driven Personalisation: Village Hotels is known for its strategic use of data. How is the organisation currently leveraging data analytics and, where applicable, AI-powered tools, to understand customer behaviour and personalise marketing messages or guest experiences? What opportunities or challenges do you see in this area, particularly about maintaining a human touch?
· Follow-up: Can you give an example of how data insights from, say, your health & wellness clubs inform marketing for hotel stays, or vice versa?
5. Sustainability & Conscious Travel Marketing: Village Hotels has a clear "Village Green" ESG strategy. How do your marketing efforts communicate these sustainability and community initiatives to potential guests and members in Wales? Is "green marketing" a growing focus, and how do you ensure the authenticity of these messages?
· Follow-up: Do you find guests actively inquire about or are influenced by Village Hotels' sustainability practices when making booking decisions?
6. Experiential Marketing & Digital Storytelling (Short-Form Video/UGC): Given Village Hotels' diverse offerings, how do you market the holistic "experience" of staying or becoming a member, beyond just the facilities? What role do digital channels, particularly short-form video content (like Reels/TikTok) and user-generated content, play in telling Village Hotels' story?
· Follow-up: Are there specific initiatives to encourage guests/members to create and share their experiences across social media?
7. Addressing Marketing Challenges: What do you consider to be the biggest marketing challenge facing Village Hotels in the Welsh market today? (e.g., standing out, attracting new segments, converting leisure vs. business, budget constraints). How are you trying to overcome this?
Section C: Outlook & Personal Reflections (Approx. 5 minutes)
8. Looking ahead, what do you anticipate will be the most significant marketing trend or development in the UK hospitality industry over the next 2-3 years, and how might Village Hotels prepare for it?
9. Finally, what advice would you give to a master’s student like me, interested in a career in hospitality marketing, considering the changes you've discussed?
Closing:
"Thank you again for your valuable time and insights, [Interviewee's Name]. Your perspective has been incredibly helpful for my report. I will send a thank-you email shortly. Is there anything else you'd like to add or clarify?"

Before the interview, remember to:
· Print two copies of the Consent Form: one for the interviewee to sign and keep, and one for you to keep.
· Have your questions printed out: or readily accessible on a tablet.
· Ensure your recording device (if used) is working and charged.
· Confirm the time and platform (e.g., Zoom, Teams, in-person) for the interview with the interviewee beforehand.
· Do a quick recap of Village Hotels' recent news or marketing campaigns to show you're well-informed.
Good luck with your interview!
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