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Abstract
This Placement Research Project critically investigates the impact of a hotel’s geographic location on the sales strategies and the performance of Meetings and Events (M&E) operations, using DoubleTree by Hilton Dartford Bridge as a case study. The research is informed by practical experience gained during my placement in the hotel’s Meetings & Events department and aims to understand how specific location factors affect customer acquisition, revenue performance, and logistical operations.
The main research questions explored are:
Q1: How does the location of DoubleTree by Hilton Dartford Bridge influence the volume, type, and profitability of meetings and events held at the property?
Q2: In what ways does the hotel’s location impact the development and implementation of sales strategies aimed at attracting corporate clients, event planners, and group bookings?
The study adopts a qualitative case study approach, supported by semi-structured interviews with hotel staff, document analysis, and internal data on M&E bookings and revenue. The literature review explores key theories and empirical studies related to hotel location, sales strategy, MICE tourism, and event management within the hospitality industry.
Key findings reveal that the Dartford Bridge location—positioned near major transportation networks but outside central London—poses both opportunities and challenges. While the location enables access to regional business markets and logistical ease for large group events, it also requires targeted pricing strategies, digital marketing campaigns, and high service flexibility to compete with more centrally located venues.
Interview insights indicate that sales strategy is closely aligned with seasonal demand fluctuations, traffic accessibility, and local economic activity. The location affects the segmentation of clients, with a heavier reliance on local business bookings, hybrid meetings, and cost-sensitive planners. Document analysis further highlights patterns in M&E profitability and occupancy rates, which tend to vary based on weekday vs. weekend events and proximity to major corporate hubs.
The research concludes that while the location presents limitations in terms of prestige and walk-in traffic, it also offers significant strategic advantages when sales approaches are localised and driven data. The effectiveness of the M&E team lies in their adaptive response to location-based challenges, their relationship-building with repeat clients, and their ability to deliver flexible and customised event solutions.
The project ends with practical recommendations for the placement hotel to improve its sales and M&E performance, including leveraging digital targeting tools, enhancing transport partnerships, and refining package offerings based on booking behaviour analytics.
Ultimately, this research adds to the body of knowledge by connecting geographical factors with sales strategy theory and MICE performance, offering practical insights for regional business hotels competing with urban market leaders.
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Introduction

1.1 Background
Nowadays in the contemporary hospitality industry, hotel location is a critical determinant of operational success, especially in the context of Meetings, Incentives, Conferences, and Exhibitions (MICE). The geographical position of a hotel not only influences customer accessibility but also plays a first role in shaping the sales strategy and revenue performance of its meetings and events offerings. There is increasing competitiveness of the UK hotel market, coupled with evolving client expectations and different event trends, makes it essential for business hotels to understand and to adapt to the implications of their location on performance.
This research investigates the case of DoubleTree by Hilton Dartford Bridge, which is a four-star hotel located in Kent, near the M25 motorway and Dartford Crossing. Despite being outside central London, the hotel attracts both corporate and leisure customers due to its availability to major transport links, business parks, and the Bluewater shopping centre. The hotel has dedicated meetings and events facilities, including a ballroom, boardrooms, and function spaces like bar and antre for connecting the meeting conference rooms. There are 7 conference room all named by the closest locations by the hotel like Queen Elizabeth suite, Bexley suite, Tilbury suite and Hextable suite, (Hilton, 2025).



1.2 Research Problem
Hotels operating outside major urban centres and often struggle with visibility and prestige in comperasing to central venues. They face some unique challenges in customer acquisition, event conversion rates, and revenue optimisation. This study seems to examine whether and how specific location characteristics shape sales strategy and affect M&E outcomes.
1.3 Research Aim
The primary aim of this research is to explore how the location of DoubleTree by Hilton Dartford Bridge affects both sales strategies and the success of meetings and events offerings, with a focus on customer acquisition, revenue generation, and operational logistics.
1.4 Research Objectives
1. To evaluate how the hotel's specific location influences the volume, type, and profitability of meetings and events.
2. To analyse how hotel location affects sales strategies for targeting corporate clients, event planners, and group bookings.
3. To identify best practices in aligning sales and events operations with local market challenges and opportunities.
4. To provide practical recommendations in order to maximise revenue and to exceed customer expectations.





1.5 Research Questions
· Q1: How does the location of DoubleTree by Hilton Dartford Bridge influence the volume, type, and profitability of meetings and events held at the property?
· Q2: In what ways does the hotel’s location impact the development and implementation of sales strategies aimed at attracting corporate clients, event planners, and group bookings?
1.6 Case Study Context
The DoubleTree by Hilton Dartford Bridge serves as the central case study for this research. The placement experience in the hotel’s Meetings & Events department provided valuable insights into daily operations, client interactions, and strategic planning. This makes the location and organisational context ideal for in-depth qualitative investigation.











Literature Review

2.1 Introduction
This chapter critically evaluates existing academic literature relevant to the study's central theme: the influence of hotel location on sales strategies and meetings and events (M&E) performance. Also it explores five key areas: the strategic role of location in hospitality, MICE market changes, sales strategy in hotel operations, regional versus urban hotel competitiveness, and integration of location that is based marketing with operational planning.
2.2 Strategic Importance of Hotel Location
The location of a hotel significantly influences its positioning, access to target markets, and competitive advantage (Baker, 2021). For business and MICE hotels, aproximity to transportation hubs, commercial centres, and infrastructure is essential (Chen et al., 2017). Studies have shown that regional hotels must often compensate for non-central locations by offering the right value-added services and customised packages (Jones & Lockwood, 2020).
According to Law et al. (2020), accessibility and visibility are fundamental in determining hotel demand and occupancy as well. Hotels near motorways and transit links are better positioned to attract corporate bookings and dayly events. However, peripheral locations require robust promotional strategies and reliable transport connectivity to remain competitive (Kuo & Chen, 2019).
Research by Tepavcevic et al. (2016) highlights the critical influence of both physical location and exterior aesthetics on guest satisfaction, suggesting that first impressions and external appearance can impact booking decisions just as significantly as service quality. This is particularly relevant in city-fringe or suburban hotels where architecture must compensate for distance from attractions.
2.3 MICE Tourism and Event Venue Performance
MICE (Meetings, Incentives, Conferences, and Exhibitions) tourism has become a major revenue stream for many hotels, particularly those with extensive event facilities. Davidson and Rogers (2016) argue that success in this sector depends heavily on location, accessibility, and the ability to host different or large events.
Hotels in suburban or regional settings face limitations in attracting international delegates but may thrive with local corporate clients and associations (Yoo & Weber, 2015). These hotels must ensure high service quality, adaptable room configurations, and efficient logistical support to attract repeat business (Rogers, 2013).
Whitfield et al. (2014) suggest that MICE venues must overcome spatial and psychological barriers for event attendance, particularly in “complex” or less familiar areas. Meanwhile, Buathong and Lai (2017) emphasise the rising importance of sustainability and stakeholder perception in attracting and retaining MICE clients, especially in government and academic sectors.
Recent findings by Lekgau and Tichaawa (2022) note that post-COVID changes in the MICE sector have increased the relevance of regional venues, as companies prioritise cost savings, localised events, and flexible cancellation policies.


2.4 Sales Strategy in Hospitality
Effective sales strategy is really important to drive revenue and customer acquisition in hotels. Strategic segmentation, digital targeting, and relationship management are key pillars (Kotler et al., 2019). In non-central locations, pricing flexibility, partnerships with local businesses, and personalised outreach are particularly effective (Middleton et al., 2021).
According to Ottenbacher et al. (2018), location dictates sales planning cycles and influences how revenue managers adjust seasonal campaigns. Sales teams in regional hotels must be able in adapting offers based on road accessibility, weekday occupancy trends, and event calendar gaps especially. 
Glaveli et al. (2023) further advocate for the integration of online customer satisfaction metrics into strategic decision-making to enhance quality management and personalise value propositions.
2.5 Urban vs. Regional Hotel Competitiveness
Urban hotels benefit from natural demand flows, brand visibility, and walk-in traffic (Pike & Page, 2020). However, regional hotels like the Dartford Bridge location must rely on deliberate targeting, consistent relationship marketing, and community partnerships (Baum, 2017).
Studies by Gursoy et al. (2019) indicate that regional hotels succeed by offering niche experiences, flexibility in event setups, and by fostering long-term B2B relationships. The shift toward different and digital events since the COVID-19 pandemic has somewhat levelled the playing field for non-urban venues (Marques & Pinho, 2022).
La O López et al. (2023) identify location-based differentiation and smart competitive positioning as core themes in hotel competitiveness literature, reinforcing the value of contextual strategies.
2.6 Location-Based Strategy Integration
Location is not just a physical asset but a strategic variable that must align with marketing, sales, and operational goals for the hotel (Enz, 2010). Regional hotels must integrate location intelligence into strategic planning, optimise transport solutions, and leverage proximity to corporate parks, local venues, or institutions (Rahimi & Kozak, 2017).
According to Chon and Maier (2009), customer perception of accessibility can outweigh geographical centrality if sales strategies clearly communicate value. Local loyalty programs, flexible event pricing, and tailored offerings can enhance perceived convenience and boost conversion rates (Bowie et al., 2022).
Emerging tools like location-based social network marketing (Tussyadiah, 2012) and digital location services (Pedrana, 2014) provide additional avenues for targeting and conversion, especially when supported by innovation-driven brand positioning (Backman et al., 2017).
2.7 Summary
The literature supports the hypothesis that hotel location has a direct and substantial impact on M&E performance and sales strategy. While urban properties enjoy inherent advantages, regional hotels can achieve strong performance through adaptive strategies, strong customers relations, and smart use of local context. This research will examine how DoubleTree by Hilton Dartford Bridge implements these principles in practice.

Methodology

3.1 Introduction
This chapter outlines the methodological approach adopted for the study, which aims to explore how the location of DoubleTree by Hilton Dartford Bridge influences the sales strategies and Meetings and Events (M&E) performance. It discusses the rational for a qualitative case study design, the data collection methods, ethical considerations, and potential limitations.
3.2 Research Design: Qualitative Case Study
A qualitative case study method was selected for this research due to be effective in examining contemporary phenomena within real-life contexts (Yin, 2018). Case studies are ideal for understanding complex processes such as sales and event management in hospitality. This approach enabled an in-depth exploration of the hotel’s internal strategies and contextual challenges through the lens of the geographical location.
Given the experiential and perceptual nature of the study, it also shares attributes with descriptive phenomenological approaches, which aim to capture participants’ lived experiences in relation to a specific phenomenon—in this case, the perceived impact of location on strategic operations (Shorey and Ng, 2022).
3.3 Justification for Methodology
Qualitative methods were deemed most appropriate because the study seeks to interpret how staff members perceive and respond to the influence of location. Unlike quantitative research, which emphasises numerical data, qualitative methods allow for the collection of rich, detailed narratives (Creswell, 2013). The case study approach was particularly suitable given the researcher’s direct placement experience at the DoubleTree by Hilton Dartford Bridge. As Tonidandel et al. (2018) argue, in organisational contexts, big data alone does not provide the level of insight that contextual, human-centric inquiry can achieve.
3.4 Data Collection Methods
The following data collection techniques were used:
· Semi-Structured Interviews: Interviews were conducted with six key hotel staff, including members of the sales, events like the M&E Manager, Sales Manager, Event coordinators, Reservations and Front Office departments. Questions focused on strategic planning, client behaviour, and logistical challenges associated with the hotel’s location.
· Document Analysis: Internal documents such as sales reports, event booking logs, and guest feedback were reviewed to find out insights from interviews.
· Observation: During the placement period, informal observations of M&E operations were recorded in field notes, providing contextual data on daily workflows, team interactions, and customer handling.
The rationale for this mixed-methods qualitative design aligns with Taherdoost’s (2021) recommendation that researchers select data collection tools that directly serve the goals and context of their inquiry. Semi-structured interviews in particular are useful for flexible yet focused exploration of participant insights.

3.5 Sampling Strategy
A purposive sampling strategy was employed to identify participants who were directly involved in relevant hotel operations. This included professionals with at least one year or more of experience in their roles to ensure informed perspectives and relevant information and experience. According to Setia (2016), purposive sampling is effective in studies where depth of insight is prioritised over generalisability.
3.6 Data Analysis
Interview transcripts and observation notes were thematically analysed using Braun and Clarke’s (2006) six-step framework. Key themes were coded manually to identify recurring patterns related to location impact, strategic adaptation, and operational flexibility. Cross-analysis with internal documents helped to validate all findings.
3.7 Ethical Considerations
Ethical approval was obtained from the University of Wales Trinity Saint David. Participants were provided with an information sheet and signed consent form. All responses were anonymised using pseudonyms (e.g., P1, P2), and data was securely stored on encrypted drives. Participants had the right to withdraw at any time without penalty.
Ethical boundaries were clearly considered, in line with Garcia-Iglesias et al. (2024), who argue for robust frameworks in public and organisational engagement to protect participants and ensure transparency in data handling and reporting.
3.8 Limitations
As a single-case study, the findings are context-specific and not statistically generalisable. The use of qualitative data limits the ability to quantify the impact of location on sales performance. Additionally, reliance on self-reported data from staff interviews introduces potential bias.
3.9 Summary
This section of the study justified the qualitative case study approach and explained the methods used to collect and analyse data. By combining interviews, document analysis, and observational insights, the methodology enabled a deep exploration of how the hotel’s location influences its strategic practices in M&E. The next part presents the findings and interprets them within the context of the existing literature.















Findings and Discussion

4.1 Findings
This section presents the main findings of the research based on thematic analysis of semi-structured interviews, document review, and field observations. The key themes identified include: 
1. Perceived Impact of Location on Customers and Bookings; 
2. Adaptation of Sales Strategies to Specific Location Challenges;
3. Operational Logistics and Accessibility; 
4. Role of Repeat Business and Local Networks.
5. Communication, Technology, and Experience Enhancement.

Theme 1: Perceived Impact of Location on Customers and Bookings
Participants consistently highlighted that the hotel’s location near the M25 and Dartford Crossing provides logistical advantages for regional corporate clients but limits access to high-end central London customers. P2 (Sales Manager) noted: “We attract mostly businesses from the South East who need easy motorway access, but rarely do we get top-tier London clients unless they are specifically looking for cheaper alternatives.” Also the sales manager stated that there are like over 5 competitor hotel around like Marriot, Bexley; Holiday INN, Bexley; Mercure, Stifford; Mercure, Hatch, etc.
Bookings tend to be weekday-heavy, targeting local businesses for day meetings and small conferences. Weekend bookings focus on social events, including weddings and banquets especially African events, often influenced by proximity to Bluewater Shopping Centre and local residential communities.
Document analysis also revealed that most revenue-generating event bookings came from local clients within a 40-mile radius. This localisation trend is consistent with tourism studies showing that location influences not only accessibility but also the socio-demographic profile and expectations of guests (Barber et al., 2008). 
This localisation trend aligns with Pavlukovic and Cimbaljevic (2020), who identify convenience, affordability, and familiarity as key decision-making factors for conference attendance in non-central venues.
Theme 2: Adaptation of Sales Strategies to Location-Specific Challenges
The sales strategy is shaped by an understanding of the hotel’s geographical constraints. P3 (Event Coordinator) shared that pricing flexibility and promotional campaigns are crucial: “We offer attractive corporate day rates and regularly update our seasonal offers to stay competitive.” The other Event Coordinators shared that they contact often customers from last year bookings in order for them to increase the revenue for M&E based on the forecast.
The event coordinator also noted the importance of promotions and seasonal packages: “We market aggressively during off-peak times and target postcode-specific corporate clients.”
This aligns with Papadopoulos et al. (2014), who argue that place image significantly affects planners’ selection of event venues. Creating a strong local identity and communicating perceived value are critical for attracting bookings to suburban destinations.
Digital marketing targeting postcode areas within driving distance has been particularly effective. The hotel also uses repeat client incentives and tailored packages, particularly for corporate accounts and training providers. This aligns with Lubowiecki-Vikuk et al. (2023), who argue that in VUCA (volatile, uncertain, complex, and ambiguous) environments like hospitality, agility in marketing communication is key to resilience.
Theme 3: Operational Logistics and Accessibility
Location was seen as a strength when it comes to vehicle access and parking. P4 (Front Office Manager) stated: “Unlike central venues, we have ample parking and loading zones, which our customers and guests organising exhibitions or large events appreciate.” Large parking space is available and is complimentary when it comes to huge events like the African ones. 
The hotel’s logistical strengths—such as free parking, easy delivery access, and flexible spaces—are valued by event planners. However, traffic delays around Dartford Crossing were cited as a recurring concern. P4 (Front Office Manager) stated: “We often suggest earlier start times or overnight packages to avoid peak hour congestion.”
However, participants acknowledged that traffic congestion around the Dartford Crossing can be a deterrent for some clients. Flexibility in event start times and overnight stay packages are used to counterbalance this issue. They always offer and plan ahead for customers to stay in the hotel rooms on the day of the event or after the event happen. 
These practical logistics highlight the growing importance of supply chain and transportation considerations in hotel performance. Vencataya et al. (2016) found that hotels leveraging integrated logistics and adaptable infrastructure tend to outperform those with rigid operational designs.
Research supports this finding: the agglomeration of tourist districts tends to influence hotel logistics and performance, and hotels outside these districts must overcome barriers through infrastructure and value-added services (Marco-Lajara et al., 2016).
Theme 4: Role of Repeat Business and Local Networks
Repeat bookings from regional businesses and long-standing event customers were emphasised as critical to maintaining occupancy. P1 (General Manager) explained: “Our relationship with local businesses, charities, and networking groups is our backbone. We host their events annually, and it’s a big part of our calendar.” This helps them to put in place an yearly forecast.
Document analysis of monthly booking reports supported this, showing that over 40% of event bookings in the last year were from returning clients. Guest feedback forms frequently cited positive service, room flexibility, and transport links as contributing factors.
This aligns with findings from Wood (2015), who stresses that loyalty and trust are fundamental to sustaining performance in midscale hotels, particularly those operating outside major urban hubs.
P1 (General Manager) also emphasised the importance of repeat customers: “Our strongest months are built around clients who come back to us every year—charities, training firms, local councils.”
This supports findings by Ji et al. (2024), who show that repeat customers have higher satisfaction rates and contribute disproportionately to long-term profitability. Furthermore, Shin et al. (2024) demonstrate that satisfied repeat clients serve as micro-influencers, attracting new clients through testimonials and informal referrals.
Theme 5: Managing Communication in Diverse Client Interactions
Interviews also revealed that sales and event staff often navigate language and cultural barriers when serving international clients. P6 (Event Staff) noted, “Some clients request very specific setup arrangements based on cultural customs, and we’ve learned to adapt quickly.”
This highlights the need for cultural intelligence and intercultural service training, which Kenesei and Stier (2017) describe as critical for enhancing service quality and avoiding miscommunication during cross-cultural service encounters.
Staff reported that technology investments—like high-speed Wi-Fi, mobile booking platforms, and virtual tours—were necessary to compensate for location-related drawbacks. P5 (Sales Executive) explained: “We use WhatsApp and email campaigns and even host preview walk-throughs over Zoom.”
These insights align with Piccoli (2008), who underscores the role of IT integration in enhancing service speed and responsiveness in hospitality. In addition, Gomez-Suarez and Veloso (2024) suggest that engaging customer experience dimensions on digital platforms boosts loyalty and social media engagement.
Lastly, when catering to international clients or diverse event organisers, service staff must navigate cross-cultural preferences. Huang and Tai (2003) recommend training staff to recognise and respect cultural values that influence perceived value, decision timelines, and communication tone.
Summary of Key Findings
· The location supports strong weekday corporate bookings but limits visibility among international and high-profile customers.
· Location attracts regional business but limits international and prestige clientele.
· Sales strategies are hyper-local, relationship-based, and digitally driven.
· Sales strategy is highly localised, flexible, and digitally driven.
· Operational advantages such as free parking are offset by transport-related accessibility issues.
· Repeat business and community engagement significantly sustain M&E performance.
· Technology and cultural awareness support service differentiation.
The next section will interpret these findings in relation to the literature reviewed, exploring broader implications for regional hotel strategies.
4.2 Discussion
This section critically discusses the research findings in relation to the existing literature and the study's research questions. The discussion provides insight into how the location of DoubleTree by Hilton Dartford Bridge influences its M&E performance and sales strategies, and what implications this has for regional hotel operations.
4.2.1 Influence of Location on Meetings and Events (Q1)
The finding that the hotel’s location is advantageous for regional access but limits its appeal to high-profile or international clients aligns with existing literature on the strategic importance of location (Law et al., 2020; Chen et al., 2017). Davidson and Rogers (2016) emphasised that accessibility and connectivity are critical success factors for M&E venues, and this study supports that claim with contextual evidence from the Dartford area.
The hotel’s reliance on weekday corporate bookings confirms Gursoy et al.’s (2019) observation that regional properties must focus on niche demand segments. While central London venues attract international clients due to brand prestige and accessibility, regional hotels like this one attract cost-sensitive customers who prioritise convenience, parking, and local proximity.
4.2.2 Sales Strategy Adaptation and Localisation (Q2)
The use of digital marketing, flexible pricing, and custom packages supports literature by Kotler et al. (2019) and Middleton et al. (2021), who argue that strategic targeting and differentiation are essential in non-central locations. The sales team’s adaptation to local demand through online campaigns and client retention initiatives aligns with the concept of localised competitive strategy (Enz, 2010).
Participants’ focus on relationship-building with local organisations validates Chon and Maier’s (2009) view that perceived convenience can outweigh geographic centrality. Local brand equity becomes more important when the location lacks inherent prestige.
4.2.3 Operational Logistics and Competitive Advantage
Operational ease, such as parking and loading access, was a major theme, echoing Pike and Page’s (2020) analysis of location-based competitive advantages. While the hotel cannot compete with central London in terms of visibility, its facilities appeal to event organisers who prioritise practical logistics.
This supports Kuo and Chen’s (2019) view that peripheral hotels must develop unique selling propositions (USPs) based on what their locations can uniquely offer—such as space, parking, and affordability.
4.2.4 Strategic Value of Repeat Business and Local Networks
Findings on the hotel’s strong repeat business reflect Baum’s (2017) and Yoo and Weber’s (2015) arguments about the importance of loyalty in regional hospitality. The placement hotel’s reliance on long-standing clients confirms the literature’s emphasis on relational marketing and community embeddedness.
The integration of local networks also aligns with the literature on regional business ecosystems, where service providers build resilience through mutual support and recurring business (Rahimi & Kozak, 2017).
4.2.5 Implications and Contributions
This study contributes to the academic discourse by offering a real-world case where strategic adaptation successfully compensates for location-based disadvantages. While the literature provides theoretical frameworks, this project adds practical examples of implementation in a mid-scale, regional hotel context.
The insights highlight that regional hotels can perform competitively by leveraging their strengths, targeting local markets, and investing in community relationships. These findings may be useful for other Hilton properties or similar brands operating in non-metropolitan environments.
4.2.6 Limitations of the Study
While the findings are contextually rich, they are specific to one hotel and may not be generalisable to all regional properties. Additionally, the sample size is limited to a small number of employees and lacks direct customer interviews, which might have added further depth.
4.2.7 Summary
The discussion confirms that the location of DoubleTree by Hilton Dartford Bridge shapes its M&E performance and sales strategy in ways predicted by the literature. The hotel’s ability to adapt to its geographic constraints through local targeting, relationship marketing, and operational flexibility has sustained its competitiveness. The next chapter will present conclusions and practical recommendations for future strategy development.






Conclusion and Recommendations
5.1 Conclusion
This study has examined how the location of DoubleTree by Hilton Dartford Bridge affects the sales strategies and the performance of meetings and events (M&E). Drawing on qualitative data from interviews, document analysis, and field observations, the research confirms that while the hotel’s non-central location presents several challenges, it also offers strategic opportunities.
The findings affirm that location plays a significant role in shaping client demographics and demand patterns. The hotel benefits from easy motorway access and proximity to regional business zones, attracting local corporate clients. However, it faces difficulty attracting international and high-profile customers due to its distance from central London and limited brand visibility. This is in line with research showing that perceived place image and accessibility influence conference attendance decisions (Papadopoulos et al., 2014; Pavlukovic and Cimbaljevic, 2020).
Sales strategies at the hotel have evolved to respond to these geographical constraints. The use of digital marketing, relationship-building with local businesses, pricing flexibility, and package customisation have allowed the hotel to compete effectively in the regional market. Repeat business, loyalty among corporate clients, and community partnerships serve as key pillars of its operational model.
These findings echo those of Ji et al. (2024) and Shin et al. (2024), who stress the importance of repeat clients in revenue stability and customer influence.
Operationally, the hotel capitalises on logistical conveniences like ample parking and flexible room setups. These practical advantages, combined with a focus on customer service and adaptability, compensate for its less prestigious location. However, issues such as Dartford Crossing congestion remain barriers to growth that must be carefully managed.
Literature on supply chain and hospitality logistics confirms the importance of operational flexibility and integration (Vencataya et al., 2016; Stipanović and Rudan, 2014).
Overall, the research reinforces key academic insights from the literature regarding location strategy, competitive positioning, and regional hotel management. It also contributes a practical case study showing how localised strategies can help regional properties thrive despite inherent limitations.
Moreover, the adoption of technology for guest communication and event promotion plays a critical role. The integration of information technology in customer experience and service delivery has been shown to drive engagement and loyalty (Piccoli, 2008; Gomez-Suarez and Veloso, 2024). Additionally, the hotel staff’s attention to cross-cultural preferences supports effective communication and enhances guest satisfaction, aligning with Huang and Tai (2003).
The research also highlights the shifting dynamics in the MICE sector following the COVID-19 pandemic, where regional venues have gained prominence due to increased cost consciousness and logistical preferences (Lekgau and Tichaawa, 2022). Sustainability and innovation have also emerged as critical expectations for attracting M&E clients, in line with studies by Buathong and Lai (2017) and Backman et al. (2017).
Ultimately, this research adds value to the academic and professional understanding of how geographic, operational, and strategic factors interact to shape sales outcomes in regional hotels. The DoubleTree by Hilton Dartford Bridge case illustrates how thoughtful adaptation, customer-centric practices, and technological integration can help hotels thrive even outside prime urban locations.
5.2 Recommendations and Practical Strategies
Based on the study’s findings, the following recommendations are proposed to support the ongoing improvement of sales strategies and M&E performance at DoubleTree by Hilton Dartford Bridge:
5.2 Recommendations and Practical Strategies
Based on the study’s findings, the following recommendations are proposed to support the ongoing improvement of sales strategies and M&E performance at DoubleTree by Hilton Dartford Bridge:
1. Enhance Location-Based Digital Targeting
Leverage geo-targeted advertising tools (e.g., Google Ads, LinkedIn campaigns) to increase visibility among nearby businesses and planners searching for cost-effective venues within a specific radius of Dartford. This can be enhanced by marketing campaigns that evoke a “fear of missing out” (FOMO) — a psychological tool found to increase event participation and sales when applied strategically in event promotions (Supina and Lautama, 2024).
2. Strengthen Strategic Partnerships
Develop partnerships with local transport providers to offer shuttle services during large events. Collaborate with nearby business parks and educational institutions to co-host regular events and establish long-term accounts. According to Golden-Romero (2007), collaboration with local organisations and transport providers can significantly improve client satisfaction and operational efficiency for convention-focused hotels.
3. Expand Hybrid Meeting Capabilities
Invest in improved AV and hybrid meeting infrastructure to attract clients requiring virtual participation options. This aligns with post-pandemic trends and opens access to clients previously deterred by location. High-quality technical services are increasingly considered a baseline requirement for guest satisfaction and professional event delivery (Lee et al., 2020).
4. Introduce a Loyalty Programme for Event Bookers
Create an incentive system for repeat event planners and corporate bookers. Offer discounts, priority scheduling, and complimentary upgrades to nurture long-term client relationships. Emotional loyalty can be strengthened through personalised communication, surprise bonuses, and consistent value delivery — tactics that build on principles discussed by McCabe (2009).
5. Improve Traffic Management Communication
Regularly update clients on traffic forecasts and offer flexible start times or overnight stay bundles to reduce the perceived inconvenience of Dartford Crossing congestion. Clear, proactive messaging as part of an integrated marketing communication strategy helps set accurate expectations and reduce booking hesitations (Masterman and Wood, 2006).
6. Benchmark Against Regional Competitors
Conduct quarterly reviews of competitor offerings in nearby towns or M25 corridor hotels. Use this data to adjust pricing, services, and marketing tactics to stay competitively positioned. Benchmarking performance should include service levels, customer feedback, event setup options, and bundled packages (Golden-Romero, 2007).
7. Invest in Community Engagement Events
Host public events and open days to boost visibility among the local population. Collaborating with charities and councils can build positive brand association and attract new event inquiries. Creative promotions that utilise social influence and word-of-mouth dynamics can amplify reach, especially when designed to trigger FOMO or community pride (Supina and Lautama, 2024).
8. Formalise Internal Feedback Loops
Encourage regular debriefs after events and integrate feedback into strategic planning. Empower frontline staff to contribute ideas based on client interactions and observed needs. Feedback from staff can uncover small improvements that have a big impact on guest satisfaction and loyalty (Lee et al., 2020).
9. Strengthen Digital Presence and Place Image
Develop targeted campaigns that enhance the hotel’s digital representation and visual appeal. Use high-quality images, video walk-throughs, and reviews to strengthen the perceived image of the location, addressing place-based hesitations among event planners (Papadopoulos et al., 2014).
10. Target Repeat Clients as Brand Advocates
Introduce a structured loyalty program and feedback incentives that transform repeat clients into informal brand ambassadors. Research indicates repeat customers hold greater influence over new customer acquisition than previously assumed (Shin et al., 2024).
11. Improve Supply Chain Responsiveness
Enhance coordination between logistics, catering, and M&E departments to allow for short-notice requests and last-minute changes. Integrated systems and agile responses improve operational competitiveness (Vencataya et al., 2016; Stipanović and Rudan, 2014).
12. Enhance Technology Integration for Guest Interaction
Leverage customer relationship management (CRM) systems, AI chatbots, and virtual tour technology to streamline event planning and booking. Research supports the role of IT in creating competitive service differentiation (Piccoli, 2008).
13. Leverage Social Media for Experience Marketing
Use guest-generated content and storytelling via social platforms to highlight client experiences. This builds emotional connection and engagement with prospective clients (Gomez-Suarez and Veloso, 2024).
14. Promote Cross-Cultural Sensitivity in Service Delivery
Train staff on cultural communication styles, event rituals, and planning behaviours to appeal to diverse clients. Tailored service based on cultural value perceptions enhances satisfaction (Huang and Tai, 2003).
15. Capitalise on Post-COVID Regional MICE Trends
Position the hotel as a safe, cost-effective, and accessible venue for post-pandemic hybrid and regional events. Emphasise cancellation flexibility and sustainability initiatives, in line with shifting planner priorities (Lekgau and Tichaawa, 2022; Buathong and Lai, 2017).
16. Highlight Sustainable and Innovative Practices
Incorporate green practices and innovation storytelling into marketing content to appeal to environmentally and socially conscious planners (Backman et al., 2017).


By implementing these recommendations, the hotel can optimise its strategic use of location, deepen client engagement, and improve both operational and experiential performance across its meetings and events portfolio.
These recommendations aim to improve the hotel’s ability to compete with urban venues while maximising the strengths of its regional position. By embedding these strategies, DoubleTree by Hilton Dartford Bridge can continue to enhance its M&E offering, grow revenue, and exceed customer expectations in a competitive market.
















Summary of the Dissertation
This research project explores the impact of location on sales strategies and Meetings & Events (M&E) performance at DoubleTree by Hilton Dartford Bridge, a regional hotel situated near the M25 and Dartford Crossing. The study is framed around the competitive challenges and opportunities that peripheral hotels face compared to urban-centre properties, especially within the UK’s dynamic hospitality industry.
Introduction
The research is motivated by the need to understand how hotel location influences customer acquisition, revenue generation, and operational logistics in the M&E sector. Two research questions guide the inquiry: (1) how location affects the volume, type, and profitability of M&E business; and (2) how location shapes sales strategies. The case study focuses on the researcher’s placement experience at the Dartford Bridge property.
Literature Review
The review identifies hotel location as a strategic asset affecting market access, customer satisfaction, and competitive differentiation. It highlights five key themes: the importance of physical location, the evolution of the MICE sector, sales strategies in regional hotels, urban vs. suburban competitiveness, and the integration of location-based marketing. Theoretical frameworks suggest that non-central hotels can compete through strategic adaptation, service innovation, and local engagement.
Methodology
A qualitative case study design was chosen, supported by semi-structured interviews, document analysis, and observational data from the placement. Purposive sampling targeted staff involved in sales and events. Data were analysed thematically. Ethical guidelines were strictly followed, and limitations acknowledged—particularly the study’s context-specific focus and reliance on internal perspectives.
Findings and Discussion
Five major themes emerged:
1. Location’s impact – Strong for regional corporate clients, weaker for international or prestige markets.
2. Sales strategy – Hyper-local, relationship-based, with heavy use of digital and flexible pricing.
3. Logistics – Operational strengths (parking, access) are offset by Dartford Crossing congestion.
4. Repeat business – Long-term clients form the revenue base and sustain M&E operations.
5. Communication and technology – Staff use IT tools and cultural sensitivity to engage diverse clients.
The discussion confirms that while location imposes limits on market reach, it also opens avenues for focused, agile sales strategies. Literature-supported strategies such as relational marketing, service differentiation, and technology integration are used to overcome challenges.
Conclusion
The study concludes that location plays a pivotal role in shaping both client profiles and hotel strategies. Despite being in a non-central area, the hotel has optimised its strengths through digital outreach, operational efficiency, and community partnerships. Technological tools and cultural adaptability enhance customer engagement, and the shift in post-COVID MICE trends favours regional venues.
Recommendations
Sixteen actionable recommendations are proposed, including:
· Enhancing digital targeting and place image
· Building loyalty programmes and local partnerships
· Expanding hybrid event capabilities
· Benchmarking against competitors
· Promoting sustainable and culturally sensitive practices
These strategies aim to improve market competitiveness, maximise regional advantages, and strengthen client loyalty and event profitability.
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