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2. Script


Hello, my name's Julian Phillips and I'm presenting today from the managing marketing change module of the MBA student number 240-8627.
So to start, I'd like to introduce to the Marriott Group.  So, the Marriott group is a large hotel chain with 9500 properties $25.1 billion of revenue, 5 billion of EBIT and 418,000 employees and the issue I'm going to talk about today is the developments in social media as a marketing platform.
Marriot International’s social media strategy is a multifaceted approach it leverages user generated content influencer partnerships, platform specific campaigns, and storytelling to engage diverse audiences and enhance their brand loyalty.
So the use of social media as a marketing tool, Marriott used different things to help them with this. So, I picked up four items here for us to discuss, which is user generated content or ugc. There was a campaign for 30 stays in 300 days where
Marriott looked for three people to win a competition to be an influencer where they came and stayed 30 times across 300 days at Marriott's hotels, and they documented their time there and posted it to their influencers for TikTok.
Platform specific campaigns, so trying to leverage the different generations that utilise the marketing. So TikTok and Snapchat, that's aimed at Generation Z, you'd have Facebook, Instagram and Twitter aimed at millennials with Reels and then looking for different business travellers, you'd use LinkedIn.
So there's also the real time engagement and engagement initiative called M Live, which is where Marriott employs real time strategies to look through social media. With this open messaging such as Twitter and they can interact with the guests promptly. A great example of this is where a New Zealand backpacker who goes around the world taking Lego dolls and placing them in different places and taking photographs, Marriott noticed that he was there, got in contact with him, and then allowed them to host him at a Spanish Marriott Hotel, therefore taking the quality of the influencers followers on top of Marriott being seen to be an engaging brand.
And then inclusivity and social responsibility for love travels. That is all about the LGBTQ plus community, featuring diverse individuals supporting pride events and emphasises the dedication to making all making all guests feel welcome and valued.
So the opportunities, deeper, engagement and loyalty. So, with the user generated content, it taps into the kind of experience economy that was coined by Pine and Gilmore. It shows authentic travel narratives that allow them to emotionally connect with consumers.
Younger market penetration, so like I was saying in the last slide, with Generation Z being the generation that have grown up with the Internet grown up with social media and it's their primary way of communicating.
So going into the Snapchat market on the Tiktok market allows them to get those younger eyes on the hotels, on the brands and allows them to then understand marketing the marketing for the Marriott group and then also cost effective marketing. So, the influencer collaborations that convert creators into ambassadors, it offers cost effective reach compared to traditional media. 
So pay per click advertising traditionally, could be up to 100K per month, so 1.2 million per year.  On social media, if you would hire a firm in is roughly 25,000 per year a phenomenal difference.
The challenges so digital fatigue is a significant challenge because so much data and online content can make consumers blind to the content as it blends in with the rest, and this can reduce the ad recall and engagement over time, therefore reducing the effectiveness of any marketing campaign that Marriott would put through the measurement of ROI.
So social campaigns, they can increase engagement. But quantifying the direct impact on revenue generation is a difficulty. So Marriott need to establish a key KPIs around this to justify the large investment that goes into the marketing campaign. Then also reputational risk So when you have so much power in the hands of the user generated content, the risk is that one bad tweet or one bad post can generate a viral sensation that's hard to control from the business.
So it's very, very critical that the risk is understood that one person could technically derail a whole marketing campaign inadvertently.
And then for the evaluation. So, from the brand side, brand recognition of Marriot is very strong. Marriott is a globally trusted brand utilising social media as a marketing tool builds on. This reinforces engagement and reinforces loyalty of customers. The multi-platform strategy is certainly a strength for the Marriott group like I was saying where we've got Generation Z targeted with Tiktok and Snapchat.
The millennials targeted with Instagram, Facebook and Twitter and then the business travellers targeted with LinkedIn. It allows to come across all different age groups and then allows the age groups to have the brand put in front of them via the marketing campaign as expected. Then the effective use of influencers is certainly another strength.
The user generated content, it can be more persuasive than traditional marketing, where traditional marketing is given to you by a company. Everybody is very aware that it's come from the company, and obviously a team of people who want that company to make it look make it look, make it look good.
With the user generated content, it appears unbiased because they don't work for the Marriott group. They are influencers. They are earning from themselves and therefore their opinions feel more valid as a human opinion. But then equally the weakness is the lack of control that comes with influencer content.  So, whilst the influencers can be a huge positive for business and give that that unbiased view that everybody's looking for.
That unbiased view can also be a negative view of an Influencer of going into a hotel or into a room and finding something that they don't like, something they're not happy with, and then posting that on to their social media and posting that to their thousands, possibly millions of followers can be incredibly brand damaging and therefore hurting another. One of the strengths of the brand recognition, because where you've lost control and everybody knows your brand, then it can actually become news. So, it's incredibly dangerous at certain times.
Then also on overdependence on 3rd party platforms so, You're reliant on these platforms to allow your content to reach the people you wanted to reach. However, TikTok, for example, works on an algorithm. That algorithm shows people on their for you page what they want to see, or the type of content that they regularly view. Now, Marriott won't have control of this algorithm, therefore they're hoping that people are looking at travel situations or travel pictures, or maybe holiday bookings and then the algorithm should technically push them further up. However, there's no guarantee and therefore you could be spending money on a marketing campaign that isn't reaching the amount of people that you wish it to.
And then furthermore, the lack of transparency and financial return so many companies struggle to quantify the returns on social media investment according to rust and the engagement people can see is high, but the conversion from likes into bookings is incredibly hard to track.
Then the summary and takeaways from what I've spoken about today with the Marriott Group and social media is that social media ultimately certainly an effective marketing tool, billions of people use social media on a daily basis. So therefore having a presence there and also a presence where you don't necessarily have to pay a great deal of outlay, then it's obviously going to be beneficial to the company.
Significant reputational control with influences is a point of positive and negative. So, the authenticity that comes with somebody having that level of control will give people faith in the fact that your brand is as good as you're saying it is. However, on to the next point, the protectionism from the business needs to be there to ensure that the content experience. If you're inviting an influencer into your business to take photographs to take videos posted their followers, you need to ensure that it's in very, very good condition and it's going to be the perfect stay.
Always the reputational damage is out of your control.
Then also there has to be care taken about an over reliance on social media. When we talk about digital fatigue and the fact that people won't necessarily engage with the ads after a certain point in time. It's a key tool in the toolbox of marketing. But I think that that's the point is it's a tool. Not everything there's other tools in the box. So there still needs to be reliance on your typical paper billboards. There needs to be reliance on TV advertisement and movie advertisement so that people still get it from different angles and then understand that marketing isn't only one and done from social media.
And then the critical point for me is that how they could track the ROI from the marketing scheme. So marketing is a very expensive tool, but it's very valuable to a business when it returns. So, measuring the return on investment from that marketing, I think something where you could create a KPI which links your engagement level to how many bookings that you're getting would be key to being successful. And you could do that by tracking over time from the launch of a social media marketing campaign tracking from a time standpoint to take away and see has your book have your bookings risen, held or fallen from that point in time to give an idea whether it's possibly a good marketing campaign or a bad marketing campaign? Thank you very much for your time. It's been a pleasure presenting about the Marriott group to you. Thank you.
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