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Future Developments in the Field of Marketing:     The Grand Hotel Swansea



Executive Summary
The purpose of this report is to critically evaluate the effectiveness of the marketing activity at The Grand Hotel Swansea to identify potential shortcomings and to provide valuable recommendations to the organisation.
The report first develops a firm understanding of The Grand Hotel’s current marketing position using the 4Ps of the marketing mix, before identifying the hotel’s broad target market, ranging from business travellers to leisure guests, via market segmentation. Based on these findings, the hotel’s use of marketing platforms like Chillisauce to market for its diverse customers will be outlined. Facebook will be identified as the hotel’s main channel of communication, while other platforms like Twitter are exposed as being outdated. Key components of the hotel’s marketing strategy are identified as impulse buying and the use of prize draws using the snowball effect of marketing, while shortcomings are found in the hotel’s revenue management.
In the process, the future developments in marketing including the popularity of influencer marketing alongside its ethical considerations will be discussed, and the current changes in consumer buying behaviour outlined. This report concludes by presenting a step-by-step guide to successful influencer marketing at The Grand Hotel Swansea and provides its management department with further recommendations to boost revenue management and to enhance their online presence and reputation.
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1. Introduction
Marketing is an essential pillar of any successful business as it draws attention to its products or services and facilitates optimising revenue (Chaffey and Ellis-Chadwick, 2019). Since the latest reopening of the hotel industry earlier this year, hotels from all segments have been working rigorously towards a successful post-Covid recovery to bounce back from a Covid-related decline in business (Revfine, 2021). As a result, many hotels have come up with exciting new marketing concepts following new trends to recapture old and win over new hotel guests.
The Covid-19 pandemic has spurred online marketing in hotels and the range of available marketing strategies has been as broad as never before. Digital marketing has become a key component of any lucrative organisation’s marketing strategy. From influencer or video marketing (Masuda, Han and Lee, 2022) to online reviews tracking systems (De Pelsmacker, Van Tilburg and Holthof, 2018) – the types of digital marketing strategies are versatile and resourceful. Yet, their effectiveness depends strongly on hotels’ capabilities to implement them and use them to their advantage. 
The Grand Hotel Swansea, a three-star independent hotel located in Swansea’s vibrant city centre, is one of those hotels that has been hit hard during the Covid-19 pandemic. Since its reopening in late 2021 and in line with its revised business goals from 2019, the hotel has experienced a variety of new marketing campaigns directed towards its planned hotel extension next year as well as its overarching goal of becoming the best independent hotel in Swansea (Thomas, 2019).



In the following, the effectiveness of the marketing activity at The Grand Hotel Swansea will be discussed by using a range of tools such as the marketing mix or micro and macro environment analysis. This report will also appraise the hotel’s target market and market segmentation before measuring the overall success of its current strategy. In the process, the future developments in the field of marketing will be discussed and directly applied to this case study hotel. This report concludes by providing the management team of The Grand Hotel Swansea with practical recommendations for a resilient marketing strategy tailored to its unique features and business goals.













2. Main Findings
2.1 Critical Evaluation of the Marketing Activity
2.1.1 Marketing Mix – the 4Ps
Product and Place
The Grand Hotel Swansea currently has 53 guest bedrooms of diverse room types, as well as three function rooms, a restaurant, and a bistro bar. This hotel’s unique selling point, however, are its three penthouse suites with private hot tub on the balcony which cannot be found in any other hotel in and around Swansea (The Grand Hotel Swansea, 2022).

Promotion
While all other room types are being advertised on booking channels including Booking.com, Expedia or Hotels.com, the hotel’s penthouse suites cannot be found there but instead can only be booked via the hotel’s own website or directly via phone call, which is owed to the vast commission fees of these platforms of up to 20 percent (Linden, 2021). While this might be an effective approach to reduce their operating costs, it does not appear that the hotel clearly communicates this to first-time customers trying to locate and book the penthouses online as shown in Figure 1’s compilation of frequently asked questions about the hotel’s hot tub rooms in the period from 2020 to this day (Booking.com, 2022).
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Figure 1: FAQs about The Grand Hotel Swansea (Booking.com, 2022)
This is expected to have put off a wealth of potential customers in the past assuming that there is no availability for their desired dates and rooms and should therefore be updated on the hotel’s channels as this is anticipated to positively affect not only guest satisfaction from a customer’s point of view, but also to increase both availability and revenues from a business point of view.


To maximise occupancy, hotels often use the psychology of impulse buying (Schaap, 2018). By claiming the occurrence of last-minute cancellations and then offering its penthouses at a reduced rate including packages, as shown in Figure 2, The Grand Hotel intends to trigger purchase intentions in customers who believe to be making a good deal, while often these deals only exist on paper (Szymkowiak, Gaczek and Padma, 2021).
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Figure 2: June Hot Tub Suite Cancellations (The Grand Hotel Swansea, 2022)



Price
Research found that while the three penthouse suites have a set price of £240, £260 or £280 per night, including extras such as breakfast or complimentary drinks, the prices for all other room types vary depending on availability, weekday, or events in the surrounding area (Great National, 2022). This can result in higher prices for a classic double room to an extent where the rate charged exceeds the ones for a luxurious penthouse suite on popular days, raising questions not only about the value for money offered to guests, but at the same time reveals a lack of marketing and revenue management.
Alternatively, the hotel should market and upsell all its room types in accordance with the occurrence of event days. Research by Guillet et al. (2022, p. 2516) suggests that “the interactive effect of timing and framing of [a] hotel’s upselling message [can have a positive impact] on consumer attitudes toward the message”. Overall, the hotel has identified a unique selling point in its area, yet there appears to be a deficiency in how this is being marketed and adequately priced.





2.1.2 Target Market and Market Segmentation
Due to its central location, The Grand Hotel Swansea attracts a variety of different customers ranging from corporate guests utilising the conference room facilities, to stag and hen parties making use of the hotel’s proximity to Swansea’s nightlife, as well as families and honeymooning couples.
To market to this wide range of guests, the hotel successfully engages with a variety of marketing channels. For instance, tour operator Great Rail Journeys is used to market package holidays to older generations (Great Rail, 2022), while Figure 3 depicts an example of the hotel’s advertisement using the platform Chillisauce, which is known for organising stag and hen party events (Chillisauce Ltd., 2022).
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Figure 3: The Grand Hotel Swansea on Chillisauce (Chillisauce Ltd., 2022)


The concept of dividing a broad consumer base with common wants and needs into smaller groups is generally known as market segmentation (Tarver, 2022). Moreover, Kavoura, Kefallonitis and Theodoridis (2019) argue that a hotel which applies market segmentation to identify a target market, can expect positive changes in its occupancy. By using a variety of different channels, The Grand Hotel’s strategy can therefore be described as effective.











2.1.3 Micro and Macro Environment
The marketing environment consists of the forces that effect a business’ capabilities to operate efficiently both internally and externally and impacts an organisation’s marketing strategy (Camilleri, 2018).

Macro Environment
Appendix 1 depicts a PESTLE analysis conducted for this report. The findings suggest that despite political and economic uncertainty, consumers’ eagerness to travel remains high which is likely due to the overall decline in holidaymaking during the Covid-19 pandemic (Office for National Statistics, 2022). These factors have influenced The Grand Hotel’s marketing strategy to the effect that it widely promotes staycations as part of its strategy. Likewise, political events like Russia’s invasion of Ukraine (Figure 4), or in times of social outcry as in the case of Sarah Everard (Figure 5), have a substantial influence on the hotel which is mirrored in increased marketing activity.
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Figure 4: Fundraiser Event at The Grand Hotel (The Grand Hotel Swansea, 2022)
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Figure 5: Sarah Everard Statement (The Grand Hotel, 2021)
Moreover, an increasing public pressure on tackling climate change related issues has prompted the hotel’s pledge to incorporate more sustainable business practices as part of its planned hotel extension next year (Thomas, 2019). Once completed, this is expected to make up for a large part of the hotel’s marketing strategy moving forward.

Micro Environment
Figure 6 is comprised of the factors influencing the micro environment of The Grand Hotel. Increased competitor activity since the reopening of the hotel’s main competitor The Dragon Hotel earlier this year, as well as Airbnb’s disruptive impact, has prompted the hotel to launch a range of new packages and hotel deals, including cash back offers, to sustain its market position.
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Figure 6: The Micro Environment of an Organisation (Surbhi, 2020)
Besides, a continuous struggle with preserving manpower and an unhealthy staff turnover have initiated the hotel to place special emphasis on employee retention. This is being marketed to the public by several teambuilding-related social media posts intended to advertise for new staff, as shown in Figure 7. Though it is evident that this approach alone will not necessarily improve staff retention, it is highlighted to the public that employees are being prioritised, which is expected to have a positive effect on both employee wellbeing and performance.
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Figure 7: Team Day at The Grand Hotel (The Grand Hotel Swansea, 2022)















2.1.4 Selection of Media
On the 2nd of June 2022, The Grand Hotel launched its brand-new website (The Grand Hotel Swansea, 2022). Other key channels and platforms currently in use by the hotel are identified as Facebook and Instagram and are the hotel’s main methods of communication used for marketing purposes. The versatility of today’s social media platforms allows organisations to reach their chosen target market (AxisRooms, 2021). Moreover, Leung, Bai and Stahura (2015) find that the use of social networks can be described as very effective due to their popularity, for being participatory and in terms of coverage. Yet, it remains important for this hotel to not lose track of other channels such as email traffic, considering the wide range of customer base including older generations.
The hotel’s LinkedIn profile, on the other hand, is widely outdated and reveals inoperative links, error messages and an out-of-date hotel description (LinkedIn, 2022). Similar was found while examining the employment website Indeed, where the hotel operates a profile without providing any information about the company, its facilities and features, or photos (Indeed, 2022), as well as on their Twitter profile, which shows an outdated hotel logo and has accumulated no more than six tweets over time (Twitter, 2022).
Overall, it appears that the hotel’s recent photoshoot has had a remarkable impact on their social media usage as the quantity of posts has increased sharply over the last few weeks (The Grand Hotel Swansea, 2022).



2.1.5 Measuring Success
It has become evident that marketing is essential to any business’ success yet measuring the effectiveness of a marketing campaign is often complex in terms of appraising its metrics and key performance indicators (KPIs). According to Flores (2014), website traffic and page views play a central part in digital marketing. 
In the case of The Grand Hotel, the most successful marketing strategy identified is the use of prize draws for promotional purposes. Prize draws using social media are generally known as a low-cost strategy to promote a certain product and inform a business about the exact price of a promotional activity in terms of tangible figures (Peck et al., 2013). Figure 8 depicts the hotel’s most recent promotional activity for its Father’s Day Afternoon Tea (The Grand Hotel Swansea, 2022).
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Figure 8: Father’s Day Prize Draw (The Grand Hotel Swansea, 2022)
This technique is commonly known as the snowball effect in marketing and uses a form of snowball sampling, where liking, tagging a ‘friend’ and sharing the post enables Facebook users to enter the prize draw.
By the end of this competition on the 16th of June 2022, the post has had 85 valuable entries, meaning this single post has reached at least 170 potential customers. This is an effective and measurable marketing tool at a maximum cost of £91.80 for the four adult afternoon teas that the hotel must now supply to the winner of the prize draw (see Figure 8). This marketing strategy can therefore be considered as a win-win situation for both the business and consumer, as even if a consumer does not actively enter the prize draw, wide-ranging attention to the business is drawn by scrolling activity. This has the potential to create a new pool of customers in the future (Chiu et al., 2014). Besides, it covers all aspects of the marketing mix previously discussed.








2.2 Future Developments in the Field of Marketing
The above analysis details and evaluates the marketing activity currently found at The Grand Hotel Swansea. Nevertheless, there are other resources and trends in marketing that the hotel could potentially make use of, which will be presented in the following.

2.2.1 Influencer Marketing
A hot topic in the field of marketing is influencer marketing. Its popularity has risen sharply in recent years and social media influencers have become the guiding force for almost everything young people do or purchase. The concept of influencer marketing is a brand or organisation working in partnership with a social media influencer to market one or more of their products and services (Kay, Mulcahy and Parkinson, 2020). Influencers will then use the followers of their online profiles to draw attention to, review and advertise these products and services either for monetary compensation or free use of these products and services (Chan, Fong and Law, 2021). Influencer marketing can therefore be understood as an amplification of word-of-mouth marketing.
Yet, influencer marketing is also often associated with risks. A major disadvantage is a brand’s exposure to the negative public image of an influencer as recently observed with West Ham footballer Kurt Zouma, who allegedly abused his pet cat, which caused widespread outrage and resulted in the athlete losing his sponsorship deal with Adidas (BBC Sport, 2022).

A 2020 study by Kantar found that 44 percent of Generation Z has made purchases because of recommendations from their affiliation with a social media influencer (Williams, 2022), and the figures are estimated to have increased sharply over the past two years. The likes of TikTok, Snapchat or Instagram have become the most popular platforms to use, while Facebook remains popular among older generations finds AxisRooms (2021).
Overall, these findings suggest that when used properly, influencer marketing can be hugely beneficial for hotels. With regards to The Grand Hotel Swansea, no resources are invested in influencer marketing at present, yet huge potential can be identified for this hotel.










2.2.2 Changes in Consumer Buying Behaviour
The consumer buying behaviour is constantly evolving due to new spending patterns, and so is the need for revised marketing strategies. Digital marketing is becoming increasingly more personalised. Developments in metrics and data tracking allow for tailored ads personalised for a specific target audience (McIntosh, 2022). Researchers argue that the occurrence of varying wants and needs in different age groups from social backgrounds or purchasing intensions require businesses to personalise advertisement to draw consumers’ attention and consequently to make a profit (Deloitte, 2021).
Moreover, an increased emphasis on General Data Protection Regulation (GDPR) and marketing ethics will continuously necessitate businesses to adapt and act rapidly. Only those organisations that will obtain data sharing consent of their customers and value data protection as much as making a profit are expected to operate successfully in the ever-changing business and marketing environment.







3. Conclusion
It has been demonstrated that the marketing activity at The Grand Hotel Swansea is mostly effective but capable of improvement. In line with changes in consumer buying behaviour patterns, the hotel excels in using marketing psychology such as impulse buying (Schaap, 2018) or in the use of prize draws relying on the snowball effect of marketing to capture revenue and enhance the consumer experience (Chiu et al., 2014).
Moreover, the hotel appears to be sensible of their target market by advertising their services successfully on a variety of different communication channels. This report has highlighted that marketing to a mass audience alone has become particularly ineffective hence market segmentation is pivotal (Tarver, 2022).
The use of social network Facebook for promotional purposes is evidently very effective (Leung, Bai and Stahura, 2015). However, the hotel appears to be struggling with keeping other social media accounts up to date, having abandoned several of its accounts over the years.
Shortcomings could be identified in upselling in the form of using local developments such as the newly built Swansea Arena and its respective events as a springboard for increased revenues, which has previously resulted in unfair pricing. Besides, poor communication to potential customers in terms of its unique selling point, the penthouse suites, has been identified. In times of political crisis and social unrest, the hotel demonstrates increased marketing activity to promote fundraising events. However, it remains questionable whether the hotel’s increased welfare work in times of crisis is intended solely for a good cause, or if it rather serves the hotel as a gateway for intensified marketing activity and attention seeking.
With regards to contemporary marketing strategies such as influencer marketing, The Grand Hotel is found falling behind. A lack of experience in the matter necessitates management to invest more resources in social media influencing to successfully launch a marketing campaign. Being the backbone of any thriving business, only the continuous revision of its marketing campaigns can guarantee the long-term success of The Grand Hotel Swansea.




















4. Recommendations
Based on the conclusions drawn above, the author proposes the following recommendations to the organisation:
· To update the hotel information in how to locate and book their penthouse suites on all relevant channels. This is estimated to have a long-lasting positive impact on both customer satisfaction and revenue.

· A review of the hotel’s package hotel stay offerings in line with events is recommended. Similar practice can be found in competitor Morgans Hotel as shown in Figure 9. This form of upselling is projected to increase revenue as well as the customers’ value for money perception (Guillet et al., 2022). To maximise its potential, a close collaboration with the marketing team of the new Swansea Arena is advised. By advertising for each other using web links and visual incentives, both parties are expected to benefit.
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Figure 9: Package Marketing at Morgans Hotel (Morgans Hotel, 2022)
· To either thoroughly update or fully remove their LinkedIn, Indeed and Twitter profiles if not being maintained accordingly to elevate its social media presence. If to be continued, a member of staff responsible for social media account maintenance should be appointed. With an expected increase in marketing activity, the appointment of a marketing manager upon the completion of the hotel extension is advised. 
Alternatively, an increased focus on YouTube is recommended. Being the second biggest online search engine after Google, YouTube is widely used by consumers to search for information, including travel (Tiu, 2018). Video marketing will increase the hotel’s visibility and credibility and shows potential customers what The Grand Hotel has on offer using videos. A positive side effect of video marketing is that it is another way of building an online review system. However, this is something the hotel has no previous experience in hence considerable investment in equipment and skills is needed.

· Targeted influencer marketing using local bloggers (micro influencers) over celebrities (macro influencers). Appendix 2 depicts a step-by-step guide to successful influencer marketing created by the author specifically for The Grand Hotel Swansea, including budgeting and earnings estimate.
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Appendices
Appendix 1: PESTLE Analysis
	Political


	· Political stability in the United Kingdom despite a recent vote of confidence in Prime Minister Boris Johnson (Sparrow, 2022) and the lockdown party scandal (Kuenssberg, 2022)
· Ongoing turmoil with Brexit deal arrangements between the United Kingdom and Northern Ireland with the EU (Taylor and Sparrow, 2022)

	Economic
	· The current cost of living crisis, caused by inflation and tax increases, reduces consumer’s disposable income (Office for National Statistics, 2022)
· Rise in interest rates discourages investment (Hickey, 2022)
· Ongoing hospitality job vacancies because of Covid-19 pandemic and Brexit (Office for National Statistics, 2021)
· Increasing food and energy prices for hospitality businesses
· £1.3bn Swansea Bay City Deal with UK Government as partner (GOV.UK, 2022)

	Social
	· Increase in household spending growth (adjusted for inflation) by 0.5 percent in Quarter 4 (October to December) 2021 when compared with Quarter 3 (July to September) 2021 (Office for National Statistics, 2022)
· Spending on restaurants and hotels in 2020 (Q3) decreased by negative 42,2 percent compared with Q4 in 2019 (Office for National Statistics, 2021)
· The opening of Swansea’s new Digital Arena aims to elevate the quality of life of citizens and to boost local tourism (GOV.UK, 2022)



	Technological
	· Developments in communications technologies having an influence on marketing activities
· Increased use of artificial intelligence and robotics in hotel operations

	Legal
	· Increased importance to comply with the General Data Protection Regulation (GDPR) in marketing
· Changes in Covid-related laws and regulations with a continuous risk of reintroduced travel restrictions
· Brexit: Migration and free movement impacted legally. Non-UK citizens require approval as part of the EU Settlement Scheme to continue to live, work and study in the United Kingdom (GOV.UK, 2022)

	Environmental
	· Precautional measures for the prevention of Covid-19 to be implemented
· Climate change: Increased need for implementation of green policies and sustainable practices
· Pledge to reduce the hotel’s carbon footprint while boosting decarbonisation as part of its revised corporate social responsibilities (Thomas, 2019)











Appendix 2: Step-by-Step Guide to Successful Influencer Marketing
Step-by-Step Guide to Influencer Marketing at
The Grand Hotel Swansea (GHS)
Step 1: Strategy
· Goal: Set up your campaign goal:

GHS:
· Build brand awareness and strengthen brand image
· Increase social media engagement and interactions
· Improve sales

· Budget: Define your budget:

GHS:
· Amount x in £ per blog post
· Free hotel stay per x amount of online reviews or blog posts

· Timeframe: Decide on a time frame:

GHS:
· Content to be published within two weeks of hotel stay
· Overall trial period for influencer marketing to be one year

Step 2: Influencer Discovery
· Decide on the right type of influencer and their compensation depending on your budget

	Type
	Compensation

	Nano Influencers
(<10k followers)
	Free stays

	Mid-tier Influencers
(10k – 100k followers)
	Monetary compensation

	Top-tier Influencers
(100k – 1m followers)
	Monetary compensation
Sponsorships



GHS:
· Local influencers in nano to mid-tier is recommended


· Locate influencer online

GHS:
· Platforms to be used are Instagram or Dovetale

· Validate Influencers by research their content and ask for screenshots of their analytics to look at the demographics of their audience

Step 3: Reach out to Influencers
· Get in touch

GHS:
· Introduce the hotel
· Propose collaboration
· Tell them why you want to work with them specifically
· Explain expectations
· Send social media handles via links

· Negotiate terms with influencers

GHS:
· Specific requests
· Do not script what influencers should say online
· Decide where the content will live (e.g. blog post, story post)
· Define timeframe
· Agree on compensation, 
e.g. hotel stay for content vs professional opportunity for content	vs money for content vs ad spend for content to maximise	exposure

Step 4: Track Results and Measure Success
· Check the Return on Investment (ROI)

GHS:
· Send a UTM Code to influencers
· A UTM Code tracks the performance of campaigns and content and is created using a UTM maker platform
· The code will tell the hotel how many people have booked the hotel by accessed the website via influencer profiles
· Compare results with goals from Step 1
· Make changes to strategy or types of influencers if necessary
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