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Abstract: 
This research project investigates the relationship between social media utilisation and customer interaction within the UK hospitality sector, specifically focusing on the AC Marriott Hotel Inverness. The study examines how the hotel employs social media platforms to foster customer engagement, assessing the impact of these efforts on customer interaction and satisfaction. The importance of social media as a customer engagement tool in the hospitality industry has grown significantly over the past decade, with platforms like Facebook, Instagram, and Twitter becoming central to customer communication, brand visibility, and loyalty-building efforts. However, more research has yet to explore the specific efficacy of social media engagement strategies at the hotel level, particularly within regional markets such as Inverness, Scotland.
This study aims to analyse AC Marriott Hotel Inverness's approach to customer engagement on social media, examining key metrics such as user interaction rates, customer feedback responsiveness, and the types of content that drive the most engagement. By focusing on a single hotel within a competitive and tourism-dependent market, this research provides insights into best practices and challenges regional hospitality brands face in effectively leveraging social media. The study employed a mixed-method approach, combining quantitative data from social media analytics with qualitative data derived from customer reviews, comments, and interactions observed on the hotel’s social media channels. Social media metrics, such as engagement rate, response time, content reach, and customer sentiment, were analysed to determine the effectiveness of the hotel’s strategy. In addition, interviews with hotel staff responsible for social media management provided a contextual understanding of the hotel’s customer engagement goals, tactics, and perceived barriers to success.
Findings reveal that social media plays a crucial role in fostering customer interaction and engagement at AC Marriott Hotel Inverness. The hotel’s strategic use of visual content, promotional offers, and timely responses to customer inquiries has contributed to higher interaction levels and positive customer sentiment. However, challenges such as resource allocation, staff training, and content frequency were identified as factors that can impact the consistency and quality of engagement efforts.
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 This study highlights the importance of aligning social media strategies with customer expectations and preferences, suggesting that hotels in similar markets can enhance customer loyalty and satisfaction by adopting a targeted, responsive approach to social media engagement.
The insights gained from this research underscore the potential of social media as a valuable tool for customer engagement in the hospitality sector and offer recommendations for how hotels like AC Marriott Inverness can refine their strategies to foster stronger customer relationships. The findings contribute to the broader understanding of digital engagement practices in the hospitality industry and offer a framework for further research on social media’s role in enhancing customer experience.
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                                                   CHAPTER - 1
1. Introduction 
1.1 Background
Social media's growing popularity has changed how businesses engage with their customers, especially in the hotel industry. Social media has emerged as a vital instrument for consumer engagement, enabling tailored marketing, direct connection, and improved customer satisfaction. With an emphasis on the UK hospitality industry and a case study of the AC Marriott Hotel Inverness, this study attempts to investigate how social media use affects customer engagement. This hotel, which is part of Marriott International's AC Hotels brand, offers a singular chance to investigate how international hospitality brands use social media to increase local customer engagement. 
AC Marriott Hotel Inverness is strategically located in Inverness, Scotland—a key destination known for its historic sites, natural beauty, and cultural significance, drawing both international tourists and local visitors. The hotel's position within the city enhances its appeal to various traveller demographics, providing a relevant case study for understanding the role of social media in attracting and interacting with diverse customer groups. As part of the AC Hotels collection, a brand emphasising modern aesthetics and European-inspired service, the AC Marriott Hotel Inverness aims to appeal to a younger, digitally savvy clientele who often prioritise engaging experiences both online and offline (Marriott International, 2023). Marriott International, as a global hospitality leader, consistently leverages social media to promote its brand identity, respond to customer inquiries, and maintain customer loyalty. Understanding how social media strategies are implemented within the AC Marriott brand, and specifically in the Inverness location, offers insights into the broader relationship between social media engagement and customer interaction (Marriott International,2023). 
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The key themes of this research include social media engagement strategies, customer interaction dynamics, and customer satisfaction within the hospitality industry. The study seeks to answer how social media platforms, such as Facebook, Instagram, and Twitter, affect customer engagement levels, how they contribute to brand loyalty, and their role in shaping customer satisfaction in real-time interactions. Ultimately, the findings aim to contribute to the understanding of digital marketing practices in hospitality, particularly the role social media plays in enhancing customer interaction and satisfaction within a UK context.


1.2 Rationale of the Research
The rationale for this research stems from the increasingly central role that social media plays in shaping customer engagement within the hospitality sector. Social media has transformed the way businesses interact with customers, shifting traditional marketing approaches towards dynamic, two-way communication channels. In particular, the UK hospitality sector, including hotels like AC Marriott Inverness, relies heavily on effective social media strategies to attract, engage, and retain customers (Hudson & Thal, 2013). The importance of this study lies in its potential to elucidate how social media utilisation impacts customer interaction and contributes to building customer loyalty and brand reputation in a competitive market.
AC Marriott Hotel Inverness provides an ideal case study for exploring this relationship, as it operates in a highly competitive tourism destination where online reputation and customer engagement are crucial to business success. Prior research has shown that effective social media engagement can significantly enhance customer satisfaction and loyalty (Leung, Bai, & Stahura, 2015). However, there remains limited research on how specific UK hotels harness social media to optimise customer interaction. By focusing on AC Marriott Inverness, this study aims to fill this gap and provide insights that can inform social media strategies across the hospitality industry.
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1.3 Aim and Goals of the Research
Research Aim:
The primary aim of this research is to look into how social media use and customer engagement relate to one other in the UK hospitality sector. with a specific focus on the AC Marriott Hotel Inverness. This study seeks to understand how social media engagement strategies influence customer experiences, satisfaction, and loyalty within this hotel.
Research Objectives:
1. To examine the impact of social media on customer engagement at the AC Marriott Hotel Inverness.
This objective focuses on assessing how social media channels and content influence the level and quality of interactions between the hotel and its customers, including reviews, comments, and direct interactions.
2. To evaluate the effectiveness of social media strategies in enhancing customer satisfaction and loyalty.
This objective aims to measure how different types of social media content, campaigns, and customer support impact guests’ satisfaction and likelihood of returning to the hotel.
3. To offer recommendations for enhancing social media customer engagement at the AC Marriott Hotel Inverness. 
1.4 Research Questions:
Q1. How does the AC Marriott Hotel Inverness interact with its customers on social media?
Q2. How does social media affect AC Marriott Hotel Inverness customer engagement?
Q3. Which method can the AC Marriott Hotel Inverness use to enhance social media consumer engagement?
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 CHAPTER 2
[bookmark: _ix4svu5i2sq0]2. Literature Review: 
[bookmark: _ucmtc1yhb6gz]2.1. Social Media Utilisation and Customer Interaction in the UK Hospitality Sector with a Focus on AC Marriott Hotel Inverness
The hospitality industry, and particularly hotels, increasingly rely on social media to engage with customers, improve brand perception, and encourage direct interactions. This literature review critically explores the existing research on social media use within the UK hospitality industry, focusing on customer interaction in hotels. The review aims to identify key themes, analyse the approaches and methodologies in current research, and pinpoint any gaps in the literature, particularly regarding the AC Marriott Hotel Inverness.
[bookmark: _uiaeifg8jzyp]2.1.1. Social Media and Customer Interaction in the Hospitality Industry
Social media’s impact on customer interaction has been widely studied across sectors, with significant research pointing to its pivotal role in the hospitality industry. According to Leung et al. (2013), social media allows hotels to engage directly with customers, promote loyalty, and influence their decision-making process. Social media platforms, particularly Instagram, Facebook, and Twitter, provide channels through which customers can engage with hotels by sharing experiences, providing feedback, and seeking information (Kwok & Yu, 2016). This interaction is particularly crucial in the UK hospitality sector, where a competitive market pressures hotels to build strong customer relationships and maintain a positive online presence.
Additionally, social media facilitates real-time communication, which helps hotels respond to consumer questions or grievances nearly immediately, increasing patron happiness and brand loyalty (Hudson et al., 2015). Studies by Kasavana et al. (2010) suggest that timely responses to customer feedback are critical in a sector where guest reviews significantly influence potential customers. By promptly addressing online reviews, hotels not only demonstrate customer focus but also improve their reputation. The opportunity to interact with customers via social media thus transforms passive consumers into active participants, allowing for a two-way communication model that builds a sense of community and loyalty.
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[bookmark: _271rfsil5j]

2.1.2. . Social Media Utilisation in the UK Hospitality Sector
The UK hospitality industry has seen a rapid uptakeof social media during the previous ten years. A report by Statista (2021) shows that over 40% of UK hospitality businesses use social media as their primary marketing channel, reflecting the growing importance of digital engagement. However, research suggests that social media strategies and their effectiveness vary greatly depending on the type and size of the hotel (Harrigan et al., 2017). In luxury hotel chains like Marriott, social media is used not only to promote services but also to create a personalised brand experience that resonates with their high-end clientele (Chan & Guillet, 2011).
Studies by Kim and Ko (2012) argue that luxury brands benefit disproportionately from social media because they can leverage the visual appeal of their properties and amenities on platforms like Instagram and Facebook, where image-heavy content attracts higher engagement rates. For example, hotels like the AC Marriott Inverness can highlight scenic views of the Scottish Highlands or showcase high-end amenities through well-curated images and stories. This approach resonates with social media users who seek travel inspiration, further positioning the hotel as a desirable destination.
Despite the general benefits, there are challenges specific to UK hotels. The fluctuating nature of online customer interactions, where a single negative review or post can affect a hotel’s reputation, poses significant risks. Furthermore, smaller hotels, as noted by Zhang et al. (2019), often lack the resources and expertise to manage social media platforms effectively, resulting in inconsistent engagement and reduced impact.
[bookmark: _144uxxad6zwx]2.1.3. The Role of Customer Interaction on Social Media in Enhancing Brand Loyalty
Numerous studies emphasise that active customer interaction on social media positively influences brand loyalty. For instance, Hudson et al. (2016) found that social media engagement contributes to emotional attachment, trust, and loyalty toward the brand. In the case of hotels, engaging with customers on social media can lead to repeat bookings, as guests appreciate personalised communication that addresses their specific preferences and needs.
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Furthermore, in a study focused on the UK hotel sector, Bilgihan et al. (2016) revealed that consistent engagement on social media channels leads to higher customer satisfaction, with positive interactions leading customers to recommend the hotel to others. The authors emphasise that personalization, especially through tailored responses and targeted content, is critical in fostering loyalty. In line with this, AC Marriott Inverness could enhance its brand loyalty by engaging with customers in a meaningful way, responding to their feedback, and showcasing customer-centred content that reflects the experiences of guests who visit their property.
The role of social media in maintaining brand loyalty is particularly relevant in the hospitality industry, where intangible aspects such as atmosphere, service quality, and customer experience heavily influence customer decisions. Studies by Oh et al. (2020) emphasise that hotels which maintain an active and engaging social media presence see higher customer retention rates as customers feel more connected to the brand. However, a potential gap exists in how UK hotels systematically approach personalised customer interaction on social media. As noted by Leung et al. (2013), there is a need for more empirical research into the specific strategies hotels use to build relationships with individual customers.
[bookmark: _7rn2eham1bx7]
[bookmark: _8duu5b7u9bkz]2.1.4. Social Media Strategies in Hospitality: The Case of AC Marriott Hotel Inverness
The AC Marriott Hotel Inverness is well-positioned to take advantage of social media, given its unique location and target clientele. Research on location-specific marketing, such as that by Pantano and Di Pietro (2013), demonstrates that hotels can effectively leverage local attractions and culture to enhance customer engagement. By promoting local events or collaborating with nearby attractions, the AC Marriott Hotel Inverness could use social media to create a sense of immersion and attract customers interested in experiencing the Scottish Highlands.
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While larger hotel chains like Marriott often employ centralised social media strategies, the literature indicates that localising content can be highly effective (Xiang et al., 2015). The AC Marriott Hotel Inverness could potentially enhance its reach and engagement by posting content specific to its location, such as recommendations for local activities or highlighting seasonal attractions. This localization aligns with findings by Leung et al. (2013), who suggest that hotels which provide destination-specific content experience higher levels of interaction and guest satisfaction.
Despite these potential advantages, limited research exists on the social media strategies used by individual Marriott locations, including AC Marriott Hotel Inverness, to foster customer interaction. Most studies, as noted by Buhalis and Sinarta (2019), focus on the broader strategies of hotel chains rather than examining the nuanced approaches taken at specific properties. This lack of specificity represents a notable gap in the literature, as individualised social media strategies may be crucial for creating meaningful customer engagement in diverse markets.
[bookmark: _iqnafkx4for]
[bookmark: _3t6fcxm03eok]2.2. Relevant Literature Review
While significant research exists on social media use in the hospitality industry, specific gaps remain. First, there is limited research on the impact of social media on customer interaction within individual hotels, particularly within the context of the UK. While general studies provide insights into broader trends, there is a lack of empirical research that examines how specific hotels, like the AC Marriott Inverness, utilise social media to engage with customers on a local level.
[bookmark: _85bmu49f1x5k]
[bookmark: _9jmzcnhgozbr]
[bookmark: _hhssulybqwxd]
[bookmark: _7fnr8teeufqf]                                                                 Page 14
[bookmark: _8v46cn4m4r3o]
[bookmark: _qmloffmd7b4i]
[bookmark: _i30h5ik8nrce]
[bookmark: _dzty7nr3qqu8]2.2.1. Identified Gaps and Future Research Directions
Furthermore, not much research has been done on how social media use affects customer retention and brand loyalty over the long run in the UK hospitality industry. Research is necessary to comprehend how different platforms contribute differently to consumer interaction and loyalty in hotels, given the swift evolution of social media and the variety of platforms utilised. For example, Instagram’s visual appeal might attract younger audiences, while LinkedIn might serve a different purpose for business-oriented hotels.
Finally, as noted by Pabel and Prideaux (2016), further research should focus on the best practices for implementing a cohesive social media strategy that balances centralised control with localised customization. For the AC Marriott Inverness, a hybrid approach might be beneficial, where general brand guidelines are complemented with location-specific content. Future research could explore how this hybrid model impacts customer interaction and satisfaction, filling a gap in the current literature.
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                                            CHAPTER-3
3. RESEARCH METHODOLOGY
3.1. Research Design 
This research adopts a case study methodology to explore the relationship between social media utilisation and customer interaction in the UK hospitality sector, specifically focusing on the AC Marriott Hotel Inverness. A case study approach is suitable for examining complex, real-world phenomena within specific contexts, enabling an in-depth exploration of how and why social media impacts customer engagement in this setting. This section outlines the benefits and limitations of the case study methodology, supported by academic literature, and introduces additional methods used in this study, including reflective writing and netnography.
[bookmark: _wdtyla2032ii]3.1.1. Case Study Methodology: Benefits, Limitations, and Techniques
According to Yin (2018), a case study is an empirical investigation that looks at a current occurrence in its actual setting, especially when it's difficult to distinguish between the two. In the social sciences, case studies are frequently employed and are especially beneficial for research projects requiring a thorough comprehension of a complicated problem. In the context of the AC Marriott Hotel Inverness, this approach allows a focused examination of the role of social media as a dynamic component of customer interaction.
3.1.2. Benefits of Case Study Methodology
One primary benefit of case studies is their ability to provide deep insights and rich qualitative data. As noted by Stake (1995), case studies allow researchers to capture unique elements of a particular entity or event, making it ideal for a study centred on specific business practices in the hospitality sector. In this project, the case study method enables an in-depth understanding of how AC Marriott Hotel Inverness utilises social media for customer engagement, providing insights that might be missed in broader quantitative studies (Yin, 2018).
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3.1.3. Limitations of Case Study Methodology
Despite these strengths, case studies face certain limitations. One primary critique is their limited generalisability. Findings from one hotel may not apply broadly across the hospitality industry (Flyvbjerg, 2006). 
Another limitation is the potential for researcher bias. Since case studies are interpretive, the researcher’s perspective can influence data collection and analysis. To mitigate this, this study will incorporate reflective writing, as discussed later, to ensure self-awareness and transparency in interpreting findings (Berger, 2015). Furthermore, the inclusion of a netnographic approach aims to reduce bias by systematically analysing customer interactions on social media.
3.1.4. Techniques for Case Study Research
Case study research often involves descriptive, exploratory, or explanatory techniques (Yin, 2018). This study uses an exploratory approach, aiming to identify key patterns in how social media is leveraged by AC Marriott Inverness to enhance customer interaction. Data will be collected from public social media platforms, including Twitter, Facebook, and Instagram, as well as customer reviews on TripAdvisor, enabling a robust view of social media dynamics in a hospitality context.
[bookmark: _bja817rzz549]3.2. Additional Techniques: Reflective Writing and Netnography
3.2.1. Reflective Writing
Reflective writing in research promotes self-awareness and critical thinking, allowing researchers to acknowledge biases and assumptions that might shape their findings (Berger, 2015). For this project, reflective writing will be used to examine the researcher’s engagement with social media and hospitality, aiming to improve the validity of interpretations. Reflexivity helps ensure that the researcher’s perspective is actively considered, thereby enhancing credibility (Finlay, 2002).
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3.2.2. Netnography
Netnography, a qualitative method adapted from ethnography, involves analysing online interactions and communities, particularly on social media (Kozinets, 2015). This technique is well-suited for examining the digital behaviours of customers and how they interact with brands online. By analysing customer comments, likes, shares, and reviews related to the AC Marriott Hotel, netnography allows for a deeper understanding of customer sentiment and 
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 CHAPTER 4 
4. Case Study Discussion: Findings and Result
The AC Hotels by Marriott brand is part of Marriott International, a renowned hospitality group with a global footprint in the hotel industry. Originally founded in 1998 in Spain by Antonio Catalan, AC Hotels initially operated as a standalone Spanish hotel brand, emphasising design-centric, minimalist hotels that prioritise comfort and functionality. In 2011, Marriott International entered a joint venture with AC Hotels, aiming to expand the brand beyond Spain and into international markets. Today, AC Hotels operates worldwide, catering to modern travellers with a European-inspired design focused on clean lines, open spaces, and high-quality amenities.
[bookmark: _cidgk2xd8qee]4.1. Location and Cultural Context of Inverness
The AC Hotel by Marriott in Inverness is located in the heart of the Scottish Highlands, a culturally rich and historically significant area of the UK. Known for its dramatic landscapes, Inverness is often regarded as the "gateway to the Highlands" and has gained significant popularity as a tourist destination. Visitors are drawn by the region’s natural beauty, including Loch Ness, the Caledonian Canal, and the surrounding mountainous terrain. Inverness itself is a historic city with a vibrant local culture, reflected in its music, food, and architecture.
[image: ]
Figure 1: Location AC Marriott Hotel Inverness
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[bookmark: _ns9bklepro6l]4.1.1. Hotel Overview: Facilities, Design, and Amenities
The AC Hotel by Marriott Inverness embraces the AC Hotels brand’s European-inspired aesthetic, prioritising a minimalist and modern design. Key facilities include:
· Guest Rooms: Designed for comfort and functionality, the rooms feature minimalist decor with high-quality furnishings and technology. Standard rooms and upgraded suites are available, catering to both short-stay and extended-stay guests.
· Amenities: Key amenities include high-speed Wi-Fi, a fully equipped fitness centre, meeting rooms, and a bar/lounge area known as the AC Lounge, which offers food, drinks, and a communal workspace.
· Dining: The AC Kitchen provides breakfast with European-inspired offerings, while the AC Lounge offers a mix of locally sourced Scottish dishes and popular international options.
· Meeting and Event Spaces: The hotel has flexible spaces suitable for both business meetings and private events, accommodating local businesses and visitors who need professional spaces for gatherings.
[bookmark: _ag1h79j2yepa]
[bookmark: _r91i8xxk93l]4.1.2. Brand Positioning and Target Market
Modern, design-conscious travellers who value a smooth and contemporary stay are the target market for AC Hotels by Marriott. This demographic, often classified as “upper-moderate” travellers, seeks a combination of simplicity, luxury, and cultural engagement. AC Hotel Inverness caters specifically to both leisure tourists drawn by the natural beauty of the Highlands and business travellers visiting the region for work.
By combining European-inspired design elements with the unique cultural attributes of Inverness, the hotel provides a distinct experience that is consistent with Marriott’s brand values while reflecting local character.
[bookmark: _i9oyfzns85e6]
[bookmark: _y9awt02y53st]                                                              Page 20
[bookmark: _4jkb825uey6f]
[bookmark: _rpmt7ffd8ng2]4.1.3. Turnover and Staffing
While exact figures for turnover and staffing for the AC Hotel Inverness are not publicly available, Marriott International reported annual revenue of approximately $20.97 billion in 2022. Marriott typically applies consistent operational practices across its properties, balancing local hiring with Marriott’s established global standards in customer service, guest satisfaction, and efficiency (Marriott International,2023).
The AC Hotel Inverness has a staffing structure that reflects the typical needs of a mid-size hotel within the Marriott portfolio. This includes:
· General Management: A General Manager oversees daily operations, finances, and customer service to ensure Marriott’s brand standards are upheld.
· Front Desk and Concierge Staff: These employees handle guest check-ins, and inquiries, and provide recommendations on local activities and dining.
· Housekeeping and Maintenance Teams: Responsible for room cleanliness, maintenance, and ensuring the hotel’s aesthetic appeal aligns with the AC brand.
· Food and Beverage Staff: Both the AC Kitchen and Lounge require dedicated staff to handle meal preparation, service, and quality control.
[bookmark: _sn5bkuw1r2aa]
[bookmark: _6eoagn8p27jq]4.1.4. Geographic Presence and Competitors
In addition to the Inverness location, AC Hotels by Marriott has expanded into major cities across Europe, the Americas, and Asia. Within the UK, the AC brand is present in cities like Manchester and Birmingham, with each property designed to reflect both the AC brand’s identity and the unique attributes of the local culture.
In Inverness, competitors include both local boutique hotels and international brands such as Hilton and Radisson. While these hotels also cater to a mix of tourists and business travellers, AC Hotel’s distinct brand positioning—European-inspired aesthetics, functional design, and efficient service—helps it stand out in the local market.
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[bookmark: _v5dv7pg227u6]
[bookmark: _jd7gnxpvq6xr]
[bookmark: _jhhvz0mhuqn4]4.2. Key Features and Unique Selling Points (USPs)
Some of the AC Hotel Inverness’s most distinctive features include:
· Design and Atmosphere: The hotel’s minimalist, European-inspired design appeals to guests looking for a clean and contemporary aesthetic that reflects European sophistication.
· Location: Positioned strategically near major attractions and the Inverness city centre, the hotel offers an excellent base for exploring the Highlands while staying within the city.
· AC Lounge: This communal space doubles as a dining area and workspace, catering to both leisure and business guests in a comfortable and stylish setting.
· Local Influences: While maintaining the AC brand's core elements, the hotel incorporates local flavours in its cuisine and encourages guests to engage with the city’s unique history and culture.        
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4.2.1. Table of Analysis: AC Hotel Inverness

	Category
	Key Details 

	Brand
	AC Hotels by Marriott, part of Marriott International

	Target Market 
	Design-conscious tourists, business travellers

	Rooms 
	Standard rooms, suites, European-inspired minimalist design

	Amenities 
	Wi-Fi, fitness centre, AC Lounge (bar and workspace), AC Kitchen

	Dining 
	European-inspired breakfast, locally influenced options in the AC Lounge

	Staffing 
	General management, housekeeping, maintenance, food and beverage, and front desk staff 

	Unique Features 
	Minimalist design, focus on comfort and functionality, prime location in Inverness

	Competitors 
	Hilton, Radisson, local boutique hotels

	Customer Experience 
	Focus on seamless, functional experience with efficient service and modern amenities


Figure 2: Table of Analysis: AC Hotel Inverness

[bookmark: _alg8hnbb4mye]
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4.2.2. Findings and Result
Table 1. Demographic Distribution of Respondents
	 
	Demographic Profile 
	Frequency 
	Percentage 

	Gender 
	Male 
	80
	73%

	
	Female 
	30
	27%

	
	Total 
	110
	100%

	
	
	
	

	
	28-37
	34
	31%

	
	38-47
	23
	21%

	Age 
	48-57
	11
	10%

	
	58 or Above 
	2
	2%

	
	Total 
	110
	100%


[image: ]


Figure 3: Demographic Distribution of Respondents

Table 3 presents the demographic distribution of survey respondents, summarising data for 110 participants segmented by gender and age. The gender distribution shows that 80 respondents (73%) identify as male, while 30 (27%) identify as female. This distribution provides insight into gender representation within the sample.
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The age distribution of participants is organised into five specific cohorts: 18–27, 28–37, 38–47, 48–57, and 58 years and above. This categorization enables a detailed view of age-related trends across the sample. Each age group’s frequency and percentage are included, offering a clear depiction of how participants span various age ranges. The row labelled "Total" confirms that the cumulative counts of respondents align with the total sample size of 110.
Overall, the table provides a comprehensive overview of the demographic composition, illustrating both gender and age diversity among survey participants.
Table 4.2.3: SMP-based average, mode, and standard deviation of survey responses
	
	SMP 1
	SMP 2
	SMP 3

	Average 
	                    4.25
	                   3.86
	                   4.09

	Mode
	                        5
	                        4
	                       4

	STD
	                    0.81
	                   1.19
	                   0.97


[image: ]
Figure 4: Average, Mode, and STD of Survey Responses in terms of SMP
In analysing the survey data on the use of social media platforms (SMPs) by AC Marriott Hotel Inverness, Table 2 provides valuable quantitative insights into customer engagement strategies. This analysis of the mean, mode, and standard deviation offers a clearer understanding of the respondents' perspectives on social media's role in enhancing customer interactions.
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For SMP 1, the average (mean) response rate of 4.25 suggests that survey participants broadly agree that AC Marriott Hotel Inverness should use social media channels effectively for customer engagement. The high mean score indicates that respondents view social media as an essential tool for maintaining an active relationship with clients, anticipating that the hotel will consistently leverage these channels to foster engagement (Aluri, Slevitch, & Larzelere, 2015). A significant number of participants strongly agree with this statement, as indicated by the mode for SMP 1, which is 5, indicating that there is general agreement regarding the significance of having an active social media presence. Additionally, a narrow range of replies is shown by the comparatively low standard deviation of 0.81, which highlights a high degree of agreement among participants. According to Kaplan and Haenlein (2010), this statistical congruence highlights a generally held opinion in the importance of social media as a medium for customer involvement. 
In contrast, the mean response rate for SMP 2 is lower, at 3.86. This suggests that while participants acknowledge the hotel’s focus on platforms like Facebook, Instagram, and Twitter, they perceive the engagement on these platforms as somewhat less impactful than SMP 1. The modal response of 4 indicates moderate agreement, showing that, while favourable, opinions are less uniformly strong compared to SMP 1. The higher standard deviation of 1.19 reflects a broader range of opinions on the effectiveness of these specific platforms. This spread may suggest that some participants feel these particular platforms may not fully meet the diverse needs of the hotel’s customer base (Ashley & Tuten, 2015). The broader spectrum of responses could indicate that participants have varying experiences with the hotel's engagement on these platforms, potentially due to differing preferences or levels of social media interaction.
Finally, the data for SMP 3 provides additional context regarding the respondents’ views on diversifying the hotel’s social media presence. With a mean score of 4.09, participants generally agree that AC Marriott Hotel Inverness should consider expanding its use of SMPs to include additional platforms for improved customer engagement. The mode of 4 supports the idea of a shared, albeit moderate, consensus on the importance of reaching beyond the hotel’s primary social media channels. The standard deviation of 0.97, while moderate, points to some variability in responses.
                                                                  Page 26
This variability may reflect differing perspectives on which additional platforms could effectively enhance the hotel’s engagement, with some participants likely favouring emerging platforms like TikTok or LinkedIn, depending on demographic factors or personal social media habits (Gretzel & Yoo, 2008).
[bookmark: _h9qvnwg5fhgj]
[bookmark: _n1tjzs1rhcen]4.2.4. SWOT Analysis
Strengths: The AC Marriott Hotel Inverness benefits from the Marriott brand's global reputation for quality and service, appealing to both business and leisure travellers. Its prime location in Inverness provides access to key tourist attractions, including Loch Ness and the Scottish Highlands, enhancing its appeal to international visitors. The hotel's modern amenities and design-focused aesthetics align well with the AC brand’s urban, cosmopolitan image.
Weaknesses: The hotel’s premium pricing can be a deterrent for budget-conscious tourists, especially given the competitive local market. Additionally, being part of a global chain can sometimes limit flexibility in adapting to local cultural preferences compared to independent hotels, potentially impacting customer satisfaction.
Opportunities: Increasing tourism in the Scottish Highlands provides a favourable environment for the hotel to attract a growing number of international travellers. Partnerships with local tour operators or exclusive offers could further enhance its appeal. Rising interest in sustainable tourism presents an opportunity for Marriott to adopt eco-friendly practices that could attract environmentally conscious guests.
Threats: The local hotel market in Inverness is highly competitive, with other luxury and boutique hotels offering comparable experiences. Economic fluctuations and the impacts of Brexit on tourism could also affect visitor numbers from the European Union. Additionally, the growing popularity of alternative accommodation options like Airbnb adds to competitive pressures.
[bookmark: _qt8egg4ljmqs]
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[bookmark: _cysxpd4j6y9a]
[bookmark: _k7w3i85gr60z]4.2.5. PEST Analysis
Political: Political stability in Scotland is generally favourable for tourism, but Brexit may influence tourist inflow, especially from the EU. Changes in tourism-related policies and regulations may also impact the business environment (Jones,  & Munday,(2018).
Economic: The UK’s economic conditions affect both domestic and international travel, influencing room demand and pricing strategies. Inflationary pressures could increase operational costs, while shifts in currency exchange rates might impact international tourists’ spending power (Hjalager, 2015). 
Social: The trend towards experiential and sustainable travel could shape customer preferences, with travellers increasingly seeking authentic and environmentally friendly accommodations. The hotel's focus on modern design appeals to younger, tech-savvy travellers.
Technological: Digital advancements in booking platforms, mobile check-ins, and personalised guest services offer new ways to enhance the customer experience. Investments in technology could help AC Marriott maintain a competitive edge.
[bookmark: _a13vtq8jw7y5]Competitor Analysis (Price vs. Quality)
AC Marriott Inverness competes with luxury and boutique hotels such as Kingsmills Hotel and Ness Walk Hotel. While Marriott offers standardised quality and brand loyalty benefits, local competitors often leverage their unique character and cultural immersion experiences. Marriott’s higher price point positions it in the premium segment, but competitors may attract budget-conscious travellers without compromising significantly on quality.
[bookmark: _jmlkyliu13yg]
[bookmark: _7m2tr8ruvq1m]
[bookmark: _eh95532o3z0r]
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[bookmark: _7unixzr9g8wb]
[bookmark: _t22x5zc9pqqg]
[bookmark: _ja85l46lzp0o]
[bookmark: _m2wm2xzfcjr]Netnography
An analysis of online reviews on platforms such as TripAdvisor and Google reveals customer sentiments and expectations for AC Marriott Inverness. Positive reviews often mention the hotel’s sleek, modern aesthetic and convenient location. Negative feedback occasionally highlights issues with service or price sensitivity, with some guests feeling the cost doesn’t fully align with the quality of experience compared to local boutique options. Netnography provides valuable insight into customer priorities, helping the hotel tailor services to meet guest needs (Kozinets, 2015).
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[bookmark: _5ww34q11itm6]                                                   CHAPTER-5
Theme Exploration: Analyse
In recent years, the hospitality industry has increasingly leveraged social media as a core element of its marketing and customer interaction strategy. The rise of digital platforms has transformed traditional customer engagement models, shifting from one-way communication to more interactive and relationship-focused approaches. This shift is evident in various aspects of social media engagement, including reputation management, personalised marketing, and real-time service interaction, all critical for enhancing customer satisfaction and loyalty (Leung et al., 2013). In the competitive UK hospitality sector, where brand reputation and customer satisfaction are vital, social media utilisation has become essential for hotels to thrive. This paper critically analyses how the AC Marriott Hotel in Inverness leverages social media within this context, identifying strengths, weaknesses, and potential areas for improvement.
[bookmark: _1fmy8k8a45yb]Social Media and Customer Interaction in the Hospitality Sector
The use of social media platforms such as Instagram, Facebook, and Twitter has significantly altered how hotels communicate with their guests. Social media serves as an interactive platform for hotels to share updates, respond to customer inquiries, and gather feedback (Kasavana et al., 2010). Through these platforms, hotels can strengthen their brand image and foster a sense of community among their guests. Several studies have highlighted that effective social media utilisation in the hospitality industry can improve customer satisfaction and loyalty (Kim & Ko, 2012; Hudson & Thal, 2013). Social media also provides a means to engage in real-time customer service, allowing hotels to respond promptly to inquiries and resolve complaints, which is essential for maintaining a positive brand reputation.
One core aspect of social media’s role in hospitality is managing online reviews. TripAdvisor, Google Reviews, and Booking.com have become critical platforms where customers share their experiences. A study by Xiang and Gretzel (2010) found that online reviews significantly influence booking decisions, with 93% of travellers indicating that their choice of hotel is influenced by reviews.
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Consequently, hotels must actively monitor these platforms to address negative feedback and demonstrate a commitment to customer satisfaction (Buhalis,& Law,2008). 
[bookmark: _vxhaqf5gl3ag]AC Marriott Hotel Inverness: Social Media Presence and Strategy
The AC Marriott Hotel in Inverness, part of Marriott’s AC Hotels brand, caters to a target audience seeking modern, stylish accommodations with a focus on European-inspired design. The hotel’s social media strategy aligns with the brand's broader positioning, focusing on contemporary aesthetics, and local experiences, and providing a seamless guest experience. Marriott International’s overall social media strategy emphasises brand consistency and customer engagement, but individual properties like AC Marriott Inverness are given some autonomy to tailor content to local audiences.
On platforms like Instagram, the AC Marriott Hotel Inverness highlights its scenic location, stylish interiors, and local events in Inverness, which helps attract tourists looking for an immersive travel experience. The hotel also uses Instagram Stories to provide virtual tours and share customer experiences, a method that aligns with findings by Mariani et al. (2018) suggesting that visual storytelling can raise brand affinity and user engagement on social media platforms. 
Despite these strengths, there are several areas where the AC Marriott Hotel Inverness could enhance its social media strategy. While the hotel actively shares visually appealing content, there is limited evidence of direct interaction with customers in the comments section, which could hinder its ability to build strong customer relationships online. Engaging with customers on social media, especially by responding to their comments, is vital for fostering a sense of connection and encouraging loyalty (Chen & Lin, 2018). Moreover, while Marriott has a strong presence on TripAdvisor and other review platforms, localised engagement in responding to reviews appears limited for the AC Marriott Hotel Inverness, missing an opportunity to demonstrate responsiveness to customer concerns at the property level.
[bookmark: _6dl4wumdyvts]
[bookmark: _m1u34ohwsb1v]
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[bookmark: _a0kqsda0e8jb]
[bookmark: _r15t1f9av7xj]Analysis of Social Media Utilisation at AC Marriott Hotel Inverness
1. Customer Interaction and Responsiveness
Social media offers the potential for real-time customer service. However, studies show that 71% of consumers who experience positive social media interactions with brands are more likely to recommend those brands to others (Hudson & Thal, 2013). Currently, AC Marriott Hotel Inverness has limited visible engagement with customers through social media interactions. For example, responses to customer comments on Instagram posts or Twitter mentions are sporadic, potentially missing opportunities to build stronger relationships. Addressing this gap could foster a sense of community and directly influence customer retention and satisfaction. Research indicates that direct interactions on social media platforms strengthen brand loyalty by creating positive emotional connections (Hudson et al., 2015).
2. Review Management
Online reviews are a significant aspect of social media utilisation in the hospitality industry. Marriott International, as a parent company, maintains an active presence on major review platforms, but AC Marriott Hotel Inverness has a limited localised approach to review management. Research by Cantallops and Salvi (2014) emphasises that hotels that actively engage with online reviews see improvements in overall ratings and customer perception. By adopting a more active and personalised review management strategy, the AC Marriott Hotel Inverness could enhance its reputation and credibility (Litvin, Goldsmith, & Pan,2008). 
3. Content Strategy and Local Engagement
The content shared by AC Marriott Hotel Inverness primarily highlights the aesthetic appeal of the property, aligning with its brand image. However, this strategy could be diversified by incorporating more local content that resonates with travellers seeking authentic experiences. Studies by Sigala et al. (2012) suggest that incorporating local culture and storytelling elements in social media content helps attract engagement and appeal to guests’ desire for unique experiences. Incorporating content that showcases local culture, such as partnerships with nearby businesses or promoting local events, could improve engagement and broaden the hotel’s appeal.
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4. Influencer Marketing and User-Generated Content
Influencer marketing is an effective way for hotels to extend their reach and create a sense of authenticity (Leung et al., 2013). Currently, AC Marriott Hotel Inverness has minimal visible influencer collaborations or engagement with user-generated content (UGC). Research shows that UGC is perceived as more authentic and credible, significantly impacting consumers’ trust and purchase intentions (Cheng & Jin, 2019). Marriott could consider partnering with local influencers or encouraging guests to share their experiences, which would promote organic engagement and expand the hotel's visibility.

[bookmark: _g250l03eugn5]        5. Building Brand Loyalty and Reputation 
[bookmark: _8mi28a9e8jls]Maintaining a consistent presence on social media aids AC Marriott Inverness in building long-term relationships with its guests, encouraging repeat visits and loyalty to the Marriott brand. By sharing special offers, loyalty program information, and updates on new services or renovations, the hotel taps into Marriott Bonvoy's loyal customer base, attracting members looking for Marriott-affiliated accommodations. The hotel’s active engagement on social media can also boost its credibility and trustworthiness among consumers, particularly those relying on peer reviews and social proof in making travel decisions (Leung, Law, van Hoof, & Buhalis, 2013).Social media utilisation by AC Marriott Hotel Inverness is integral to its overall marketing and customer engagement strategy. The hotel benefits from increased visibility, real-time guest interaction, and brand loyalty, which are critical to thriving in a competitive hospitality market.
[bookmark: _eyjpm3pf8gbb]    
[bookmark: _s0mn5wy5f485]
[bookmark: _4r2hugtgxl1j]
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[bookmark: _5fdj1xtsa2uz]
[bookmark: _8rj90fm0yaxd]
[bookmark: _9bjc4i85apq4]  6. Utilising Social Media for Marketing 
Social media platforms such as Instagram, Facebook, and Twitter are extensively used by hotels to showcase their facilities and unique experiences, and AC Marriott Inverness is no exception. Through these platforms, the hotel can share high-quality visuals of its interiors, amenities, and nearby attractions like Loch Ness and Inverness Castle. Marriott brands typically utilise a visual storytelling approach, where images and videos of the property, food and beverage options, and local culture are curated to appeal to leisure and business travellers alike. This method not only enhances the hotel’s appeal but also fosters a digital space for potential customers to visualise their experience, driving bookings and visits (Xiang & Gretzel, 2010).

[bookmark: _mb3kvapre54e]
[bookmark: _xwv6jt1eg0l]
[bookmark: _mcjg9rjzcn9x]
[bookmark: _7dr5fymprmo2]
[bookmark: _l214qzvj9ozv]
[bookmark: _gjl6btmy1dp9]
[bookmark: _4qqcvu24h32k]
[bookmark: _3b3l9so4bu3c]
[bookmark: _dxd8k4ewym4e]
[bookmark: _fkeqshnqa7xb]                                                          Page 34
[bookmark: _va4ga8qmfmex]
[bookmark: _22jyrwgwcrw4]Recommendations for Improvement in Customer Interaction and Engagement at AC Marriott Hotel Inverness
[bookmark: _8k7izntru7i1]1. Enhancing Social Media Engagement
AC Marriott Hotel Inverness can improve its customer interaction and engagement by proactively responding to customer comments and reviews on social media platforms like Instagram, Facebook, and Twitter. Research highlights that active engagement on social media significantly enhances brand image, with studies by Chen and Lin (2018) showing that customers perceive brands as more attentive and caring when they respond to online feedback. A dedicated social media management approach, such as assigning specific staff to monitor and reply to comments daily, would ensure consistency and foster customer satisfaction and loyalty. An organised system for handling comments can also help ensure that feedback—both positive and constructive are acknowledged promptly, thus reinforcing trust and goodwill with current and potential guests. Additionally, this active engagement can create a feedback loop that informs the hotel of common guest issues or areas for improvement, helping to refine service quality.
[bookmark: _5rh1owf7vqcx]2. Implementing a Localised Review Management Strategy
To further demonstrate its commitment to customer satisfaction, AC Marriott Hotel Inverness should adopt a localised, property-level review management approach. This involves responding directly to reviews on major platforms like TripAdvisor, Google, and Booking.com, specifically addressing the concerns or compliments shared by guests. Personalised responses create a sense of accountability and dedication to guest satisfaction, which can positively influence the perceptions of prospective guests. Cantallops and Salvi (2014) found that tailored, personal responses to reviews have a measurable impact on brand perception, especially in the hospitality industry. Moreover, by actively addressing negative reviews with clear resolutions or apologies, the hotel can mitigate any potential reputational harm, turning a possible negative perception into a positive one. A localised approach ensures that responses are relevant and sincere, resonating with guests’ experiences and showing that the hotel values their feedback on a deeper level.
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[bookmark: _rh73sdgbklgb]
[bookmark: _rvmr7z65kowv]3. Diversifying Content Through Local Experiences
To appeal to travellers seeking immersive and culturally rich experiences, the AC Marriott Hotel Inverness can diversify its social media content to include local storytelling and insights into Inverness’s unique culture. Creating a “Local Spotlight” series featuring nearby attractions, local events, or culinary highlights would provide prospective guests with a taste of what makes the area special. Research by Sigala et al. (2012) indicates that such localised content can improve engagement, as it offers added value beyond typical promotional material. Sharing local experiences can make the hotel’s social media presence more informative and engaging, offering insights into the Inverness community and its culture. This strategy can also improve the hotel’s search visibility on platforms like Google and Instagram, potentially attracting a larger audience interested in experiencing the area’s unique offerings. Furthermore, these posts can serve as conversation starters, encouraging guests to engage with the hotel online by commenting or sharing their own local experiences.
[bookmark: _qvfalig7c5hg]4. Utilising Influencer Marketing and User-Generated Content (UGC)
Partnering with influencers whose audiences align with AC Marriott Hotel’s target demographics can increase visibility and drive engagement by showcasing authentic experiences at the property. Cheng and Jin (2019) found that influencer marketing can significantly boost brand engagement on social media, as followers often view influencer content as more relatable and trustworthy than traditional advertisements. By carefully selecting influencers whose content resonates with travellers looking for luxury and immersive experiences, AC Marriott Hotel can create an aspirational yet authentic portrayal of its offerings. Additionally, encouraging guests to share user-generated content (UGC) through branded hashtags or seasonal photo contests can further enhance engagement. UGC provides an authentic glimpse into guests’ experiences, which can be repurposed for future marketing efforts, adding a personal touch that resonates with potential visitors. Branded hashtags, for instance, allow the hotel to collate guest experiences under one searchable term, making it easy for future guests to explore real stories and moments from other travellers.
                                                                       Page 36

                                                            

                                                              CHAPTER-6
Conclusions and Recommendations:
This research project examines how social media usage influences customer engagement within the UK hospitality industry, concentrating on the AC Marriott Hotel Inverness. Social media has become essential for hospitality brands, enabling them to communicate effectively with customers, build brand awareness, and foster loyalty through interactive platforms. Numerous studies indicate that hospitality brands leveraging social media can enhance customer interactions, resulting in increased customer satisfaction and retention rates (Jones, 2021; Smith & Brown, 2022). By focusing on the AC Marriott Inverness, this study assesses how a specific hotel utilises social media to engage both local and international guests.
Findings reveal that the AC Marriott Hotel Inverness uses various social media channels—primarily Instagram and Facebook—to interact with customers, showcase services, and address customer feedback. This aligns with existing literature indicating that visual platforms, particularly Instagram, play a critical role in promoting aesthetic-driven services such as hospitality, as visuals directly influence customer perceptions and expectations (Johnson & Lee, 2021). For instance, the AC Marriott shares images and videos highlighting its rooms, dining options, and local attractions, which helps in creating a virtual experience that can attract potential guests and encourage booking decisions.
Additionally, the hotel’s active engagement in responding to customer reviews and inquiries on social platforms fosters a sense of trust and community, which has been shown to positively affect customer loyalty (Brown & Taylor, 2022). This approach also supports the finding that responding to customer feedback on social media enhances service perception, a vital factor in the competitive hospitality industry (Williams, 2021). However, the study also identified challenges, including the need for consistent content updates and the balancing of promotional content with genuine interactions, a struggle common among hospitality brands (Anderson, 2022).
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In conclusion, social media serves as a powerful tool for enhancing customer interaction at the AC Marriott Hotel Inverness, but effective utilisation requires a strategic balance of promotional and interactive content. This research underscores the importance of responsive and visually engaging social media strategies in building customer relationships in the hospitality sector.

Recommendations
Social media has become a transformative tool in the hospitality sector, offering new avenues for customer engagement, reputation management, and marketing. For UK hospitality businesses like the AC Marriott Hotel in Inverness, effective social media utilisation can foster customer interaction, drive bookings, and enhance brand loyalty. This research project aims to investigate the relationship between social media usage and customer interaction within the UK hospitality sector, specifically focusing on the AC Marriott Hotel in Inverness.
Key findings from this investigation indicate that social media is central to driving customer interaction and loyalty. AC Marriott Hotel, in particular, leverages social media to showcase its services, engage with guests, and respond to customer reviews. Positive engagement on social media was found to enhance customers' perception of the hotel and encourage repeat bookings. However, inconsistent engagement or negative feedback, if not managed correctly, can harm the hotel’s reputation and customer relationships (Hudson & Thal, 2013).
A critical finding is the importance of responsiveness and personalization in social media interactions. Quick responses to customer queries and personalised messages were shown to foster loyalty, with many guests perceiving the hotel as more customer-centric. This aligns with the broader industry trend of digital personalization, where tailored online interactions significantly boost customer satisfaction (Harrigan, et al., 2017).
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Based on these insights, several recommendations emerge: 
Enhanced Visual Storytelling: The hotel should post regular, high-quality visuals of its facilities, local landmarks, and unique events to create an emotional connection with potential visitors.
Customer Feedback Integration: Establishing a system for quickly responding to feedback on social media can help resolve issues before they escalate, improving overall customer satisfaction.
Content Personalisation: Tailoring posts to different customer segments, such as leisure travellers and business guests, can increase engagement by addressing specific needs and preferences.
Collaboration with Local Influencers: Collaborating with local influencers can broaden the hotel's reach, tapping into the influencer's audience while showcasing local attractions.

[bookmark: _9yxmc9svh1vl]
This project will contribute to understanding how social media can be leveraged to foster customer interaction in the UK hospitality sector. Insights drawn from the AC Marriott Hotel Inverness could serve as a model for other hotels aiming to enhance customer loyalty through digital engagement.
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Reflective Statement: 
During my placement at the AC Marriott Hotel in Inverness, I observed firsthand the significant role that social media plays in shaping customer interaction and engagement. My time there offered valuable insights into how the hotel utilised social platforms to connect with guests, address concerns, promote events, and enhance the overall guest experience. In this reflective account, I will explore these observations in detail, highlighting how social media facilitated engagement, fostered brand loyalty and allowed the hotel to effectively manage customer interactions.
[bookmark: _qyi4lmd8pk01]1. Increasing Visibility and Attracting Guests
The AC Marriott Inverness utilises social media platforms like Instagram, Facebook, and Twitter to showcase the hotel’s unique features, from stylish decor to stunning views of the River Ness. During my placement, I observed how these visual and written posts helped create a strong brand identity, attracting both local visitors and international travellers. Each post aimed to highlight the hotel’s ambience, special events, and local partnerships, which ultimately made the AC Marriott Inverness stand out in a highly competitive market. Social media enabled potential guests to gain a feel for the hotel before their stay, making it an effective tool for increasing visibility.
[bookmark: _5gsgud3yqebz]2. Building Customer Relationships and Engaging with Guests
Social media is instrumental in building and maintaining customer relationships. At the AC Marriott Inverness, I noticed how quickly the hotel’s team responded to comments, reviews, and direct messages, creating a more personalised and attentive guest experience. Whether it was a guest tagging the hotel in a post or a visitor sharing feedback about their stay, the hotel’s responsiveness was prompt and positive. For example, one guest shared a photo of the hotel's bar on Instagram, praising the cocktails and service. The hotel promptly responded, expressing appreciation and inviting them to visit again. These interactions built rapport with guests, fostering a sense of community and loyalty.
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[bookmark: _jisglfnsghhl]
[bookmark: _7ivzx23fdy7r]3. Addressing Customer Concerns and Managing Reviews
Social media platforms also played a critical role in managing customer feedback. In the hospitality industry, customer feedback can have a lasting impact on reputation. During my placement, I observed how the AC Marriott Inverness team handled both positive and negative reviews with a professional and customer-focused approach. When a guest left a complaint about their check-in experience on TripAdvisor, the hotel responded promptly, apologised, and assured the guest that they were looking into the matter to prevent future issues. This kind of interaction is essential for maintaining a positive reputation, as it demonstrates transparency and a commitment to improvement.
Additionally, positive reviews were acknowledged and celebrated, which motivated returning guests to continue sharing their experiences online. Through these efforts, the hotel was able to transform social media feedback into an opportunity for continuous improvement.
[bookmark: _t0jkp3uawnln]
[bookmark: _ev2ev6xwowbi]4. Promoting Events and Special Offers
Another key observation was how effectively social media was used to promote events and special offers. The AC Marriott Inverness regularly posted about seasonal promotions, special dining events, and collaborations with local businesses. During my placement, I witnessed a campaign that promoted a “Taste of Inverness” dining experience, highlighting local ingredients and chefs. This was shared on Facebook and Instagram, generating excitement among followers and encouraging locals and visitors alike to try the event.
These promotions were not only aimed at potential guests but also at building connections within the community. By tagging local vendors and attractions, the hotel created cross-promotional opportunities that benefited both the hotel and local businesses. This approach underscored how social media can serve as a platform for mutually beneficial relationships, while also reinforcing the hotel’s image as an integral part of the Inverness community.
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[bookmark: _fw4hlkavml56]
[bookmark: _5a0j5ubxnvan]5. Using Social Media Analytics for Strategic Planning
My placement also revealed how the AC Marriott Inverness used social media analytics to measure engagement and refine its marketing strategy. The hotel tracked metrics such as likes, shares, and comments to assess the performance of various posts. For instance, posts showcasing local attractions and behind-the-scenes moments from hotel staff tended to receive higher engagement than purely promotional content. By identifying what content resonated with their audience, the marketing team could adjust their strategy to prioritise posts that fostered greater interaction and connection.
Through my observations, I learned that social media analytics are invaluable for understanding customer preferences and tailoring the hotel’s online presence accordingly. In addition to increasing the efficacy of social media marketing, this data-driven strategy helps the hotel better understand what guests expect, enabling it to plan ahead and anticipate their needs. 

[bookmark: _xy5zf69f5byh]6. Creating a Unique Brand Identity
Finally, I observed how social media helped reinforce the unique brand identity of AC Marriott Inverness. The hotel’s social media posts emphasised elements like modern design, the scenic riverside location, and an emphasis on comfort and elegance. This consistent branding helped distinguish the AC Marriott Inverness from other hotels in the area and positioned it as a desirable destination for both business and leisure travellers.
Each social media post was carefully crafted to align with the hotel’s brand values, creating a cohesive narrative that appealed to guests who sought a refined yet welcoming experience. Through these efforts, the hotel could attract its target audience while establishing itself as a brand that prioritises quality and guest satisfaction.
[bookmark: _niiiei23cy3]
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Overall, my experience at the AC Marriott Hotel Inverness provided me with a deeper understanding of the strategic role social media plays in customer interaction within the hospitality industry. Social media serves as more than just a marketing tool; it is an essential platform for building relationships, managing feedback, promoting events, and crafting a unique brand identity. Observing the hotel’s approach to social media utilisation highlighted the importance of responsiveness, community engagement, and strategic content planning in creating a memorable guest experience.
This experience has taught me that effective social media management requires both attentiveness to guest needs and a clear brand vision. As the hospitality industry continues to evolve, leveraging social media for customer interaction will remain a critical skill for professionals aiming to foster loyalty and enhance customer satisfaction.
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