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Abstract
Aim: The core aim of the study is to investigate and analyse the social media engagement strategies and their effectiveness in Oulton Hall Hotel, Spa, and Golf Resort by surveying the customers in the age group of 60.
Literature: This chapter presented a thorough evaluation of the existing literature sources while examining the relevance of current literature in the context of the research topic. The literature sources used here have been examined in detail to understand how the social media marketing initiatives by brands impact consumer awareness about specific brands. The sources have also highlighted the impact of social media posts on the perceived value of consumers. In this context, a conceptual framework has been presented to clarify the relationship between multiple variables within the study. Further, the relevance of Planned behaviour theory and the Customer Buying Journey Model has also been elaborated in this section of the research study. 
Methodology: The methodological aspect of the study is being elaborated in this chapter. The methodological choices included primary quantitative methodology. To ensure the utilisation of the same, the positivist methodology has been followed here. The chapter also elaborated on the other methodological choices, referring to Saunders’ Onion. Through this process, the research samples considered for this research are 60 individuals, who are consumers and followers of the Oulton Hall Hotel, Spa, and Golf Resort. The survey conducted utilised tools like Google Forms and MS Excel. 
Findings: The findings of the study have been generated through the utilisation of a survey procedure where respondents included both male and female and from four age groups. The majority of the respondents have been identified to be belonging to the age group of 25 to 35. Apart from this, the survey responses clearly indicated that the brand follows Instagram and Facebook, mainly for digital marketing and brand policy promotion. Multiple content forms that are followed by the brand include event coverage, discounting information and behind-the-scenes content. However, the effectiveness of the brand content has been identified to be limited as there is a lack of influencer collaboration and customer reviews. 
Conclusion: In conclusion, it can be stated that digital marketing prominently contributes to the developed brand presence throughout the social media platforms. However, the effectiveness of the brand marketing efforts, through the utilisation of social media platforms, also determines the abilities of the brand in terms engage the audience. Specific form of content and the purpose behind their circulation prove to be the relevant factors that determine the level of engagement of consumers. This chapter also presented a thorough evaluation of how the literature sources have been aligned with the findings. The relevance of the identified theories to the research findings generated through the survey has also been cross-verified in this chapter. 
Recommendation: In response to the identified challenges, the mentioned recommendations include targeting the customers and developing the social media content, emphasising multiple media platforms, increasing the effectiveness of Oulton Hotel in showcasing offerings on social media platforms and integrating influencer collaborations as a part of the social media strategy. 
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[bookmark: _Toc200559348]Chapter 1: Introduction 
[bookmark: _Toc200559349]1.1 Background to the research project
The hospitality and tourism industry today has maximised the use of social media tools for building on engagement and enhancing customer satisfaction criteria (Khan and Abir, 2022). Focusing on Oulton Hall Hotel, Spa and Golf Resort is located in Leeds, thus offering an experience of the historic ambience with the historic mansion and most significantly with the spectacular setting (Tripadvisor, n.d.). This hotel has invested in offering sales and offers to attract customers looking for affordable stays with a friendly ambience. Designing the website to include social media tools like Facebook, Instagram, LinkedIn and YouTube, the hotel has been establishing its strong presence through online channels. The website, with a tap, lets the customers know of the various offers available, like saving 10% with direct booking online or joining the "Breakaway Club" at £49 to appeal and engage with the customers (Tripadvisor, n.d.). The mission of the hotel is to make the stay for the travellers a stress-free and enjoyable moment with the provision of around 3,650 bedrooms across the UK (LinkedIn, n.d.). To remain constantly active and attached to the users, the Facebook page has around 27K followers who are constantly updated on various offers and even responses to their needs and queries at the same time (Facebook, n.d.). According to Lim and Rasul (2022), a perception rather than an expectation has been generated among customers where brands would connect to them and do more than just focus on selling the products. Thus, there has been a note of shift from transactional to relationship marketing, which has led brands to use tools like social media for constructive outcomes to be gained.
[image: ]
Figure 1.1: Facebook platform of Oulton Hall Hotel
(Source: Facebook, n.d.)
The research will therefore focus on the various social media engagement strategies applied by Oulton Hall Hotel and their effectiveness in enhancing the customer satisfaction level.
[bookmark: _Toc200559350]1.2 Aim 
"To investigate and analyse the social media engagement strategies and their effectiveness in Oulton Hall Hotel, Spa, and Golf Resort by surveying the customers in the age group of 60”
[bookmark: _Toc200559351]1.3 Objectives
The objectives are:
 1. To assess the effectiveness of social media strategies adopted by Oulton Hall towards increased engagement and visibility of the brand.
2. To determine the key digital marketing trends aimed at improving Oulton Hall's online presence and its competitive position.
3. To suggest approaches to enhancing Oulton Hall’s online presence and customer interaction.
[bookmark: _Toc200559352]1.4 Research Questions
Q1: How does Oulton Hall Hotel's social media marketing strategy improve customer engagement and brand awareness?
Q2: How do key digital marketing trends help Oulton Hall to enhance its online presence and its competitive position?
Q3: What approaches can be suggested to enhance Oulton Hall’s online presence and customer interaction?
[bookmark: _Toc200559353]1.5 Summary 
Thus, the chapter does provide a brief overview of the brand, its social media presence and aim to investigate on the social media marketing strategies deployed to engage with the customers. The chapter has provided some research questions to be investigated further and the objectives to be investigated. 

[bookmark: _heading=h.dicj92hwsw0a]

[bookmark: _Toc200559354]Chapter 2: Literature Review
[bookmark: _Toc200559355]2.1 Introduction
This chapter will provide a critical and systematic literature review focusing on the various themes to be discovered in the project related to the topic. The conceptual framework and the theoretical underpinnings would help to understand what the topic is about and how the business is implementing the strategies and their impact relating to the framework and the underpinnings. 
[bookmark: _Toc200559356]2.2 Conceptual Framework
 [image: ]
Figure 2.1: Conceptual Framework
(Source: Self-developed)
[bookmark: _Toc200559357]2.3 Theoretical Underpinnings
[bookmark: _Toc200559358]2.3.1 Planned behaviour theory
The theory suggests how an individual psychologically intends to perform certain actions, and the intentions do influence the actual behaviour (Bosnjak et al., 2020). This theory does project the emphasis on the planning element, which is developed when an individual undergoes certain experiences. For example, with the increased accessibility of product knowledge, brands do plan to expand their customer base to grow where they do find comfort, and even the organisation being transparent to the audience. The planned behaviour theory reflects the significance of intention, which influences the behaviours that are shaped by witnessing events, experiences being gained or observing the performances of the brands (Rozenkowska, 2023). According to customer purchase intention, it is highly shaped by the performance of the brands (Chen, 2024). In the contemporary era, customers demand more from a brand than just selling a product, and when the brand meets the criteria, it increases their satisfaction. 
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Figure 2.2: Planned Behaviour Theory
(Source: Bosnjak et al., 2020)
[bookmark: _Toc200559359]2.3.2 Customer Buying Journey Model
According to this model, customers pass through five stages before deciding on the final purchase intention. This model elaborates that the five stages are, namely, Awareness, Consideration, Purchase, Retention and Advocacy (Raeisi Ziarani et al., 2023). Additionally, Nilashi et al. (2023) pointed out that understanding the needs of the customers and then tailoring to their needs helps in integrating accuracy and meeting the satisfaction level. In the study of Harris et al. (2020), it is emphasised that psychologically, when customers are convinced through the efforts of the brands, the purchase intention develops. However, it is critical to retain customers with the growing threats of competitors or threats of substitutes. In the current era, companies are more aware of retaining users with different means, like through social media engagement, after-sales services and developing bonds with the users, thus developing trust. 
[image: ]
Figure 2.3: The Customer Journey Model
(Source: Learner)
[bookmark: _Toc200559360]2.4 The significance of social media engagement as a marketing strategy and its impact on the hospitality and tourism industry
In the contemporary era, to engage with the audiences and know their preferences and tastes, technology has assisted every sector. However, the hospitality and tourism sector has witnessed the maximum benefits with the introduction of technology and particularly the social media tools (Han et al., 2025). With social media used in the operations and marketing tactics, it is found that quality is enhanced (Cao and Weerawardena, 2023). For example, with social media presence, brands have enabled themselves to know the preferences of the users and tailor their needs adequately, which relates to the customers' buying journey being accomplished. The study of Khan and Abir (2022), similarly, in the research with the use of qualitative data, revealed that social media has helped to implement accuracy in business performance and offer top-notch services to the users, thus enhancing the quality. Tourists mainly have wishes and demand quality in the provision of services in international destinations (Liu et al., 2025). However, this has been possible with the help of the social media tools that interact with the users and know their demands and needs at the same time. 
  [image: ]
Figure 2.4: The influence of social media on the tourists' purchase intention
(Source: Yang, 2024) 
[bookmark: _Toc200559361]2.5 Assessment of the impact of social media strategy in enhancing the online presence
Social media tools have been recognised so far to be the biggest advantage of technology, which has helped businesses to conduct operations online (Fraccastoro et al., 2021). The hospitality and tourism industry has gained the benefit of reaching out to the audiences and promoting the destinations or hotels to shape the mindset of the customers (Sampaio et al., 2024). According to the research of Hussain et al. (2024), it was found that social media strategy has enabled customers to just with one tap search for any information of any location and at any time. It is found that social media has added significant colours to the online presence of brands (Chopra et al., 2020). As observed, the media platforms themselves are reaching out to the audiences and informing them of every possible data, updating them on offers and allowing open access to search for any services. 
Social media platforms have enabled two-way traffic to be possible, which is conducted between the customers and the brands online (Rosário and Dias, 2023). This is to state that through the posts, updates, reels and videos on different platforms, brands are endeavouring to communicate with the customers. Contrastingly, customers with their reviews, queries to agencies like TripAdvisor can know about their needs and even satisfy their doubts (Lama, 2024). Moreover, through social media advertisements, comparative analysis of the brands has become possible to be made by customers (Zhang, 2023). Here, customers can compare on price, facilities, services, reviews and other factors before shaping their final purchase intention (Prakash et al., 2021). Thus, social media has enhanced the source of communication between customers and brands.
[bookmark: _Toc200559362]2.6 Challenges that are encountered due to the implementation of social media marketing tactics
Due to the implementation of social media marketing tactics, organisations encounter challenges which impact the performance of the brands. The lack of skilled expertise is one of the crucial challenges which the industry faces in meeting the demands of the travellers (Recuero Virto, 2023). If the staff is not able to communicate effectively online with the customers, it will not only hamper the impression of the tourists but will also affect the organisational capability, as it will be questioned. Skilled expertise can anonymously communicate with the users with a few clicks and process their queries, thus saving time and effort (Yulia and Irina, 2023). Ineffectiveness of the brand in using social media is another challenge that can impact the purchase intention of the users. For example, if a brand has a social media page but is not frequently active, it will create a stagnant look in the ongoing online competition. The study does emphasise the need for the brands to communicate and make frequent updates to be made in social media to garner the interest of the users towards the brand (Jacobson, 2020). The experts or the marketing team need to have the talent to address the various queries of users related to the services that are posted on the social media pages (Vinerean and Opreana, 2021). Today, users mostly give opinions or reviews online in social media platforms; however, when the feedback is not responded to, it creates a poor impression on the brand’s engagement with the customers. 
[bookmark: _Toc200559363]2.7 Literature Gap
The literature has broadly discussed the importance of the use of social media engagement tactics by the hospitality and tourism industry. It has included even the way social media tactics like user-driven content, or increasing visibility through posts and reels on platforms, have enhanced the experience of the travellers. Past research has focused repeatedly on a few areas, like reach, posts and quantitative metrics only. This literature has taken the attempt to investigate and analyse the effectiveness of the social media engagement strategies by discussing on purchase intentions of tourists, the expectations and the frequency of interaction between the brand and the customers. 
[bookmark: _Toc200559364]2.8 Summary’
Thus, the chapter has discussed the themes associated with the research aim and, through a systematic literature review presentation, identified the impact of social media engagement strategies on the hospitality and tourism industry. 


[bookmark: _Toc200559365]Chapter 3: Methods
[bookmark: _Toc200559366]3.1 Introduction
This research method section is designed with the help of the application of Saunders’ Onion to implement suitable methods for generating effective findings. With the help of the knowledge of the data collection method, the findings can be conducted with integrity and credibility. 
 [image: ]
Figure 3.1: Saunders’ Onion
(Source: Thesismind, 2019) 
[bookmark: _Toc200559367]3.2 Case Study's methodological approach
In the research project, the use of case studies helps to narrow down the focus and identify information surrounding the case study (Salmons, 2024). This research project has used the method to focus on Oulton Hall Hotel, Spa, and Golf Resort, thus helping to gain enriched data on the brand and its social media tactics. The advantage of the case study methodology approach is that it can be used for different research purposes (Yin, 2003). However, the disadvantage lies in the methodology, leading to multiple types of data that can be confusing (Salmons, 2024). For the case study to be conducted, the associated technique will be a survey of the population.
[bookmark: _Toc200559368]3.3 Research Approach
The research approach entails which approach to be taken, which acts as a help for the researcher to plan the strategy to be applied for responding to the research questions (Robson, 2016). Here, to respond to the research questions, a deductive approach is followed, which is based on the theoretical underpinnings. Through it, it has the advantage of linking the literature review themes to the theories for a justified response to the research questions. However, since it is structured with the research questions, the limitation lies in the researcher to explore other areas apart from social media engagement strategies. 
[bookmark: _Toc200559369]3.4 Research Philosophy
For this research, Positivist philosophy has been chosen, which focuses on objective analysis and scientific methods, which would help to gather measurable data. The advantage lies in positivism to gain measurable data, while the disadvantage lies in only focusing on quantitative methods (McGiven, 2006). Positivist philosophy, though, gives factual data which helps to understand an issue from a better perspective, linking credibility, yet contextual understandings are often neglected (Park et al., 2020). In the tourism and hospitality industry, the brand performance and customer engagement are affected by social, cultural and even with brand's quality and offerings (Tahir et al., 2024). Thus, Positivist philosophy does have its advantages and limitations. 
[bookmark: _Toc200559370]3.5 Data Collection Method
The data collection method is crucial, where there are mainly two methods, namely, Quantitative and Qualitative methods (Ussif et al., 2020). In this research, the primary quantitative data collection method is followed due to its advantage of offering reliable data for engaging in statistical analysis. However, the quantitative data method does have the limitation of only depending on responses given, which can be biased or incomplete (Chetty, 2024). Through the quantitative data, survey through online Google Form has been conducted which has helped to gain statistical data on the issue. 
[bookmark: _Toc200559371]3.6 Data Analysis
For the data analysis, the online Google form is used, which has helped to gain statistical analysis that is done through the application of Microsoft Excel. Through the questionnaires, the responses of 60 participants have been collected, and this has helped to gather the statistical data in the form of a visual presentation. 
[bookmark: _Toc200559372]3.7 Summary
Thus, this chapter has discussed in detail the various methods to be aligned with the following Saunders’ Onion. The research methods are chosen depending on the research questions and the objectives to be met. Therefore, the research method has pointed to the use and application of primary quantitative data, positivist philosophy and a deductive approach for gathering effective outcomes on the issue. 




[bookmark: _Toc200559373]Chapter 4: Findings and Discussion
[bookmark: _Toc200559374]4.1 Introduction
The chapter presents a critical analysis of the social media engagement strategies for Oulton Hall Hotel through primary quantitative data collection. Therefore, the purpose of the chapter is to demonstrate the effectiveness of social media engagement strategies on customer interaction and brand visibility for hotel consumers. In order to do primary data collection, 60 participants have been selected to gather information regarding behaviour, preferences, and perceptions. Furthermore, the chapter is structured into two major parts, including the presentation of survey findings and critical discussion by aligning primary information. It will help to evaluate the effectiveness of current social media strategies in terms of enhancing Oulton Hall’s online presence and consumer engagement. 
[bookmark: _Toc200559375]4.2 Findings
Q.1) Please specify your Age.
[image: ]
Figure 4.1: Age
(Source: Self-developed)
As per survey responses, 40% of the responses belong to the age group of 25-35, in comparison, 35% belong to the age group of 35-50. Therefore, most of the age group belongs to the professional segment, showing a major interest in the Oulton hotel. This indicated the professional group of consumers who are internet users and more likely visitors of Oulton Hall Hotel, Spa & Golf Resort, as they can afford it, or they have a strong purpose or preference to book a stay.
Q.2) Please specify your Gender
[image: ]
Figure 4.2: Gender
(Source: Self-developed)
As per the survey responses, most of the respondents of this survey are male, representing 55% of the respondents. Additionally, female respondents are also present, with 38% of the respondents, which promotes equality through the survey process. Additionally, collecting responses from different gender groups helps to review the perspective of individuals towards the social interaction approach by the hotel group to attract customers. 
Q.3) How often do you use social media platforms to interact with brands?
[image: ]
Figure 4.3: Use of social media for brand communication
(Source: Self-developed)
As per the responses gathered from this survey, it has been noticed that the majority of the respondents, representing 40% of them, often use social media platforms to interact with brands. This indicated the prominence of using social media platforms for brand communication purposes. Further, 20% of the respondents also mentioned that they always use social media to communicate directly with brands. Another 20% sometimes rely on social media interaction to understand and deal with brands. 
Q.4) How often have you interacted with Oulton Hall Hotel through social media pages?
[image: ]
Figure 4.4: Frequency of interaction with Oulton Hall Hotel
(Source: Self-developed)
The responses gathered through the survey indicated that 30% respondents often use social media for interacting with Oulton Hall Hotel, whereas another 30% of the respondents sometimes use social media to interact with the brand. This indicated a mixed preference, as complete agreement on the dependence on social media is prominent here. However, the majority is towards social media usage, as 21.67% also mentioned that they always use social media platforms to interact with Oulton Hall Hotel. 
Q.5) Which social media platform do you use to interact with Oulton Hall Hotel's brand content?
[image: ]
Figure 4.5: Social media channel of interaction
(Source: Self-developed)
From the survey responses, it has been found that, majorly of respondents use Facebook as a social media platform to interact with the content of Oulton Hall Hotel. Whereas, Instagram is another major platform, which is considered by 41.67% to engage with content across the Instagram platform. 
Q.6) What type of content do you find most engaging across the social media accounts of Oulton Hall Hotel?
[image: ]
Figure 4.6: Engaging form of content
(Source: Self-developed)
According to the respondents, events and activities are considered to be one of the most effective engaging contents, which shows a significant interest by 40% of the respondents. This significantly shows a positive influence towards the engagement of individuals across social media content by organising engaging events and activities. Furthermore, promotions and discounts are considered to be another major area of interest among 28.33% of the respondents. Therefore, it helps to deal with the attraction of individuals towards the hotel while visiting across the region. 
Q.7) What type of content do you find least across the social media accounts of Oulton Hall Hotel?
[image: ]
Figure 4.7: Engaging form of content
(Source: Self-developed)
There are some contents that need to be presented across social media platforms of the hotel industry, which might help to attract customers by engaging content. Through the survey, it has been found that 40% of the respondents have significantly shown that events and activities need some changes in presentation, as currently it is considered to be one of the least engaging content types as well. Additionally, promotions and discount content are found to be the least engaging activities across social media of the hotel, which might affect the customer attraction of individuals. 
Q.8) Please rate the quality of the content shared on the social media pages of Oulton Hall Hotel?
[image: ]
Figure 4.8: Rating of quality of content
(Source: Self-developed)
In the evaluation of the quality of content, most of the respondents found the social media content of Oulton Hotel to be rated as 4 out of 5. This shows that social media content helps to significantly engage individuals, as respondents found the content beneficial and significant to promote hotels across social media. Furthermore, there are some people who consider their content across different pages to be 5 out of 5 as well, which shows that social media promotions have an effective role in terms of driving sales across the company. 
Q.9) Have you ever made a booking based on a social media post from Oulton Hall Hotel?
[image: ]
Figure 4.9: Booking based on social media content
(Source: Self-developed)
As per the previous discussion, a significant promotion through social media platforms has been found by the company. Therefore, it has a significant impact towards driving consumers, which is also found positive by 70% of the respondents. Therefore, social media posts and content have a crucial impact towards promoting their services across the company. 
Q.10) Do you think that the social media content of Oulton Hall Hotel is effective in showcasing the hotel’s offerings?
[image: ]
Figure 4.10: Effectiveness in showcasing offerings
(Source: Self-developed)
As the company is already engaged with customers through their social media content, which creates a significant impact in promoting the brand's approaches towards attracting consumers. Over 21.67% of the respondents have found that social media content helps to promote their offering towards consumers. This significantly shows a lower number of respondents in comparison with other questions, which creates a question in terms of creating content to showcase the offering.    
Q.11) How likely are you to recommend Oulton Hall Hotel to others based on your experience with its social media engagement?
[image: ]
Figure 4.11: Likelihood of recommendation
(Source: Self-developed)
In terms of recommending the hotel through social media engagement, 45% of the respondents have considered giving it a 4 rating out of 5. This significantly shows that the company has a potential approach in terms of promoting its brands through social media content. 
Q.12) In your opinion, what could Oulton Hall Hotel improve in its social media engagement to better connect with you as a consumer?
[image: ]
Figure 4.12: Need for improvement
(Source: Self-developed)
Through reviewing the improvement needs, it has been found that 48.33% of the respondents considered influencer collaboration a major area to be focused on. Therefore, Oulton Hall Hotel needs to work with some reputable social influencers to promote their brands and services through different platforms. This helps to attract a broad range of customers towards their operations. Furthermore, there are other areas of improvement that are also necessary, which are found by the respondents, including frequent update postings and personalised content development. 
[bookmark: _Toc200559376]4.3 Discussion 
[bookmark: _Toc200559377]Theme 1: Effectiveness of social media strategies adopted by Oulton Hall towards increased engagement and visibility of the brand
Liu et al. (2021) have mentioned that social media strategies have been found to be effective in terms of boosting consumer engagement towards developing brand visibility. This has been found to be effective in terms of having an evident approach towards creating a positive impact towards the improvement of their promotions across different regions (Lim and Rasul, 2022). From the survey results, Facebook and Instagram are considered to be one of the effective channels that have been used by the company in terms of engaging with their consumers. Therefore, it has a significant impact towards influencing bookings by different visitors across the country. Through the review of findings, the targeted demographics from the social media content are found to be 25-50 years majorly, who significantly spend time online to engage across different content. This helps to create a better engagement towards updating promotions, events, and visual content by targeting the audience to respond to the event. Through their recent social media posts, they have been seen to promote Spa and Health Club facilities to attract customers for maintaining well-being while travelling across the country. 
Therefore, it helps to create a highlight for visiting the venue to positively consider the preferences according to their content. Although in contradiction to the effectiveness of the social media strategies of Oulton Hall hotel, their offers and promotional content are found to be the least engaging. Through the responses, it has been found that the content category of the hotel is effective. Although style, frequency, or creativity is found to be the challenging factor in maintaining the appeal and dynamics of showcasing different promotional factors by the company. Development of this factor helps to meet diverse audiences' preferences who seek different offers while visiting the location by creating a better engagement towards the organisation. Although major responses show that the technical aspects of the content are well-received value by maintaining a higher rating of 4 out of 5. Therefore, it is proven that the social media strategies are effective in terms of creating better engagement and brand visibility by considering better reach among the consumers. Additionally, the literature review also shows that the contemporary marketing technique is associated with the effectiveness of technological tools by different companies. Therefore, tactics towards developing this are necessary in terms of creating a relationship-based engagement (Li et al. 2021). According to Susanto et al. (2021) & Achmad (2023), social media marketing efforts help to maintain a proper transactional approach towards creating an effective digital presence. The Oulton Hall has been seen to be partially aligned with the digital shift through promoting content across Facebook and Instagram by ensuring promotional content and event updates. Even through the findings, it has been found out that 70% of respondents have confirmed to book their hotel room through Oulton Hall’s social media content by reviewing their engaging intentions. Therefore, social media marketing can directly influence travel decisions by creating engaged information through maintaining a perceived performance by meeting the intentions of consumers (Wang and Yan, 2022; Camilleri and Kozak, 2022).  
[bookmark: _Toc200559378]Theme 2: The key digital marketing trends aimed at improving Oulton Hall's online presence and its competitive position
The current tourism and hospitality sector has been identified to be relying on social media platforms. The multiple hotels and restaurants are relying on social media to reach a wider group of consumers at a time (Ibrahim, 2021; Hu and Olivieri, 2021). This clearly indicates the significance of using social media platforms to improve the brand-consumer interactions. In this context, the responses gathered from the consumers of the Oulton Hall have also resulted in the generation of clear perceptions about the multiple social media marketing trends that are leaving a great impact on the minds of the consumers, irrespective of their age and gender. The survey responses indicated that Oulton Hall’s social media channels are mainly utilised for event coverage and behind-the-scenes portrayals. The brand also uses the platform to release information about the discounts. 
[image: ]
Figure 4.13: Facebook post of Oulton Hall
(Source: Facebook, 2025)
As per Fig. 4.13 presented above, the discount posts of the brand have been witnessed, which the brand has released using its Facebook Page. This indicated the prominence of using Facebook as a communication platform as well. In this context, the literature of Cao and Weerawardena (2023) suggests that social media usage in business communication enhances the quality of communication among brands and consumers. Jinyoung Yoo et al. (2023) and Dhanesh et al. (2022) highlighted that Instagram and Facebook are currently the most prominent platforms used for social media promotion of brands. 
Brands are using these social media platforms for multiple purposes. For instance, the overall responses to the survey have highlighted that the brand uses social media platforms for the purpose of event coverage, while for promotional purposes, the discounting information of the brand is also circulated through these platforms. Joshi et al. (2023) highlighted that the current market is potentially using social media platforms to employ influencer marketing in their marketing agenda. Agustian et al. (2023) also shed light on the benefit of influencer marketing while stating that the efforts of influencer collaboration enhance the consumer trust about the brand, eventually not only increasing the engagement but also enhancing the sales potential. However, Oulton Hall has been identified to be lacking in this aspect. The consumer responses indicated that the brand content is not highly effective, as there have been specific gaps, including the lower rate of influencer collaboration, which often affects the engagement potential of the consumers. Therefore, in this aspect, the brand needs to potentially look forward to developing this aspect for better performance. 
[bookmark: _Toc200559379]Theme 3: Effective approaches to enhance Oulton Hall’s online presence and customer interaction
Enhancing Visibility Through Richer Content
There are significant factors that might help to maintain a better presence towards developing consumer interaction through audience engagement across social media (Sunarso and Mustafa, 2023). It has been found through the survey that only 21.67% of respondents have considered the social media content to have an effective engagement factor in terms of driving bookings. This shows a major challenge of communication strategies in terms of social media promotions, which creates a significant factor for maintaining the trust of the consumer. As noted by Zhang et al. (2022), the factors of visible services and offers help to form cognitive trust through influencing consumer decisions. Although in terms of Oulton Hall’s limited visibility, the company has faced major challenges in maintaining their core services, including spa facilities, dining experiences, and historical ambience. Therefore, the company could promote their visibility through creating richer content and better offers. This might involve visual storytelling techniques by creating short videos and live facility tours across social media platforms to create more immersive content. Even the study of Dudley et al. (2023) shows that immersive and informative content helps to promote the experience of individuals towards maintaining visibility and perceived value. 
Developing Influencer Collaborations 
From the findings, it has been found that 48.33% of survey respondents have highlighted the need for influencer collaborations in terms of maintaining social media content to be engaging. Therefore, emphasising the factors is necessary to target a diverse range of audiences through effective social media content. The literature of Okonkwo and Namkoisse (2023) and Sankala (2024) significantly shows that emphasising influencer content helps to reach niche audiences by creating higher trust and authenticity. Through this, Oulton Hall can access organic, credible content from different types of travel and lifestyle bloggers. This helps to create a major impact on consistent interaction or follow-up by promoting satisfaction of individuals towards maintaining two-way communication (Prasanthi et al. 2024). This helps to maintain a better satisfaction towards developing satisfaction by enhancing the loyalty in real time (Listiawati et al. 2024). 
Maintaining higher post frequency and consistency 
The company have to maintain frequent and engaging updates towards the social media content, which helps to maintain better interaction with customers' needs. Through the survey, it has been found that infrequent or repetitive posts are a weakness in terms of social media management for the hotel. As mentioned by reviewing the literature of Silalahi and Guna (2024); and, Sunarso and Mustafa (2023), a consistent and strategic approach of content visibility helps to retain audiences better in a robust manner. Through this, management of better online visibility and audience retention could be done by the company through maintaining an active presence across different consumers. This helps to maintain a better frequency to engage with consumers to maintain better visibility through creating a robust engagement through different individuals. 
[bookmark: _Toc200559380]4.4 Summary
The chapter presented key findings through collecting information by the primary quantitative method by following a survey. This would help to review the target age group of the company to maintain an effective social media presence by Oulton Hall Hotel, which helps to promote posts regarding events, promotions, and discounts across platforms like Facebook and Instagram. Further, discussion helps to provide an understanding regarding the effectiveness and lack of creativity or variation in the presentation of social media content by creating a degree of brand visibility. The discussion highlighted Oulton Hall’s social media strategy to have a crucial impact on supporting customer engagement by influencing booking decisions, which helps to create a positive impact on the degree of brand visibility. This helps to clearly showcase the importance of offerings, maintain consistent posting and create personalised content. 
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[bookmark: _Toc200559382]5.1 Conclusion
Oulton Hall, as identified, located in Leeds, did offer a historic essence to the customers, and this tended to be the main value offered to the users. However, with the changes in the business environment, competition has been so high that it has led to the introduction of the context of social media into business operations. This research, to identify the effectiveness of the social media platforms for engagement with customers did made use of the primary quantitative data to gather relevant information. Today, in the contemporary era, it is visualised that interacting with customers or informing customers has been much easier due to the integration of technology in operations. For example, from the use of technology to communicate with the audiences to gather data on the preferences of the users, social media has turned out to develop relationship marketing specifically, as noticed in the hospitality and tourism industry. Social media has been a two-way traffic communication portal that engages both parties, namely customers and brands. Social media with posts and updates interact with the customers, and with the reviews and feedback, users communicate back with the brand. Thus, social media has been one of the effective tools in communicating with the audience and engaging with them.
From the literature review, it is evident that social media platforms have enhanced the quality of services for the hospitality and tourism industry. The knowledge about the preferences and tastes of the users has today become possible with the use of various information present in social media platforms and streamlining them in the main productivity. Quality is essential for the tourism and hospitality industry since travellers demand exceptional services and affordable prices for enriching their travel experiences. Through social media tactics like Facebook, Instagram, and even YouTube, visual presentations on facilities, live guides on facilities like the room tour, the hotel tour or even the dining experiences are broadcast, which helps in informing the customers and has in adequate decision-making process. Planned Behaviour Theory, as it illustrates that it involves the psychological shaping of the minds of the individuals with the intentions being influenced, aligns with the industry-specific performances as well. For example, as found in the systematic literature review, social media engagement leading to the use of Facebook or other platforms does share information frequently about the brand, and this informs the customers on their present or future decisions. Thus, when a brand adequately informs the users through social media platforms, it will enhance the knowledge of the customers and allow them to decide whether to purchase the products or services or remain with the brand. Similarly, the Customer Journey Model emphasises understanding how the needs of the customers can be recognised and considers elements or services to be hated, which would gain the interest of the audience. Therefore, the hospitality and tourism industry, too, with adequate social media engagement, does meet the needs of the users, where the services are tailored to the demands of the customers.
From the primary findings collected through the survey, it is found that Oulton Hall Hotel focuses on sharing meaningful and useful content to the users. Through the sharing of the messages, the offers and discounts, brands do take the approach of communicating with the audiences, maintaining the quality. As the data revealed that often users have interacted with the Hotel, it has indicated that Oulton Hall does emphasise building interaction frequently to engage with the audience. As mentioned earlier that social media has led to a two-way traffic where both customers and brands communicate, the Hotel has embraced this approach skilfully. It had taken social media as one of the strong media for building relationships with the existing customers and attracting new customers too.
However, interaction also depends on the kind of content that is being shared by the brands, which appeals to the audiences or serves as a touchpoint. In the case of the Oulton Hotel, it has been revealed that they do host mainly events and activities online, after which they focus on advertisements. Even though it does share content like collaborating with influencers or posting customer testimonials, but host of events have been mainly conducted through social media platforms. Evidence gathered from the statistical analysis suggests that Oulton Hotel has made good use of the social media platforms and has created awareness as well.
Social media, as discussed in the literature review, is an effective tool for creating awareness of the offerings of the brands and being accessible to the customers. Oulton Hotel, as evidenced by the responses through primary findings, it is revealed that the brand has not been very effective. It is a concerning issue that the Hotel needs to emphasise since showcasing offers helps customers to know what the hotel is featuring and why they should visit the hotel for the availability of the services. Oulton Hotel is therefore found to miss out on one of the crucial aspects of promotions of offerings, which is mainly done by brands or hotels to attract customers and gain their trust.
[bookmark: _Toc200559383]5.2 Recommendations
From the research done on the social media tactics and marketing strategies used by Oulton Hotel online, an overview is gained on the current performance of the brand. From the primary findings and linking them with the critical study made in the literature review, some recommendations are made that Oulton Hotel could follow:
Targeting the customers and developing the social media content emphasising multiple media platforms: Targeting the customers increases the efficiency of any brand to generate product lines or services tailored to their needs and preferences (Wolniak and Grebski, 2023). Oulton Hotel has its target customers like the business travellers, the event planners or leisure travellers as the target market (Preneur, n.d.). Today, Oulton Hotel has acquired the shape of a luxury hotel, which is located on the outskirts of Leeds (Oulton Hotel, n.d.). With the offerings of historical magic to the experience of the ancient mansions, the Hotel attracts customers who love adventures. In the hospitality and tourism industry, the crucial task is to identify the nature of the travellers, what they demand, and meet the ever-changing marketing trends (Sampaio et al., 2024). Oulton Hotel has been providing services to its target customers, but with the change of time and the increasing influence of social media presence, the media content needs to be amended. As gathered evidence from the findings that Oulton Hotel on the quality of the content being shared by the Hotel on social media pages, it reveals that it is quite good. However, the industry is exposed to rapid market changes, which change the purchase intention of the customers. According to Díaz-Pompa et al. (2023), post-COVID-19, users became more concerned about the hygiene and safety maintained by the Hotels, which did affect their satisfaction level. Contrastingly with the rising inflation hitting hard the cost of living of users, the price offered by brands does not even bother the customers (Statista Research Department, 2025). Hence, the contents generated by brands like Oulton should do more with identifying the crucial needs of the users and tailoring the contents accordingly. Oulton should take the initiative of generating content where they could address the pains of the touchpoints. Thus, the prices offered with the services or the way Oulton is providing comfortable services at an affordable price could be promoted on online platforms like Facebook or Instagram.
Increase the effectiveness of Oulton Hotel in showcasing offerings on social media platforms: As identified from the primary findings that Oulton Hotel has not been very effective or least effective in showcasing offerings on social media platforms, there is scope to improve in this particular area. Showcasing offerings through social media has become the latest trend among businesses (Creevey et al., 2022). Due to this, customers are informed, and purchase intentions are enhanced (Cheng, 2024). From the quality of the information made available by a brand to implement marketing methods to promote the brand, it builds on the cognitive trust of the users (Armutcu et al., 2023). Social media has the power to prompt travellers to shape their purchase intention and make the final decisions of visiting a destination or purchasing the services of a hotel (Varkaris and Neuhofer, 2017). With various offerings curtailed by the brand, the Hotel can lead the customers to have an informed decision-making process. For example, with the offerings promoted in social media pages, Oulton Hotel can let the users know what the brand is providing in services, the reviews on the services, the new product lines introduced by the brand, and increase the means of engagement. Oulton, on its website, does promote discounts and savings that users can get while purchasing the services; similarly, it could promote the same on the social media pages where most users surf the internet for more information.
Integrate influencer collaborations as a part of social media strategy:  The suggestion made in the primary findings, with the responses, it is found that Oulton is suggested to work more with influencer collaborations. According to Conti and D’Amario (2023), the new generation of users is more prone to watching blogs and travel guides by influencers that shape their mindset (Saini et al., 2023). Influencer marketing offers the opportunity to associate with the brand in exchange for payments and create content that can increase the customer base for the brand. Through the influencers, brands emphasise informing the core facts and features to the audiences and influence their viewpoints (Pricope Vancia et al., 2023). Hospitality and tourism industry collaborating with the influencers and posting of visuals, offers and discounts, and detailed information about the travel packages does increase the customer's satisfaction level and effectively communicates the needs of the users (Al-Dmour et al., 2023). Therefore, Oulton Hotel could work on collaborating with influencers to engage with the customers indirectly and increase the purchase intentions too.  
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