

Innovative Strategic Marketing in F&B at Best Western York House Hotel, Eastbourne: A Path to Market Expansion





Modul name: 	BMIH 6008 – Hotel Placement Research Project
Student name: 	Corina Elena Slujitoru (2111320)
Supervisor name: 	Ben Chong
Submission date:	1st June 2024

University of Wales Trinity Saint David


Executive Summary
This research project investigates innovative strategic marketing initiatives in the food and beverage (F&B) sector at Best Western York House Hotel, Eastbourne, and explores their potential for market expansion. The study focuses on effective market segmentation, digital marketing, experiential dining, sustainability practices, and technology-driven personalisation. Through a comprehensive analysis of the hotel's current practices and application of various marketing theories, the project identifies significant opportunities for enhancing customer engagement, satisfaction, and loyalty.
Digital marketing and social media engagement are highlighted as practical tools for increasing visibility and fostering a sense of community among guests. The study emphasises the need for a robust content strategy, collaboration with local influencers, and targeted campaigns to maximise the impact of these efforts. Experiential dining, focusing on local produce, is recognised for creating unique and memorable experiences, with recommendations for expanding themed events to attract more food enthusiasts.
The research also underscores the importance of sustainability practices in today's hospitality industry. While the hotel has made progress in sourcing local and organic ingredients, improvements in waste management and energy use practices are critical. Implementing comprehensive waste reduction programs and investing in alternative energy sources can enhance the hotel's appeal to eco-conscious travellers.
Effective market segmentation and understanding consumer behaviour are vital for tailoring marketing efforts to specific customer groups. Developing targeted marketing messages and personalised services for different segments can increase customer satisfaction and loyalty. Additionally, leveraging technology for personalised guest experiences, such as through a mobile app and digital menus, can significantly enhance satisfaction and operational efficiency.
The project concludes with several recommendations to help Best Western York House Hotel capitalise on these findings, including enhancing digital marketing, expanding experiential dining initiatives, strengthening sustainability practices, improving market segmentation strategies, and leveraging technology for personalisation. The hotel can enhance its market position, improve customer satisfaction, and achieve sustainable growth by implementing these recommendations.
The insights gained from this research provide a roadmap for leveraging innovative strategic marketing initiatives to drive the hotel's success in the dynamic and competitive hospitality market.
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1. [bookmark: _Toc168055684]Introduction
[bookmark: _Toc168055685]1.1 Aims and Objectives
The primary aim of this research project is to critically evaluate and enhance the Best Western York House Hotel's food and beverage (F&B) marketing efforts. Objectives include analysing current marketing methods, identifying opportunities for innovation, and proposing strategic initiatives to expand the hotel's market, increase occupancy rates, and boost revenue. Additionally, the project seeks to elevate the guest experience, positioning the hotel as a top destination for leisure and business travellers.
[bookmark: _Toc168055686]1.2 Research Questions
This research addresses the following questions: What are the current marketing strategies in the hotel's F&B sector? How can innovative marketing strategies improve market reach and financial performance? How can insights into market segmentation and consumer behaviour enhance F&B marketing efforts? How do personalised dining experiences and sustainability practices impact customer satisfaction and loyalty?
[bookmark: _Toc168055687]1.3 Background Information
Leveraging its strategic advantages, the Best Western York House Hotel aims to boost its market through targeted marketing initiatives. Its prime location, minutes from both nature and urban amenities, is a significant asset.
Nestled just 20 yards from the shimmering waters of the English Channel, the Best Western York House Hotel in Eastbourne blends Victorian elegance with contemporary hospitality (York House Hotel, 2024). This 3-star establishment on the seafront offers immediate access to a scenic promenade, the vibrant Eastbourne pier, and the charming town centre. The Verandah Bar & Restaurant, featuring modern British cuisine, provides a memorable dining experience with breathtaking sea views. As one of Eastbourne's top-rated hotels on TripAdvisor, it boasts an indoor heated pool, open-air balcony, and versatile lounges (The Argus, 2021). These facilities cater to leisure and business travellers, ensuring a satisfying stay.
[bookmark: _Toc168055688]1.4 Scope and Organisation
This report begins with a literature review of innovative marketing strategies in the F&B sector, including digital marketing, experiential dining, sustainability, technology-driven personalisation, consumer behaviour, and market segmentation. It identifies trends and gaps, setting the stage for the case study. The methodology section outlines the case study approach, relying on secondary data from existing literature and databases. The case study analyses the hotel's brand, location, and marketing practices, highlighting its unique advantages. Findings focus on enhancing market reach through innovative strategies. The report concludes with practical recommendations for improving the hotel's F&B marketing to expand its market and enhance guest experience.
2. [bookmark: _Toc168055689]Literature Review
According to Kotler's definition of marketing, it is the methodical and inventive process of identifying, developing, and delivering value to satisfy the requirements of market segments while achieving profitability (Kotler & Keller, 2016). Marketing seeks to satisfy unfulfilled needs, evaluating and projecting the market's extent and potential for profit. In these challenging times, the hotel industry, particularly the food and beverage (F&B) sector, faces fierce competition and constant pressure to innovate marketing strategies to attract and retain customers (Bayona-Saez et al., 2017). Innovative marketing strategies in the F&B sector involve utilising modern and creative approaches to market F&B services and products effectively, including digital marketing, social media engagement (Ahamat et al., 2022), sustainability practices, and experiential dining (Hussain et al., 2020). This review explores these strategies and their implications for enhancing competitiveness and customer satisfaction to expand the market.
According to Solomon (2017) and Han et al. (2010), factors influencing the F&B sector include consumer behaviour, technological advancements, sustainability trends, and cultural preferences. Implementing innovative marketing strategies can expand the market and increase customer satisfaction by targeting specific consumer needs, improving engagement through technology (Alalwan et al., 2017; Buhalis and Amarangana, 2015), and adopting sustainable practices (Martindale, 2014). The F&B sector significantly impacts the hotel industry by generating revenue, enhancing guest experiences, and differentiating hotels in a competitive market (Kanaan et al., 2023).
[bookmark: _Toc168055690]2.1 Consumer Behaviour and Market Segmentation
Understanding consumer behaviour and effectively segmenting the market is crucial for implementing successful marketing strategies in the F&B sector of the hotel industry (Melia, 2011). Consumer behaviour studies reveal that dining preferences, purchasing decisions, and loyalty are influenced by various factors, including cultural background, social influences, and personal preferences (Solomon, 2017). Market segmentation divides a large target market into smaller groups with similar characteristics (Wedel and Kamakura, 2000). This approach enables hotels to customise their marketing strategies to meet the specific needs of different consumer segments. Kotler and Keller (2016) highlight the significance of segmentation in creating focused marketing initiatives that appeal to particular consumer groups. For example, psychographic segmentation, which considers lifestyle, values, and personality traits, can help hotels create marketing messages that appeal to specific consumer segments.
Research by Dolnicar (2007) underscores the significance of segmentation in the hospitality industry. It notes that well-segmented markets enable hotels to design customised services and marketing plans that cater to the distinct requirements of various customer segments. This method has the potential to enhance customer satisfaction and foster loyalty.
[bookmark: _Toc168055691]2.2 Technological Advancements and Digital Marketing
Digital marketing, mainly through social media, has become a cornerstone of modern marketing strategies in the F&B sector of the hotel industry. Studies highlight the effectiveness of social media platforms in enhancing customer engagement, brand awareness, and customer loyalty. For instance, Leung et al. (2013) found that hotels utilising social media platforms such as Facebook, Instagram, and Twitter experienced increased customer interaction and loyalty. These platforms allow hotels to share visually appealing content, promote special offers, and interact directly with customers, fostering a sense of community and engagement. Similarly, Alalwan et al. (2017) underscore the significance of social media in influencing customer attitudes and decision-making processes. They contend that utilising social media for marketing allows hotels to expand their reach to a larger demographic, interact with customers in real time, and collect valuable feedback. However, the challenge lies in maintaining consistent and authentic engagement, which requires dedicated resources and a clear strategy.
Recent studies support the role of digital marketing in improving hotel performance. For example, digital marketing strategies significantly enhance customer engagement and loyalty, contributing to revenue growth in the hotel restaurant sector (Kanaan et al., 2023). Additionally, technological advancements have enabled hotels to offer personalised dining experiences tailored to individual preferences and dietary requirements. Research by Buhalis and Amarangana (2015) suggests that leveraging technology for personalisation, such as using data analytics to understand customer preferences and offering customised menus, can enhance customer satisfaction and loyalty. Technology can streamline operations, improve service quality, and offer personalised recommendations. For example, mobile apps allowing customers to customise their orders, receive real-time updates, and provide feedback can enhance the dining experience. A study by Ahamat et al. (2022) highlights the challenges and opportunities associated with leveraging cutting-edge marketing technologies to launch new products and improve the company's image in the F&B sector.
[bookmark: _Toc168055692]2.3 Sustainability Trends and Ethical Marketing
Sustainability has become a critical consumer consideration, influencing purchasing decisions and brand loyalty. Research indicates that hotels adopting sustainable practices in their F&B operations can appeal to environmentally conscious consumers and enhance their brand image. According to Han, Hsu, and Sheu (2010), adopting sustainable methods like utilising local and organic ingredients, minimising food wastage, and incorporating eco-friendly packaging are well-received by consumers and lead to heightened customer satisfaction and loyalty. Moreover, Martindale (2014) argues that ethical marketing, emphasising transparency and social responsibility, can significantly impact consumer behaviour. Hotels that communicate their commitment to sustainability through their marketing efforts can attract a niche market of eco-conscious travellers.
Studies by Hussain et al. (2020) indicate that market performance within the hospitality sector is greatly influenced by sustainable brand equity and marketing innovation, with this relationship being mediated by sustainable competitive advantage. Implementing innovative marketing strategies focusing on sustainability can expand the market and enhance customer satisfaction by meeting the growing demand for eco-friendly practices.
[bookmark: _Toc168055693]2.4 Cultural Preferences and Experiential Dining
Experiential dining is another innovative marketing strategy that has gained traction in the hotel industry. This approach focuses on creating memorable dining experiences beyond traditional food service. Research by Pine and Gilmore (1999) introduced the concept of the "experience economy," where businesses create value by offering one-of-a-kind and unforgettable experiences. In the context of F&B, this can include themed dining events, interactive cooking classes, and immersive culinary experiences. Culinary innovation is crucial in attracting tourists and enhancing their overall experience. Hotels that offer unique and locally inspired dishes, interactive dining experiences, and personalised services are more likely to attract repeat customers and positive word-of-mouth referrals (Hjalager & Richards, 2003). A study by Sykimte (2023) found that culinary trends, such as distinct cuisines, dietary preferences, sustainable ingredients, and innovative presentation methods, benefit hotel restaurant revenue and customer satisfaction.
[bookmark: _Toc168055694]2.5 Gaps in the Literature
While existing research provides valuable insights into innovative marketing strategies in the F&B sector of the hotel industry, several gaps still need to be addressed. Firstly, more research is needed on the specific challenges independent hotels, such as the Best Western York House Hotel, face in implementing these strategies. Most studies focus on large hotel chains (Richard, 2017) with substantial resources, overlooking the unique constraints and opportunities for smaller, independent establishments (Calisto et al., 2021). Independent hotels often need more budgets, marketing resources, and brand recognition than their larger counterparts. Understanding these unique challenges is crucial for developing tailored strategies to help these hotels compete effectively.
Secondly, more empirical studies are needed to measure the effectiveness of these marketing strategies in terms of customer satisfaction, loyalty, and financial performance (Ribaudo et al., 2020). While theoretical frameworks and case studies provide valuable insights, quantitative data on the impact of innovative marketing strategies is still needed (Morgan et al., 2019). Empirical studies can help quantify the benefits of various marketing initiatives, providing concrete evidence that can be used to justify investments in these areas. For example, measuring the impact of social media engagement on booking rates or the return on investment from sustainability initiatives can provide valuable insights for hotel managers (Michopoulou and Moisa, 2019).
To summarise, innovative marketing strategies in the F&B sector of the hotel industry, such as digital marketing, experiential dining, sustainability, technology-driven personalisation, and effective market segmentation, offer significant potential for enhancing customer engagement and loyalty. However, more research on the challenges and opportunities for independent hotels and empirical studies measuring the effectiveness of these strategies are needed.
3. [bookmark: _Toc168055695]Methodology
A case study is a research technique involving a detailed investigation of a specific case or cases within a real-world setting (Coombs, 2022). Yin (2018) defines it as an investigative approach that focuses on a current event in its real-life context, especially when it is problematic to discern the phenomenon from its context. This approach is beneficial for exploring complex issues where context is integral to understanding the phenomenon.
The primary advantage of the case study methodology is its ability to provide rich, qualitative insights into a specific subject. It captures the complexity and nuances of real-life situations, offering a comprehensive understanding that other methods might not (Stake, 1995). This flexibility allows researchers to use various data sources, such as documents, archival records, interviews, direct observations, and physical artefacts, facilitating a holistic view of the case.
Case studies are also practical for generating hypotheses and theories. By thoroughly examining a single case or a few cases, researchers can uncover patterns and insights that may not be evident through quantitative methods alone (Eisenhardt, 1989). This approach is especially advantageous in exploratory research aimed at comprehending underlying processes and mechanisms.
Several techniques ensure comprehensive data collection and analysis in case studies. Yin (2018) classifies case studies into three distinct types: exploratory, descriptive, and explanatory. Exploratory case studies are designed to identify research questions and hypotheses for further investigation. Descriptive case studies comprehensively portray a phenomenon within its specific context. Explanatory case studies explore causation and uncover underlying principles.
Case studies often involve multiple sources of evidence, enhancing the validity of the findings. This research project uses secondary data collection, relying heavily on existing literature, databases, and previously collected data. This approach saves time and resources while still providing valuable insights.
Despite its strengths, the case study methodology has several limitations. One significant limitation is the potential for researcher bias. Since case studies involve subjective interpretation, researchers may inadvertently introduce biases into data collection and analysis (Flyvbjerg, 2006). To mitigate this, researchers should maintain a clear and transparent methodology, including triangulation of data sources to validate findings.
Another area for improvement is generalisability. Case studies typically focus on one or a few cases, which may not represent the broader population. As a result, findings may not be readily generalisable to other contexts or settings (Stake, 1995). However, Yin (2018) argues that case studies can contribute to theory building by providing in-depth insights that inform broader theoretical frameworks.
Lastly, conducting case studies can demand a substantial investment of time and resources. The detailed nature of the methodology requires significant effort in data collection and analysis, which can be a constraint for researchers with limited time and resources.
The case study methodology is valuable for conducting in-depth, contextual analyses of complex phenomena. It offers numerous benefits, including generating rich, qualitative insights and contributing to theory building. However, researchers must be aware of its limitations, such as potential biases and issues with generalizability. By employing rigorous and transparent techniques, researchers can effectively leverage case studies to explore and understand intricate real-world issues.
4. [bookmark: _Toc168055696]Case Study Discussions
[bookmark: _Toc168055697]4.1 Location
The Best Western York House Hotel in Eastbourne is a distinguished three-star hotel known for its excellent service and prime seafront location (Best Western, 2024).
Eastbourne, known for its scenic coastal beauty and cultural heritage, attracts both leisure and business travellers, providing a diverse market for the hotel (tripadvisor.co.uk, 2024). The hotel is ideally near key attractions like the Eastbourne Pier and the South Downs National Park, making it an excellent base for leisure and business travellers (Best Western, 2024).
[bookmark: _Toc168055698]4.2 Geographical and Cultural Context
According to Encyclopedia Britannica (2024), Eastbourne is a district and borough in East Sussex, part of historic Sussex in southeastern England on the English Channel coast. It lies at the eastern end of the South Downs, with cliffs at Beachy Head (163 meters). The modern resort town emerged in the early 19th century with the arrival of the railway, developing on estates owned by the Duke of Devonshire and others in a planned, spacious layout (britannica.com, 2024).
Eastbourne is famous for its Victorian architecture, beautiful beaches, and vibrant cultural scene (Great Days Out UK, 2024). The town hosts numerous events annually, including the Eastbourne Airshow, which draws significant tourist crowds (visiteastbourne.com, 2024).
[image: Image of Map of Eastbourne](Source: tonwenjoneslikestodraw.bigcartel.com, 2024)
[bookmark: _Toc168055699]4.3 Hotel Overview
The Best Western York House Hotel, established in 1896, is a Victorian-era establishment boasting a stunning seafront location just 20 meters from Eastbourne Beach and a short walk from the town's pier and main attractions (York House Hotel, 2024). It offers 85-room accommodations, including deluxe rooms and family suites, all with modern amenities. The hotel features an indoor heated swimming pool, a sea-view terrace, and the Verandah Restaurant & Bar serving modern British cuisine. 
[image: Best Western York House Hotel](Source: TripAdvisor, 2024)
Under Vine Hotels' new management, the hotel aims to maintain its tradition of excellence in hospitality (Best Western, 2024).
[bookmark: _Toc168055700]4.4 Brand and Turnover
Best Western Hotels & Resorts is a well-known hotel brand, founded in 1946 by M.K. Guertin, that operates over 4,700 hotels and motels worldwide (Best Western, 2024). Today, Best Western is known for its diverse portfolio of hotel brands catering to many travellers, including economy, midscale, and upscale properties. The brand is recognised for its commitment to quality, value, and excellent customer service. The annual turnover of the York House Hotel is not publicly disclosed, but as part of the Best Western chain, it benefits from a significant global presence and strong brand recognition.
[bookmark: _Toc168055701]4.5 Staffing and Management
The hotel employs a dedicated team of 11-50 staff members (uk.linkedin.com, 2024) who cater to various aspects of hotel operations, including front desk, housekeeping, F&B services, and event management. 
In 2023, the management of the Best Western York House Hotel in Eastbourne was taken over by Vine Hotels (Wentworth, 2022). Vine Hotels is a hospitality management company that manages a diverse portfolio of hotels and venues across the UK (Event Planner News, 2022). The company focuses on delivering high-quality guest experiences by combining strategic management with personalised service. Vine Hotels is renowned for revitalising properties and implementing sustainable practices to improve operational efficiency and customer satisfaction. This acquisition was part of Vine Hotels' strategic expansion following a competitive tender process and was one of the thirteen hotels in the company portfolio (Wentworth, 2022). The new management aims to enhance service quality and guest experience through innovative and customer-centric practices.
[bookmark: _Toc168055702]4.6 Analysis Tools
PESTLE and SWOT analyses are essential for assessing an organisation's environment and capabilities. The PESTLE analysis examines macro-environmental factors impacting an organisation, focusing on Political, Economic, Social, Technological, Environmental, and Legal factors (Reznowski, 2023). This analysis helps organisations understand external influences and prepare for potential opportunities and threats (Helms & Nixon, 2010). Alternatively, a SWOT analysis examines an entity's internal strengths and weaknesses, along with external opportunities and threats, highlighting areas for improvement (Siddiqui, 2021). By focusing on internal and external factors, organisations can develop strategies that leverage strengths and opportunities, address weaknesses, and mitigate threats (Ghazinoory, Abdi and Azadegan-Mehr, 2011). These analyses provide a comprehensive view of the factors affecting an organisation, facilitating informed decision-making and strategic planning.
4.7 [bookmark: _Toc168055703]SWOT Analysis
For Best Western York House Hotel, the SWOT analysis aligns to evaluate its market expansion strategies in the F&B sector.
	Strengths:
	Weaknesses:

	Prime seafront location.
Strong brand affiliation with Best Western.
High customer satisfaction and positive reviews.
	Limited parking availability.
Seasonal fluctuations in occupancy rates.
Some rooms require modern updates to meet contemporary guest expectations.



	Opportunities:
	Threats:

	Expansion of F&B services to attract local clientele.
Leveraging digital marketing to enhance online presence.
Hosting events and partnerships with local businesses. 

	Competition from other local hotels and Airbnbs.
Economic recessions affecting travel and tourism.
Changing consumer preferences and expectations.



The prime seafront location of the hotel, which offers scenic views and proximity to Eastbourne's attractions (York House Hotel, 2024), and its strong brand affiliation with Best Western provide a solid foundation for attracting a diverse clientele. These strengths are critical in enhancing the hotel's market appeal and ensuring consistent guest experiences, which are vital for successful marketing campaigns (Helms & Nixon, 2010), so the opportunity to expand F&B services to attract local customers and increase revenue streams is significant. Additionally, leveraging digital marketing can enhance the hotel's online visibility, driving direct bookings and improving occupancy rates (Bathia, 2021).
Despite these strengths, the hotel faces challenges such as limited parking facilities and the need for modern updates in some rooms, which could detract from the overall guest experience (Alrawadieh and Law, 2019). Furthermore, the competitive landscape poses a threat, with numerous local hotels and alternative accommodations like Airbnb offering varied pricing and unique experiences that can attract potential guests. Economic downturns and changing travel trends also pose significant threats, potentially reducing tourism inflows and affecting the hotel's revenue (Khan et al., 2020).
[bookmark: _Toc168055704]4.7.1 Impact on Strategic Marketing Initiatives

Combining the hotel's strengths and opportunities can significantly impact its strategic marketing initiatives. For instance, the prime location and strong brand can be highlighted in marketing campaigns to attract domestic and international travellers. The expansion of F&B services can be marketed to Eastbourne's residents, creating a new revenue stream and enhancing community engagement. However, addressing weaknesses such as limited parking and room updates is crucial to maintaining these strengths. Additionally, strategic initiatives must consider competitive threats and economic fluctuations (Olsen, 2004) to develop resilient marketing strategies that adapt to changing market conditions (Chepkwei, 2021).

[bookmark: _Toc168055705]4.8 PESTLE Analysis

PESTLE analysis is essential for understanding the external environment in which Best Western York House Hotel operates and aligns with the aim of strategising market expansion.

[bookmark: _Toc168055706]4.8.1 Political Factors
The political environment in the UK is relatively stable (Lelii, 2022), which positively influences the hospitality industry by providing a secure operating environment (GOV.UK, 2021). Government policies promoting tourism and regulations ensuring health and safety standards (Hse.gov.uk, 2019) are crucial in sustaining high service quality and operational consistency. These factors enable the Best Western York House Hotel to maintain a reliable and attractive tourist destination.

[bookmark: _Toc168055707]4.8.2 Economic Factors
Fluctuations in disposable income significantly affect demand for F&B products (Aguiar and Hurst, 2005). As incomes rise, consumers spend more on dining out, boosting revenues for restaurants and hotels, including Best Western York House Hotel, which can attract more customers. Rising labour costs, driven by higher minimum wages and increased worker demand (Draca, Machin and Van Reenen, 2011), squeeze profit margins due to higher operating costs, necessitating price adjustments or efficiency improvements. Inflation raises costs for ingredients and utilities (PricewaterhouseCoopers, 2024), increasing operational expenses and requiring strategic pricing to maintain competitiveness and profitability (Thompson, 1984). Understanding these economic factors is crucial for developing effective strategic marketing initiatives. The York House Hotel can leverage increased consumer spending power by offering premium dining experiences and promoting these through targeted marketing campaigns. Addressing the challenge of rising labour costs might involve investing in staff training to improve service efficiency (CIPD, 2019) and justify higher menu prices. Lastly, staying agile in pricing strategies to account for inflation and its impact on costs and consumer spending will be essential for maintaining profitability (Thompson, 1984).
[bookmark: _Toc168055708]4.8.3 Social Factors
Cultural trends, demographic shifts, lifestyle changes, and social attitudes are social factors that affect consumer behaviour (Braveman, Egerter and Williams, 2011) and corporate operations. These factors determine consumer tastes and needs, affecting how food and beverage companies must change to meet changing expectations and stay competitive. Consumers, particularly younger generations, are adopting vegetarian, vegan, and pescetarian diets as lifestyle choices, driven by greater awareness of the relationship between diet and health (Hargreaves et al., 2021). The increasing demand for organic, natural, and healthier food options requires the Best Western York House Hotel to adapt its menu to include such choices to stay competitive.
Busy lifestyles increase demand for convenience foods and delivery services (Shinde, 2023). The Best Western York House Hotel can expand the market with takeout and delivery options to accommodate time-constrained customers.

[bookmark: _Toc168055709]4.8.4 Technological Factors
Recent shifts from traditional to digital marketing have redefined marketing (Vitsentzatou, Tsoulfas and Mihiotis, 2022). Many companies, regardless of industry, have employed social media marketing, digital advertising, and e-word of mouth to compete. Since experience is the value proposition, the intangible and ephemeral F&B business needs to identify itself during this unprecedented conversion from traditional to digital marketing to meet customer demands in a multichannel environment. 
Social media significantly impacts food trends, with viral products and influencer recommendations shaping consumer preferences (Rini et al., 2023). The Best Western York House Hotel should utilise social media to market its offerings and engage with a broader audience.

[bookmark: _Toc168055710]4.8.5 Legal Factors
Consumer safety and high-quality service depend on food and beverage (F&B) health and safety standards. Food enterprises in the UK must follow strict food hygiene and safety requirements set by the Food Standards Agency (FSA). Companies must use HACCP (Hazard Analysis and Critical Control Points)-based food safety management systems to identify and control food production hazards (Food Standards Agency, 2020). Local authorities examine premises, food processing, and storage to ensure legal compliance and public health. These standards safeguard customers from foodborne illnesses and ensure food is safe, appropriately labelled, and of expected quality (GOV.UK, 2012). Compliance with these regulations is essential to avoid legal issues and maintain a trustworthy reputation. For Best Western York House Hotel, adhering to legal standards ensures operational stability and protects the brand's integrity.

[bookmark: _Toc168055711]4.8.6 Environmental Factors
Climate change significantly impacts food production costs at the York House Hotel (Sovacool et al., 2021). Adhering to strict regulations and practices to minimise waste and emissions is essential (Chung et al., 2022). Organic farming and renewable energy sources can reduce the hotel's environmental footprint (Dalin and Rodríguez-Iturbe, 2016). Implementing strategies to reduce food waste and use eco-friendly packaging can support the hotel's green initiatives and appeal to environmentally conscious consumers (Alsaffar, 2015). Additionally, offering locally sourced and sustainable menu options can capitalise on the growing consumer trend towards ethical and sustainable food (Smith and Barling, 2014).

[bookmark: _Toc168055712]4.8.7 Impact on Strategic Marketing Initiatives
The macroenvironmental factors identified through PEST analysis significantly influence the strategic marketing initiatives at Best Western York House Hotel. Political stability and supportive tourism policies enable the hotel to plan long-term marketing strategies confidently (Aguinis et al., 2023). Economic conditions require adaptive marketing approaches to attract guests during economic highs and lows. Social trends offer opportunities to align marketing campaigns with current consumer preferences, such as promoting eco-friendly stays (Reddy, 2023). Technological advancements enhance digital marketing capabilities and guest engagement, leading to more personalised and efficient services (Vitsentzatou, Tsoulfas and Mihiotis, 2022). Lastly, compliance with legal standards ensures that the hotel's operations are sound and its reputation remains intact.

[bookmark: _Toc168055713]4.9 Competitor Analysis (Price vs Quality)

The local hotel market in Eastbourne includes competitors such as The View Hotel, The Cavendish Hotel, and Premier Inn. The Best Western York House Hotel offers good value for money, with competitive pricing and a strong emphasis on customer service and amenities.
Price vs. Quality Matrix:
· Best Western York House Hotel: offers a balance between moderate pricing (£60 - £110 per night) and quality. It features amenities like a seafront location, an indoor pool, and a restaurant. It is known for its historical charm and excellent customer service (Best Western, 2024).
· Premier Inn Eastbourne: typically priced between £50 - £90 per night, Premier Inn offers reliable and consistent quality, emphasising comfort and affordability. It is known for budget-conscious travellers looking for clean, no-frills accommodation (Premier Inn, 2024).
· The View Hotel: positioned in the higher price range (£100 - £150 per night), The View Hotel offers superior amenities, including modern rooms with sea views, a gym, and a high-quality restaurant. It targets customers seeking a premium experience with enhanced comfort and services (The View Hotel Eastbourne, 2024).
· The Cavendish Hotel: priced lower, between £40 - £70 per night, The Cavendish offers basic amenities with a focus on affordability. While it may lack some of the upscale features of its competitors, it remains a viable option for budget travellers (britanniahotels.com, 2024).
In terms of quality, The View Hotel offers superior amenities and services, followed by the Best Western York House Hotel, which balances historic charm with modern comforts. Premier Inn offers consistent, reliable quality, while The Cavendish provides the most basic amenities.
Regarding the price, The Cavendish Hotel is the most affordable, followed by Premier Inn. Best Western York House Hotel offers mid-range pricing, and The View Hotel is the most expensive, catering to those seeking a premium experience.
Overall, Best Western York House Hotel effectively differentiates itself between budget-friendly options like The Cavendish and Premier Inn and the premium offering of The View Hotel, appealing to a broad range of guests looking for both quality and value.

[bookmark: _Toc168055714]4.10 Netnography

Netnography, or online ethnography, involves analysing customer reviews and social media interactions to gain insights into consumer behaviour and preferences (Bartl, Kannan and Stockinger, 2016). Netnography is used in marketing and consumer research to analyse online behaviour and its effects on corporate strategies (Kaur et al., 2021).
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	(Source: Tripadvisor, 2024)
	(Source: Booking.com, 2024)



Best Western York House Hotel, Eastbourne, appears on the Tripadvisor platform as "Travellers' Choice Awards 2024". The hotel has 3105 reviews and is rated 4.5 out of 5 with the qualification "Excellent". Upon a brief analysis of the reviews, out of 3105 comments, 423 recommend the hotel as average, poor or terrible, meaning that 13.6% of the customers are not fully satisfied. Other 1900 reviews give Best Western York House Hotel on the BOOking.com online platform a rating of 7.8 out of 10, with the qualification "Good".
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	(Source: Tripadvisor, 2024)


Reviews on platforms like TripAdvisor reveal that guests appreciate the hotel's friendly staff, excellent breakfast, and prime location. However, there are occasional mentions of the need for room updates, noise at night, and other issues (TripAdvisor, 2024).
[bookmark: _Toc168055715]Key Features from Netnography:
·High ratings for staff friendliness and service quality.
·Positive feedback on breakfast and dining options.
·Noted areas for improvement include room maintenance and quality below expectations.
5 [bookmark: _Toc168055716]Theme/Findings

The hospitality industry continuously evolves, requiring businesses to adopt innovative strategies to remain competitive (Aladag et al., 2020). The Best Western York House Hotel in Eastbourne seeks to enhance its market position through strategic marketing initiatives in its food and beverage (F&B) sector. 



[bookmark: _Toc168055717]5.1 Consumer Behaviour and Market Segmentation

Understanding consumer behaviour and effective market segmentation is crucial for tailoring marketing efforts and F&B offerings to meet the needs of specific customer segments (Okumus et al., 2017).
The hotel can enhance customer satisfaction and loyalty by identifying and targeting specific customer segments, such as families, business travellers, or food enthusiasts.

Suggested Improvements:

· Segmented Marketing: Develop targeted marketing campaigns for different customer segments, highlighting relevant F&B offerings.
· Customer Feedback: Use customer feedback to refine market segmentation and tailor F&B services accordingly.

[bookmark: _Toc168055718]5.2 Digital Marketing and Social Media Engagement

Digital marketing and social media engagement are critical in today's hospitality industry, as they significantly impact visibility and customer loyalty (Montero, Rubio and Álvarez, 2023). Effective digital marketing strategies involve creating engaging content, utilising social media platforms, and fostering online communities to attract and retain customers.
The hotel's primary target customers include families and seniors. Leveraging social media can enhance visibility to attract a younger, tech-savvy demographic. The hotel can create a robust online presence by regularly posting engaging content, such as behind-the-scenes looks at the kitchen, chef interviews, and user-generated content. This strategy can foster customer loyalty and increase bookings.

Suggested Improvements:

· Content Strategy: Develop a content calendar featuring diverse and engaging posts, including recipes, cooking tips, and guest testimonials.
· Influencer Collaborations: Partner with local influencers to reach a broader audience and enhance credibility.
· Social Media Campaigns: Create specific social media promotions to advertise special occasions, seasonal menus, and dining deals.

[bookmark: _Toc168055719]5.3 Experiential Dining and Culinary Innovation

Experiential dining involves creating unique and memorable dining experiences beyond just food (Kustos et al., 2021). This approach can differentiate a hotel from competitors and attract food enthusiasts (Williams, Yuan and Williams, 2018). Local produce and themed dining events enhance the dining experience (Xu et al., 2022). The hotel's Victorian atmosphere provides a unique backdrop for experiential dining. Hosting themed dining nights, featuring local produce, and offering cooking workshops can attract food enthusiasts and create a unique selling proposition.

Suggested Improvements:

· Themed Nights: Introduce Victorian-themed dinners or local cuisine nights to highlight the hotel's heritage.
· Cooking Workshops: Offer workshops led by the hotel's chefs, focusing on local ingredients and traditional recipes.
· Farm-to-Table: Emphasise farm-to-table dining experiences by sourcing ingredients from local farms and highlighting these partnerships on the menu.

[bookmark: _Toc168055720]5.4 Sustainability and Ethical Marketing

Sustainable practices in hospitality are increasingly important as consumers become more environmentally conscious. Sustainable strategies and adopting and marketing sustainable practices can benefit the hotel (Bux & Amicarelli, 2022). Highlighting commitments to sourcing locally, reducing waste, aligning with green rating systems (Awadh, 2017) and supporting local farmers can enhance the hotel's reputation and attract eco-conscious travellers.

Suggested Improvements:

· Sustainable Energy Sourcing: Adopt advanced technologies to tap into alternative energy sources like solar or wind power, thereby reducing the hotel's carbon footprint.
· Waste Reduction: Implement comprehensive waste reduction programs, including recycling and composting initiatives.
· Green Certifications: Pursue green certifications to validate the hotel's commitment to sustainability and use them in marketing efforts.

[bookmark: _Toc168055721]5.5 Technology-Driven Personalisation

Technology-driven personalisation enhances customer satisfaction by offering tailored experiences. Implementing mobile apps and digital tools can improve service efficiency and customer engagement (Munjal and Singh, 2021). Implementing a mobile app that allows guests to customise their dining experience, make reservations, and provide feedback can improve personalised dining experiences.

Suggested Improvements:

· Mobile App: Develop an app with features like customisable dining options, reservation management, and real-time feedback.
· Digital Menus: Introduce digital menus that allow guests to customise their orders based on dietary preferences and allergies.
· Guest Profiles: Create guest profiles to store preferences and personalise future dining experiences.

Overall, innovative strategic marketing initiatives in the F&B sector at Best Western York House Hotel can significantly enhance its market position and attract a diverse customer base. The hotel can improve customer satisfaction and loyalty by leveraging digital marketing, experiential dining, sustainability practices, technology-driven personalisation, and effective market segmentation. Implementing these strategies will require ongoing evaluation and adaptation to meet evolving consumer preferences and market trends.

6. [bookmark: _Toc168055722]Contributions

This project contributes to the academic and practical understanding of how strategic marketing initiatives can be implemented effectively in the hospitality industry's food and beverage (F&B) sector. It provides a detailed analysis of innovative marketing strategies supported by current academic research.
The project offers valuable insights into how the hotel can customise its marketing strategies and food and beverage options to cater to the distinct requirements of various customer segments by examining consumer behaviour and market segmentation.
The project offers a comprehensive framework for leveraging digital marketing and social media to enhance visibility and attract a broader demographic. 
By emphasising experiential dining and culinary innovation, the project highlights how themed dining events, local produce, and cooking workshops can create unique selling propositions and attract food enthusiasts. Moreover, this project explores the applications of the technology and how to offer personalised dining experiences. It suggests implementing mobile apps, digital menus, and guest profiles to enhance customer satisfaction and differentiate the hotel from competitors.
The project underscores the importance of sustainability and ethical marketing practices in the F&B sector. It provides practical recommendations for sustainable sourcing, waste reduction, and green certifications, which can enhance the hotel's reputation and appeal to environmentally conscious guests.
7. [bookmark: _Toc168055723]Conclusions and Recommendations
The research project on innovative strategic marketing in the food and beverage (F&B) sector at Best Western York House Hotel, Eastbourne, has provided a comprehensive analysis of current practices and potential strategies for market expansion. Based on specialised literature, the study highlights the importance of various marketing initiatives, including digital marketing, experiential dining, sustainability practices, technology-driven personalisation, and effective market segmentation. These strategies have significant potential to enhance customer engagement, satisfaction, and loyalty, thereby driving the hotel's growth and competitive edge in the hospitality industry.
Digital marketing and social media engagement have proven practical tools for increasing visibility and fostering a sense of community among guests. The hotel's active presence on platforms like Facebook and Instagram and regular engaging content have helped attract and retain customers. However, there is room for further enhancement through collaboration with local influencers and targeted campaigns.
Experiential dining, focusing on local produce, has created unique and memorable guest experiences. This approach aligns with the "experience economy" concept and can potentially differentiate the hotel from its competitors. Expanding these themed events to include a broader range of culinary experiences could attract more food enthusiasts.
Sustainability practices are crucial in today's hospitality industry. While the hotel has made strides in sourcing local and organic ingredients, there is significant room for improvement in waste management and energy use practices. Implementing comprehensive waste reduction programs and investing in alternative energy sources can enhance the hotel's appeal to eco-conscious travellers.
Effective market segmentation and understanding consumer behaviour are vital for tailoring marketing efforts to specific customer groups. Developing more tailored marketing messages and personalised services for different segments can lead to higher customer satisfaction and loyalty.
Leveraging technology for personalised guest experiences can significantly enhance satisfaction and operational efficiency. Implementing a mobile app with customisable dining options, reservation management, and real-time feedback, along with using data analytics to understand guest preferences, can further differentiate the hotel from its competitors.
The following recommendations are proposed for Best Western York House Hotel to capitalise on the findings of this research:
· Improving Market Segmentation Strategies:
. Develop targeted marketing campaigns for customers such as families, business travellers, and food enthusiasts.
. Use customer feedback to refine market segmentation and tailor F&B services accordingly.
. Implement loyalty programs that reward repeat customers and encourage more extended stays.
· Enhancing Digital Marketing and Social Media Engagement:
. Develop a comprehensive content strategy with a content calendar featuring diverse posts, such as behind-the-scenes looks, guest testimonials, and interactive Q&A sessions with chefs.
. Collaborate with local influencers to broaden reach and enhance credibility.
. Run targeted social media campaigns to promote special events, seasonal menus, and dining offers.
· Expanding Experiential Dining Initiatives:
. Introduce more frequent themed dining nights, such as Victorian-themed dinners or international cuisine nights, to highlight the hotel's heritage and culinary diversity.
. Offer interactive cooking workshops led by the hotel's chefs, focusing on local ingredients and traditional recipes.
. Emphasise farm-to-table dining experiences by sourcing ingredients from local farms and highlighting these partnerships on the menu.
· Strengthening Sustainability Practices:
. Implement comprehensive waste reduction programs, including recycling and composting initiatives.
. Invest in modern technologies to utilise alternative energy sources, such as solar or wind power, to reduce the hotel's carbon footprint.
. Communicate sustainability initiatives clearly through marketing materials and social media to attract eco-conscious travellers.
· Leveraging Technology for Personalisation:
. Develop a mobile app with features like customisable dining options, reservation management, and real-time feedback.
. Introduce digital menus that allow guests to customise their orders based on dietary preferences and allergies.
. Create guest profiles to store preferences and personalise future dining experiences.
· Continuous Innovation and Adaptation:
. Regularly evaluate and adapt marketing strategies to stay ahead in the highly competitive hospitality industry.
. Embrace new technologies and trends to improve guest experiences and operational efficiency continuously.
. Foster a culture of innovation within the hotel staff, encouraging them to contribute ideas for enhancing services and marketing efforts.

By implementing these recommendations, Best Western York House Hotel can enhance its market position, improve customer satisfaction, and achieve sustainable growth. The insights gained from this research project provide a roadmap for leveraging innovative strategic marketing initiatives to drive the hotel's success in the dynamic and competitive hospitality market.
8. [bookmark: _Toc168055724]Reflective Writing on Placement Experience at Best Western York House Hotel

The ERA framework, encompassing Experience, Reflection, and Action, provides a structured approach to reflective writing. It helps individuals systematically analyse their experiences, reflect on their significance, and plan future actions based on these insights (Regmi and Naidoo, 2013).

[bookmark: _Toc168055725]8.1 Experience

During my placement at Best Western York House Hotel in Eastbourne, I observed and engaged in various aspects of hotel management, focusing mainly on the food and beverage (F&B) sector. This hands-on experience provided valuable insights into the day-to-day operations and strategic decision-making processes that underpin a successful hospitality business. One of the standout observations was the hotel's commitment to customer engagement and satisfaction. The staff consistently emphasised creating a welcoming and hospitable environment, tailoring their services to meet the specific needs of their guests, thus ensuring a personalised experience. This attention to detail is crucial in fostering customer loyalty and enhancing the hotel's reputation (Kotler and Keller, 2016).
Another significant observation was the hotel's digital marketing and social media engagement. The hotel actively utilised platforms such as Facebook and Instagram to promote their services and interact with guests, increasing their visibility and creating a sense of community among their customers (Leung et al., 2013). Additionally, I witnessed the impact of experiential dining on customer satisfaction. The hotel organised themed dining nights focusing on local produce, which was highly popular among guests. These events provided distinctive dining experiences, showcasing the region's culinary skills, thus differentiating the hotel from its competitors (Pine and Gilmore, 1999).
However, I noticed that the hotel's sustainability practices needed significant improvement. Although they sourced local and organic ingredients, there needed to be more in their waste management and energy use practices. The hotel had basic waste segregation but lacked comprehensive programs for reducing waste and investing in modern technologies for alternative energy sources. Han et al. (2010) emphasises that sustainable practices in F&B operations can appeal to environmentally conscious consumers and enhance a hotel's brand image. This gap presented a critical area for development to attract eco-conscious travellers and improve the hotel's sustainability credentials.
One of the challenges I observed during my placement was the need for effective market segmentation to target specific consumer groups. The hotel caters to guests, including families, seniors, and business travellers. Kotler and Keller (2016) highlight the importance of market segmentation in developing targeted marketing campaigns that resonate with distinct consumer groups. The hotel had implemented some segmentation strategies, such as offering family-friendly amenities and business services, but there was still room for improvement. For example, developing more tailored marketing messages and personalised services for each segment could enhance customer satisfaction and loyalty.
Technology-driven personalisation was another area where the hotel could improve. While the hotel had implemented technological advancements, such as online booking and digital menus, there were opportunities to leverage technology further to enhance the guest experience. Buhalis and Amarangana (2015) suggest that using data analytics to understand customer preferences and offer customised services can significantly enhance customer satisfaction. Implementing a mobile app that allows guests to customise their dining experience, make reservations, and provide feedback could further differentiate the hotel from its competitors and improve operational efficiency.

[bookmark: _Toc168055726]8.2 Reflection

Reflecting on my placement experience, I realised the critical role of customer engagement and satisfaction in the hospitality industry. Observing the staff's dedication to providing personalised services reinforced my understanding of how essential it is to exceed guest expectations to build loyalty and enhance reputation (Kotler and Keller, 2016). The hotel's strategic use of digital marketing and social media platforms illustrated the power of these tools in modern marketing. Engaging content and direct interaction with guests increased visibility and fostered a sense of community, which is vital for customer retention (Leung et al., 2013; Alalwan et al., 2017).
Although limited to local produce, the themed dining nights were particularly eye-opening. They demonstrated how experiential dining can create unique and memorable experiences that attract and retain customers. This approach aligns with the "experience economy" concept, where businesses generate value through distinctive experiences (Pine and Gilmore, 1999). However, expanding these themes to include a broader range of dining experiences could further enhance guest satisfaction and differentiation.
The observation of inadequate sustainability practices highlighted the need for improvement in this critical area. While the hotel sourced local and organic ingredients, it lacked comprehensive waste management programs and investments in alternative energy sources. Han et al. (2010) emphasise that effective sustainability practices attract eco-conscious travellers and enhance the overall brand image. This gap reinforced the importance of adopting more robust sustainability measures to meet modern consumer expectations.

[bookmark: _Toc168055727]8.3 Action

Based on my reflections, I propose several actions to enhance the hotel's marketing strategies and overall guest experience. Firstly, developing a more comprehensive content strategy for social media is crucial. This strategy should include a content calendar featuring diverse and engaging posts, such as behind-the-scenes looks, guest testimonials, and interactive Q&A sessions with chefs. Collaborating with local influencers can further broaden the hotel's reach and enhance credibility (Alalwan et al., 2017).
Secondly, enhancing experiential dining through more frequent themed nights and expanding the themes beyond local produce can attract food enthusiasts and create a unique selling proposition. Emphasising farm-to-table dining experiences by sourcing ingredients from local farms and highlighting these partnerships on the menu can further differentiate the hotel (Pine and Gilmore, 1999).
Thirdly, improving sustainability practices is essential. The hotel should implement comprehensive waste reduction programs, including recycling and composting initiatives. Investing in modern technologies to utilise alternative energy sources, such as solar or wind power, can significantly reduce the hotel's carbon footprint and appeal to eco-conscious travellers (Han et al., 2010).
Finally, leveraging technology for personalised guest experiences is crucial. Developing a mobile app with features like customisable dining options, reservation management, and real-time feedback can significantly enhance customer satisfaction. Using data analytics to understand customer preferences and offering personalised services can further differentiate the hotel and improve operational efficiency (Buhalis and Amarangana, 2015).
In conclusion, my placement at Best Western York House Hotel provided invaluable insights into the complexities of hotel management and the importance of innovative marketing strategies. The hotel can enhance its market position and achieve sustainable growth by focusing on customer engagement, digital marketing, experiential dining, sustainability, and personalisation. The knowledge and skills I gained during this placement will undoubtedly inform my future career in hospitality management, enabling me to contribute effectively to the success of any organisation I join.
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Maxine W wrote a review 24 May
6 contributions
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Fantastic 3 Days

Had a fantastic 3 days bed and breakfast, Room was lovely and clean, star on the desk was
helpful and polite, breakfast was fantastic done by Rob and Pedro. Lovely and hot cooked to
order, best | have had at any hotel home and and abroad so central to everything.

Read less A

Date of stay: May 2024
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excellent value

The staff were very friendly, the breakfast excellent, the pool (well it was January and | had it to
myself) was clean and warm. We took 2 dogs which weren't allowed in the dining room but we sat
in the bar and had the same level of service. Maybe it needs a little updating but that costs a
fortune these days and | thought it was great value for money.
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Date of stay: January 2024

Trip type: Travelled with friends
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An ok stay

Hotel is conveniently located along the seafront only a short walk from the pier. Staff are super
friendly and helpful. Bar/ lounge is comfortable and they have a good selection of drink
choices. Pizza’s made fresh to order which were very tasty. Restaurant for breakfast was very
welcoming with friendly and helpful staff. Good selection of breakfast choices with a cooked
breakfast freshly made to order. The only downside to our stay was the room itself. Situated right
at the top of the first flight or stairs we could hear every single person come up and down the
stairs and the fire door bang each time also. This made getting to sleep very difficult, the bed
itself was also not comfortable and felt like it was in need of being replaced, the bathroom was
Read more v

Review collected in partnership with Best Western ©

Date of stay: May 2024




image8.png
- happytraveller65_12 wrote a review Jan 2024 e
Polegate, United Kingdom « 181 contributions - 102 helpful votes

00000
We booked the cheapest room.

I should start by saying we booked the cheapest small double room in this hotel. The communal
areas were lovely, and all the staff we had contact with were very nice. The breakfast was very
good.

The room itself was a disappointment. (We were in 131) | knew it would be small, but the
cleanliness and general wear and tear on the fixtures and fittings was disappointing.

There was a shelf that stuck out of the wall for the tea and coffee making facilities - it was really
wobbly, so probably not the best place for a kettle full of boiling water. The bottom of the shower
cubicle/doors was very grubby, as were around the hinges in on the toilet seat. The toilet roll
Read more v
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