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[bookmark: _Toc188288739]Executive Summary 
The present research work seeks to carry out a critical analysis of this partnership between Doncaster Knights Rugby Club and the Hilton Garden Inn which started in August 2024. This partnership aims to enhance the satisfaction of fans and guest rugby teams, during match days, by offering quality hospitality solutions including; accommodation, event planning and management, fitness, and food services. The purpose of this research is twofold: firstly, to examine the effectiveness of the cooperation in increasing sports tourism in Doncaster and secondly, to analyze the strengths of the cooperation in achieving operational and marketing goals for the Knights and the Hilton Garden Inn.
The project starts with substantiation of the necessity of this cooperation with reference to strategic prospects in the sphere of sports tourism. Thus, this paper features a literature review on strategic partnerships within the hospitality and sports industries and an elaborated discussion on the effects of the partnership on customers’ satisfaction and businesses’ performances. Based on the qualitative data collected from interviews of the hotel staff and administration, and the self-administered questionnaires of rugby fans, the study indicates that both aims of the partnerships have been realized; the increase of visitor numbers and the establishment of Hilton Garden Inn as the sports tourist hotel.
The following recommendations are given at the end of the project: continuing to share the information about the hot one more popular; improving conditions for the events’ accommodation for several people; and considering the possibilities for cooperation with other sports clubs or sports units of the community. These strategies will help get the most out of the partnership possible, enhance the experience of football event fans, and boost the level of sports tourism within Doncaster itself.
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[bookmark: _Toc188288740]Introduction 
The rugby club in Doncaster which is an important stakeholder in rugby activity in Doncaster-Doncaster Knights Rugby Club has established a well-promising strategic relationship with the Hilton Garden Inn hotel situated in Doncaster Racecourse. This partnership began with an official launch on the 2nd of August, 2024, and seeks to bring improved match experience for rugby followers besides availing hospitality services top-tier to the teams. The identified partnership is placed to empower mutual benefits for both Doncaster Knights and Hilton Garden Inn with the latter being the nearest hotel to Castle Park home of the Knights's rugby ground (Sivananda Moorthy, 2021).
This research focuses on how this partnership contributes to the growth of sports tourism in Doncaster and how it enhances the customer experience for both rugby fans and visiting teams. The key objectives of this research include:
1. To assess the business and operational benefits of the partnership for both Hilton Garden Inn and Doncaster Knights.
2. To explore how the strategic partnership contributes to the enhancement of sports tourism in Doncaster.
3. To evaluate customer satisfaction and identify any operational challenges faced by both parties.
For his research, the author will develop a set of strategic, marketing as well as operational questions related to the nature of the partnership, choosing Hilton Garden Inn as a case study. It will look at how the relationship falls in line with some of the existing trends in the sporting and hospitality sectors and its effect on the tourism of the area. The research also seeks to understand the ways in which the partnership brings benefits to the economy of Doncaster, where people are attracted to the town, especially on the match days rugby and how fans both come for the visit and the team visiting experiences (Menidjel and Bilgihan et al. 2021).
Through analyzing this partnership, this research will fill the above-mentioned gaps and shed light on how strategic partnership plays a part in the improvement of hospitality services as well as sports tourism in the region (Jeong, 2023).
[bookmark: _Toc188288741]Literature Review 
The literature review will scope to give a clear understanding of the existing literature concerning the relationship between Doncaster Knights and Hilton Garden Inn primarily within the context of hotel-sport partnerships and more broadly about the effect such services may have on customer satisfaction, brand commitment as well as on improving service quality. The review will delve into areas of discussion that include; the importance of strategic affiliation in the hospitality industry, branding and sports tourism, customer experience and the shifting relations between hosting hotels and sporting activities (Amin et al. 2021).
Strategic Partnerships in the Hospitality Industry
Essential collaborations within hospitality organizations are considered when seeking to reach a wider number of customers, increase the number of services offered and gain visibility. When a hotel partners with a local sports team it is usually beneficial to both as it will create ways of enhancing the experience of customers while increasing the revenue of the two companies. Most football franchises tie deals with hotels which offer unique experiences to both the supporters and athletes, thus exposing fans to encourage them to revisit the place. For example, match day packages, functions, and ‘v.i.p’ fan-based experiences useable for reaching customers by hotels involve added value services that can help build lasting fiduciary bonds with patrons. Such partnerships involve both parties working closely for the primary purpose of improving the facilities available to attending and visiting rugby teams as well as fans; a perfect example is Doncaster Knights and Hilton Garden Inn (Capper, 2024).
In the same way, it means that affiliation provides the opportunity for disclosing new segments like, for example, sports tourism, which is constantly developing. With more of the fans engaging the team in social media and other digital formats, a method of attracting sports tourists to the hotel becomes part of the business strategy. It also provides a new source of competitive advantage for Hilton Garden Inn where the brand is targeted to becoming a front-runner in the local sports tourism industry (Yacoub and ElHajjar, 2021).
Branding and Sports Tourism
This paper mainly deals with the link between sports events and the hospitality business; both are components of sports tourism. Sports tourism refers to travel that is done with the purpose of engaging in sporting activities, or merely as a spectator, and this always has a great impact on the hotel business and economies of the region. Additionally, for hotels, the association with leading sports events is a chance to use the brand recognition of the associated event to increase their own recognition. The club side of the business benefits from a link with a prominent rugby team, while the Hilton Garden Inn gets to leverage off a reputable local rugby team, in providing specialised services to discerning sports personalities.
According to numerous studies, it was found that the place of branding in the sports tourism market affects consumers’ perception of quality and trust. In association with Doncaster Knights, the repute of which has already been established, Hilton Garden Inn increases the brand value, for the demanding market of the hospitality industry. Further, in the study conducted, the findings explain that positive experiences during a sporting event (comfort, convenience and satisfaction) have a major influence on customer loyalty. This loyalty is followed through by the hotel's continued interaction with the rugby community, making repeat business.
Customer Experience Management in Sports and Hospitality
Customer experience always has a strategic role in the sports and hospitality sectors. Personalized services are the key to growing loyalty and increasing satisfaction levels in B2C competitive contexts as well. In the setting of the Hilton Garden Inn and Doncaster Knights collaboration, this shifts the spotlight into customer experience management ensuring that fans and visiting teams are acknowledged, made comfortable and welcomed. This comprises welcoming guests individually, ease of ticketing /accommodation and developing environments that are appropriately aligned with match day fervour (ET Hospitality World, 2024).
Of the elements that constitute customer experience management, one of the most important is the capacity for managing expectations. The foremost tenet of service-dominant logic is that customer experiences are important and essential for hospitality organizations to deliver to guests while focusing on particular markets which include Sports tourism. HM has come up with approaches like match-day packages, themed rooms and associated exclusive events for rugby fans, which target the identified segment effectively. The strategies build on customer experiences as a means to achieve improved satisfaction and, thus, brand support (Hossain and Kannan et al. 2021).
Furthermore, the extent that such hotels engage with sports teams it becomes easy for them to produce an integrated platform where fans not only get to see the match but also end up using other services like transport, food, etc as well as getting an opportunity to interact with the players. This serving creates an emotional attachment of the customer towards the brand hence increasing the chances of re-purchasing the brand's goods. From the perspective of Hilton Garden Inn, it is about partnering with Doncaster Knights to create such a rich pre-show experience that becomes practically one with the overall sports tourism trial (Achmad and Yulianah, 2022).
The Impact of Sports on Hotel Operations
Such events will always have an impact on the working of hotels mainly when it comes to the occupancy level and service demand. The opportunity to work with Doncaster Knights is especially beneficial for Hilton Garden Inn in terms of fine-tuning operations during the peak hours including the moments connected with matches. Points out that during big events, hotel management has to change the prices, personnel, and services strategy to meet the demand. For instance, during match days, the demand for spaces and/or services provided by Hilton may spike, and this calls for the use of demand-based price strategies which is common among hosts that receive guests for sporting events (Liu-Lastres and Wen et al. 2023).
Also, hotels are normally compelled to manoeuvre their functioning patterns with respect to their requests like group business, occasion organizing, and transport facilities. As a corporate partner of Hilton Garden Inn, Doncaster Knights would definitely change its staffing, improve customer relations, and guarantee proper organization to address fans' and teams’ needs. Other factors that remain operational during these peak periods not only add value to customers but also increase profitability.
Challenges in Hotel-Sport Partnerships
Therefore, like any other business relations, it is important to recognise that hotel-sport partnerships are not a problem-free affair. Another crucial issue that most hotels face regarding major events is that there is normally a wide chasm between customer expectations and the customer reality as to how large-scale operations occur. For instance, fans could easily challenge or demand high levels of service delivery though sometimes this may be a challenge during rush periods. From this case, Hilton Garden Inn has to respond to the following challenges through a bore, effective staff training, proper communication and a well-understood action plan to handle a large number of guests.
Some of the factors include transportation; event coordination; and dealing with additions and subtractions at the last minute on the part of the sports team. For instance, if a match has been postponed or shifted to another date, Hilton Garden Inn and Doncaster Knights are required to formulate strategies on how to accommodate individuals and offer other services as a result of matching alteration. It is therefore crucial to break the barriers and barriers with the aim of achieving the goals of addressing such challenges in a partnership.
[bookmark: _Toc188288742]Methods 
The research study employs a case study approach which will enable the exploration of details in the partnership between Doncaster Knights and Hilton Garden Inn. The use of case studies enables a deeper exploration of the phenomenon to be studied because it highlights the multifaceted and dynamic features of the processes involved in academic-industry collaboration. The present method is also backed up by sources, pointing to the fact that case studies are particularly helpful in investigating tangible events (Chen et al., 2022).
[bookmark: _Toc188288743]Primary Data Collection
1. Goals of the Partnership
Organizational Representatives:
Based on these objectives, it shall be noted that the following are the general objectives of the partnership: To improve the lovers’ experience, promote brand recognition of both institutions and establish more lucrative product streams from the superior line. Hilton Garden Inn planned to appeal to the side of sports tourism by associating with a popular local rugby team, and Doncaster Knights to ensure fans’ comfortable hospitality experience enhancing brand loyalty (Michael Dewally and Gordon, 2022).
Analysis:
These goals are similar to the goals presented in the related literature, with a focus on the fact that tactical cooperation and strategic partnerships are beneficial for creating mutual value. It has placed Hilton Garden Inn at the forefront of sports tourism in Doncaster while improving the Knights’ benefits to fans. Although these goals are laudable, pursuing them entails various logistics and operations difficulties.
2. Effectiveness in Enhancing the Fan Experience
Organizational Representatives:
They concluded that having a partnership has indeed benefited the fans as they get to have accommodation nearby as well as unique packages. Audiences like concerts and the convenience of the hotel’s location in Castle Park. But, the representatives also admitted there is a need to improve such coordination during major events .
Fans/Guests:
Warm patron response on facilities was noted to include the proximity of the hotel to the stadium and other value-added services such as pre-match events. They would also point out the convenience of being able to receive a match-day and an accommodation service. However, some of them opined that some trust components such as a late check-in could be enhanced.
Analysis:
This tally that personalized treatment increases customer satisfaction. Consumers view collaboration as a value-enhancing component of their match-day experience, making the role of unified hospitality in sports tourism crucial. Other proposals including better transport and other services show that there is still room for optimization (Lin, Shin and Shin, 2024).
3. Operational and Logistical Challenges
Organizational Representatives:
The challenges that were stated include lack of adequate staff sometimes especially during rush periods, reservations and last but not least organizational issues such as coordination between the hotel and the rugby team. Solutions to these problems, for example, hiring solutions, and betterment of the booking processes, are still being implemented.
Analysis:
Budgetary constraints are typical for strategic partnerships, as concluded. The issues mentioned above are challenges due to demand pressures which are partially managed by current Hilton Garden Inn and Doncaster Knights controls but there are imperative signs that stronger systems are needed to manage demand spikes. For instance, the use of better capacity forecast tools, or seasonal employees hired to address needs during match days would enhance service provision.
4. Influence of the Partnership on Fan Decisions
Fans/Guests:
The field findings revealed that fans believed that the partnership affected their decision to book at Hilton Garden Inn. They confirmed the match-day hospitality offered by the book and the advantage of being based in a hotel near Castle Park.
Analysis:
This discovery shows the need to embrace strategic marketing techniques which includes the identification of unique selling propositions as influential factors to customers. In support of this view described that sports tourism partnerships can constitute a highly appealing draw for fans. The positive effect on the decision-making of fans supports the theory that the partnership optimally uses Hilton Garden Inn products to cater for sports tourists.
5. Suggestions for Service Enhancements
Fans/Guests:
Fans proposed several ideas to further enhance their experience, including:
· Shuttle services to and from the stadium.
· Rugby-themed dining and lounges.
· Meet-and-greet events with players.
· Loyalty programs for repeat visitors.
Analysis:
These suggestions suggest areas where improvements, or new ways of doing things, can be made in order to increase differentiation. It may help to eliminate some of these logistical issues which can be resolved by the addition of shuttle services which can bring the hotel into the match-day environment. Excite and Dining with Rugby and events that entail meeting players can make the fans have closer affiliation with the partnership initiative which complies with the experiential aspect that is in the current tourism marketing. Launched loyalty programs would promote repetitive purchases and upgrade customer associations (Tijani et al., 2021).
6. Broader Implications for Sports Tourism
From the responses, we observed what other effects the partnership has on other aspects of sports tourism in Doncaster. The firm has selected the niche market and established itself as the premier spot that targets rugby enthusiasts and triggers tourism throughout the year. Some fans even mentioned that they will attend future events, which shows the diversification opportunity (Gracia et al., 2021).
Analysis:
This is in concordance claim that sports tourism partnerships are a force for local economic growth. The synergy also works for the partners and the general public since traffic flow improves business and service demand (emami et al., 2022).
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SWOT analysis is especially relevant since it will allow analyzing the internal and external factors that determine the potential of the partnership between Doncaster Knights and Hilton Garden Inn. In this respect, the SWOT analysis for Hilton Garden Inn is as follows (Verawati et al., 2023):
· Strengths:
· Proximity to Castle Park: The Hilton Garden Inn is situated only 2.3 miles from the Doncaster Knights’ rugby field which must be a plus point for rugby lovers and the visiting teams (Boitrelle et al., 2021).
· Brand Recognition: Hilton is a world-renowned hotel company, which provides service, and also has excellent amenities, out of which creates great value for the cooperation (Farrokhnia et al., 2024).
· Comprehensive Facilities: It provides accommodation services, fitness centres, space for sports events, and several restaurants to accommodate sports tourists and business travellers.
· Weaknesses:
· Seasonal Demand: The demand for the hotel could be affected by the rugby season, for instance, certain months or certain periods that have fewer events, fewer people, and fewer customers.
· High Costs: Situated under a broad umbrella, the Hilton Garden Inn may experience higher levels of expenses to weigh down the profits within a saturated local market (Yusuf et al., 2022).
· Opportunities:
· Expansion of Sports Tourism: Currently the concept of sports tourism is slowly gaining importance in Doncaster which means the customer base to Hilton will be expanded particularly on match days.
· Partnership Growth: Currently there is a chance to develop cooperation with Doncaster Knights in areas such as match-day experience, event booking and fan rewards (Safitri et al., 2023).
· Threats:
· Local Competition: Competing hotel chains near hotels in the region could get business from Hilton Garden Inn hence compromising on the sales price or service provided.
· Economic Downturn: Being at the centre of disruption, economics may impact spending, occupancy and bookings for commercial travel or tourist hotels depending on prevailing economic conditions, especially those that prevail in a post-COVID-19 world.
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PEST analysis seeks to identify political, economic, social and technological factors that might affect the Hilton Garden Inn's success in its partnership with Doncaster Knights (Cappabianco et al., 2021):
· Political: Doncaster in terms of the political environment has support in tourism and sporting activities with local government encouraging notable sports tourism. In general, there are no major political threats to the development of this cooperation (Thomas et al., 2021).
· Economic: Business that deals with tourism the hospitality sector in particular, especially in FIG sports tourism has grown in the post-pandemic period. Nevertheless, inflation and the cost-of-living crisis can affect consumers’ disposable income; therefore, Hilton needs to focus on the price factor (Eierle et al., 2022).
· Social: Rugby is on the rise and the concept of family-centred sports tourism also co-relates quite nicely with Hilton’s more family-orientated product mix. The growing concept of sports as entertainment rather than competition makes the partnership particularly valid (Oyasor and Gbadebo, 2024).
· Technological: To wipe out the competition, digital booking systems, mobile applications for customer interaction, and social media marketing look like great opportunities. To Hilton, incorporating these technologies improves guests’ experience and satisfaction which can be applied during rugby events days (Vojinović et al., 2022).
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Competitor Analysis (Price vs. Quality): Other close competitors of Hilton Garden Inn in Doncaster include; Premier Inn and Travelodge which are cheap accommodation facilities. While these hotels may be ideally suited to pick up those customers who are willing to spend less, Hilton’s superior service delivery and proximity to the venue make it easier for the latter to entice customers willing to spend more, especially during a match (Hossain et al., 2021).
· Price: The price that Hilton Garden Inn sets for its products is usually higher than the average price on the market, but due to its hard and fast partnership with Doncaster Knights this is compensated by such extras like match-day packages, better customer relations, and extra services (Shin et al., 2023).
1. Quality: The service quality is way better with Hilton since it hosts comfortable rooms and also has more services than Sheraton. The partnership also guarantees that the quality of the experiences shown to the guests is of the highest standards which makes it ideal for both the rugby lovers and the corporate buyers (Krylov, 2022).
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Hilton Garden Inn Doncaster is an elite member of Hilton Worldwide and is situated on Leger Way near the Doncaster Racecourse. Located near Castle Park within 2.3 miles, the Hilton Garden Inn remains the only hotel that’s closer to Doncaster Knights’ rugby ground. Az brilliant location the hotel is situated in such a way that the move within the locality is very easy for both internal and external visitors, the Doncaster Train Station is within 10 minutes from the hotel and it takes 90minutes by train from London. This location makes the Hilton Garden Inn a strategic stakeholder in meeting the hotel needs of match day crowds, sports fans, and attendees to Doncaster Racecourse (Ahmed and Ahmed, 2024).
A strong brand image has been created by the remarkable characteristics of the Hilton Garden Inn, which include contemporary accommodation and design, well-outfitted guestrooms and public areas, updated amenities, and high-quality services. This boasts of offering convenience mixed with comfort for both business and leisure travellers. Included in the hotel is a gym, office space, conference hall, and some of the best restaurants for accented cuisine. Food served at the restaurant is purely organic, and they are sourced from around the region to ensure that guests get to taste natural cultured food, the guests at the hotel can order room service (Yu et al., 2021).
This kind of affiliate to the global brand of Hilton Worldwide as the Hilton Garden Inn Doncaster offers the company a local presence that benefits from the large chain. That is why the collaboration with Doncaster Knights can be seen as an excellent chance for the hotel to increase its brand popularity among sports enthusiasts and arise from this better positioning in the sports tourism market (Reynolds et al., 2023).
[bookmark: _Toc188288750]The Partnership: Doncaster Knights and Hilton Garden Inn
Doncaster Knights signed a strategic partnership with the Hilton Garden Inn Doncaster in August 2024. This partnership had the objective of making the experience fans have during rugby match days better while at the same time increasing the visibility of the hotel in the sports tourists’ market. The Knights a reputable rugby team, perceived the opportunity to provide the rugby community with quality hospitality services such as; accommodation and experiences from fan and visiting teams' perspectives (Cox, 2021).
In return, Hilton Garden Inn obtained rights to the strong rugby fan base in Doncaster and an opportunity to develop loyal customers. Many of these fans attend matches at Castle Park and by providing them with well-located comfortable accommodation the hotel has the potential to gain frequent patrons. Also, the partnership makes clear that Hilton and the newly branded Hilton Garden Inn establish a competitive edge for the newly emerging sports tourist services (Jhans, 2023).
Speaking of the partnership, Tom Foy, the Head of Commercial at Doncaster Knights said that it was designed to provide the best experience to the fans, players, and teams that visit the club. For Doncaster Knights, affiliation with a world-renowned company like Hilton brings extra prestige as well as the advantage of marketing joint services and promotions with the company, while for Hilton Garden Inn getting involved with Doncaster Knights is a perfect way to cover a myriad of demands of sports enthusiasts and professionals (Palazzo et al., 2021).
However, it is not just a business relationship, it is all about developing a sound strategic cooperation aimed at reaching long-term synergy. Not only is the hostel and motel a place to stay but also the key to other related services that fully meet the expectations of rugby fans, including organizing and catering for events in connection with the matches, and offering unique opportunities to meet the players (Crick et al., 2021).
[bookmark: _Toc188288751]Findings: Analyzing the Impact of the Partnership
Doncaster Rugby Knights and the Hilton Garden Inn cooperation results in numerous benefits for the particular hotel as well as in conclusion for the particular rugby team. These outcomes can be evaluated across a few key categories: consumer satisfaction, business image, performance capability, and profitability (Mirehie et al., 2022).
1. Enhanced Customer Experience
One of the key findings from the partnership is the significant enhancement in customer experience. Hilton Garden Inn has tailored its offerings to meet the specific needs of rugby fans and visiting teams. A closer look at customer feedback reveals several points of satisfaction:
· Match-Day Packages: In a bid to promote the hotel to Rugby enthusiasts, the hotel came up with match-day packages which involve transfer to and from Castle Park and ticket to the matches as well as pre and post-match hospitality. This initiative enables fans to get a taste of the sport, without any disruptions of how they should get to their next destination (Behnam et al., 2023).
· Exclusive Fan Experiences: These fans, who may spend their vacation at Hilton Garden Inn gain a one-on-one interaction session with the players which is very exciting and unique. Such experiences foster brand affection for the hotel's image and improve customers’ commitment level.
· Group Bookings: As for flexible payments, it should be mentioned that the Hilton Garden Inn offered to include declined payment-continental rugby options for group bookings that are highly appreciated by sports clubs and large groups of fans attending the matches together. The flexibility of arranging group stays based on the needs of fans (for example, a preferential price for a room, or transportation) has positively affected the perception of a customer (Mbulu et al., 2023).
· Fan-Centric Facilities: Rugby has got a hold of the hotel, and the customers find themselves in rugby territory even when not on the pitch. Such touches assist to bring the customer into the local rugby family and participate in the rugby culture (Pandey et al., 2022).
From the perspective of the customer, the study reveals that there is a positive increase in the response of the customers due to the business relationship between the two firms. People love the convenience of the location, exceptional match-day solutions, and individual attention, which is paid to guests in the hotel (Cayla and Auriacombe, 2025).
2. Stronger Brand Positioning and Recognition
The partnership has also proven to be an effective tool for strengthening the Hilton Garden Inn's position in the Doncaster market.
· Increased Brand Visibility: Needless to say, the Hilton Garden Inn has effectively associated the hotel with the rugby community in Doncaster with the partnership with Doncaster Knights. It also enables the hotel to benefit from the pre-existing popularity and fans and sports tourism which has emerged over the years where persons travel to engage in certain sporting events (de Moura Domingos et al., 2022).
· Positive Association with Rugby: For this reason, Hilton Garden Inn receives the positive perceptions that the Doncaster Knights possess which include; reliability, spiritedness and being a community team. The association with one of the successful local sports teams improves Hilton’s brand and couples it with activity and community spirit. This is especially important in acquiring new customers who have an interest in rugby and all sorts of sporting activities (Tarigan et al., 2021).
· Co-Branding Opportunities: This partnership has developed a very healthy synergistic co-branding for Hilton Garden Inn and the Doncaster Knights. Through mutual advertising and sponsorship activities like; advertisement, sponsoring Facebook competitions etc, both entities get themselves marketed among the rugby fans and the rest of society (Aulia et al., 2024).
3. Operational Efficiency and Resource Management
At an operational level, the relationship has enabled Hilton Garden Inn to fine-tune the delivery of service and guarantee that resources are well employed, especially during match days. With an efficiently selected management team in place, the hotel has simplified its operations by providing organized group booking to ensure that key infrastructure such as transport, workforce, and event space is readily available before significant events (Vestergaard et al., 2021).
Also, there is a possibility for wider employee involvement in changing situations because of the partnership. For instance, in case the date of the match is shifted or in a period of teams’ visit, Hilton Garden Inn may agree or adjust staffing, rooms or meals respectively due to its flexibility (Faruque et al., 2024).
· Tailored Staffing Solutions: Hilton Garden Inn has managed to upscale staffing numbers for the purpose of having a sufficient number of workers to serve clients during the busiest period. Employees also need to acquire specific skills because they can help guests with transportation or give them any information connected with the match (Kryvovyazyuk et al., 2023).
· Logistics Management: Well-coordinated relationships between the hotel and the rugby club have been critical to the management of operational issues. The hotel oversees the movement of fans in that it guarantees that the means of transport hired are good and timely. These issues enhance the general positive customer experience hence promoting the standard established at this level (Achmad and Yulianah, 2022).
4. Financial Performance and Business Growth
The partnership has provided several financial benefits for Hilton Garden Inn, particularly through increased occupancy rates and higher average room rates during match days (Zuo et al., 2021).
· Increased Revenue Streams: Match-day packages and rugby fan selective targeting packages are among the new sources of revenue that Hilton Garden Inn has managed to incorporate. Through the use of additional services which include event hosting services and other services to very important persons, the hotel creates value and garners additional revenues from rich clients (Choi and Choi, 2021).
· Boosted Occupancy Rates: This inn enjoys a better turnover rate, especially during some major match or tournament events because of its closeness to the Castle Park area and its link with the Doncaster Knights rugby team. This has indeed made the hotel to be the most preferred destination of the fans and the players further improving the customer’s bookings (Deb et al., 2022).
· Long-Term Loyalty: This channel also assists in financial growth regarding the higher customer loyalty that is fostered by the memorable experiences the partnership creates. Those patrons who perused the hotel in the past and had satisfying experiences help in creating repeat bookings hence improving the hotel’s long run profitability (Pedauga et al., 2022).
[bookmark: _Toc188288752]Reflective Account
When at Hilton Garden Inn, I saw how the employees of the hotel organized themselves and the Rugby Club’s Doncaster Knights so that match-day customers could be accommodated well. During the times of the game activities, the hotel offered a variety of packages that included transport to the game, fan-only activities, and game-themed meals. These services demonstrated our dedication towards the creation of distinctive customer experiences and I understand that this value proposition is critically important in the highly commoditised hospitality industry. My work included helping in managing the guests and other organizational activities like organization of events which I came to realize require efficient communication between the hotel and staff of the Knights (Abutabenjeh et al., 2022).
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[bookmark: _Toc188288754]Impact of the Partnership on Customer Experience
Doncaster Knights and Hilton Garden Inn have achieved significant improvements in the KNIGHTS area and have developed a strategic cooperation model that poses the successful implementation of cooperation in the hospitality industry. As pointed out in the research literature, these partnerships are especially important in the hospitality businesses in order to create a unified and customer-oriented overall experience. In a similar opinion, observed that, beyond enhancing satisfaction, delivering various and distinctive propositions into a customer’s visit, enhances customer commitment. A good example is the link between the Knights and the Hilton Garden Inn and this was well established with a major emphasis on creating great experiences for rugby enthusiasts and other teams (Gonzalez-Garcia et al., 2022).
One of the significant parts of this improved experience, the Hilton Garden Inn stays close to the Doncaster Rugby Stadium. The location of the hotel gives fans easier access to attending rugby matches by saving their time. Fans are also easily on accommodation that is within the pre or post-match scenario; this makes the aspect of convenience part of the intangible benefits fans will derive from the match. This was in compliance that convenience is one of the major causes of customer satisfaction especially when it eliminates the inconvenience of having to attend ultra-events such as; sporting fixtures. Also, thanks to the location of the Hilton Garden Inn, fans can be fully involved in the event, instead of having to travel long distances or make various arrangements.
However, the Bown and Bees selling proposition is a right and exclusive package where the customer can get match-day tickets, a VIP area and even get to meet a player of the club. Biking services have been more specifically applauded by rugby enthusiasts in that they opined that the extra incentives given came in handy to give value-addition and depth to the experience they had with the sport and those who played the game. This view is in concord they noted that super ordinary sports tourism concentrates on the perception of offering a total tourism experience that is beyond the mere observation of a game or match (Daniels et al., 2021).
Assist value-added services, fans have pinned the need to be able to get access to hotel facilities that would suit the match day requirements of transport to the stadium, viewing areas and a service team with the capacity to respond to the special needs of fans. Such services are evidence that the Hilton Garden Inn embraces the general hospitality industry activity of personalizing experiences to the requirements of customers. It is not just the Hilton Garden Inn which mutually benefits from the incorporation of fan services in the affiliation but the fans themselves and the club which can boast of enhanced traffic of repeat customers who are now identifying the hotel as part of the match-day experience. Thus, the study supports the findings that claim that delivering customized experiences is associated with customer loyalty in the hospitality business (Wang et al., 2022).
In addition, flexible accommodation services from Hilton Garden Inn such as group booking services for the fan clubs and groups of people make it much easier for the sports tourist. Cooperation with accommodation providers in relation to group stays with preferential rates, transportation, and group dining guarantees that large groups of rugby fans can easily make accommodation arrangements with their needs being fully addressed on an individual basis with regard to special package deals. Implementing large groups demand additional influential factors in the hotel operations and yet as a result large group prospects are more fervent if the expectations of the implemented large group are understood and fulfilled.
Walmart.com offers several advantages to its customers, however, the interaction of such customers with the in-store product range also has its weaknesses. Some guests have complained of pressure on hotel facilities, especially during match real-time where rooms are few and there is a lot of demand for certain services for instance transportation. Solving these issues will be important for the hotel which aims to develop partnerships with sports tourists and rugby fans. The main highlight from this part of the analysis is that although there is a truly synergistic relationship between Doncaster Knights and Hilton Garden Inn when it comes to improving the quality of the customer experience, it is clear that resource management will be critical in ensuring that as demand rises the quality of the service delivery also rises.
[bookmark: _Toc188288755]Business and Operational Benefits
As a result, the partnership between Hilton Garden Inn and Doncaster Knights expresses legitimate business benefits for both organizations; however, it has also produced efficiency issues that have to be effectively managed. The above financial effects of the partnership are apparent; the hotel has experienced an enhanced occupancy level and; higher average daily rates, most so over the match weekend periods. The literature, strategic partnerships can provide potential benefits of revenue streams from new customer segments and niche markets. By sponsoring Doncaster Knights the sports tourists who are usually in a different bracket from the usual tourists, especially during events, are likely to spend a lot on travel and accommodation due to their interests in watching the sports have been reached and enlisted with Hilton Garden Inn (Menidjel et al., 2021).
Also, this has also created a boost of Hilton Garden Inn awareness among the locals as well as those who follow sports. This paper discusses how the Hilton brand through the Doncaster Knights rugby affiliation has managed to develop a sports tourism business branding strategy that will befit the image and attract rugby-related tourists who desire quality comfort, and convenience. This broader exposure to the guests and the public has led to increased business clientele for the accommodation, and a better market positioning for the Hilton Garden Inn, which hitherto is not heavily identified with the sports tourism market.
The subsequent increase in financial profits related to this collaboration can also be attributed to the new premium match-day packages that give admittance to pre-match hospitality, VIP seating and other services. The provision of more firm-specific, value-added services has been crucial here because sports tourists are more willing to pay for exclusive memorable services to help them develop a greater engagement with the sport in question. This strategy of offering enhanced experiences has been in line with the current higher Raos of experiential travel as one of the driving forces is the customer demand trends in the hospitality industry.
But while Hilton Garden Inn has sought to maintain these advantages, new operational issues have appeared as it seeks to continue to provide these services, especially during high-demand match weekends. Schedule congestion arises in areas such as room bookings and accommodation, hiring new workers, and high demand for transport services among others in a hotel. Pointed out the problems of physical operations when increasing service volume, and so Hilton Garden Inn must handle these sides to meet customer needs.
Operational issues may be managed by planning and forecasting customer demand using the rugby schedule as a guide. Another area is to establish a prognosis as the work with Doncaster Knights progresses and some suggestions can be made on how to optimize the distribution of the hotel’s resources and employees before the games to enhance its productivity during match days. Moreover, by developing effective cooperation with the rugby team and their fans, Hilton Garden Inn can predict the possible service requests and guarantee customers the necessary services such as transport or venues for events.
In addition, Hilton Garden Inn may consider spreading the business beyond match-day to make the hotel popular all year round. Additionally, there are strategic business, weddings, conferences and leisure events that aim to provide counter-seasonal events that can balance occupancy rates in sporting tourists-only holidays. Implication that Sports Tourism can be planned and conducted within umbrella strategies that incorporate other types of events hence making the business reliable and sustainable.
[bookmark: _Toc188288756]Contribution to Sports Tourism in Doncaster
As this paper has illustrated, the relationship between Doncaster Knights and Hilton Garden Inn has impacted positively sports tourism in the region. Sports tourism has therefore for a long time been established as a key driver of economic development within the local hosts, especially in countries that have taken sports as a culture. By so doing, Hilton Garden Inn has saturated the market for quality accommodation that caters for rugby fans hence becoming a key player in the sports tourism business in Doncaster. The success of this partnership speaks volumes to the need for the hospitality industry to adapt and meet the needs of sports fans who expect unique, and tailored travel experiences.
Besides, the partnership can effectively cut across rugby fans and lead to repeat new business visits and hence long-term loyalty to the destination. In this way, Hilton Garden Inn has established a basis for creating a strong army of true brand followers in the sphere of rugby. Such guests, who have quite a pleasant experience in the hotel, are likely to come back again and again for the subsequent matches or other events, a constant supply of business for the hotel. This reoccurring business is the foundation for a sustainable partnership and solid growth in the prolonged sense of the word.
A clear benefit of the location identified in the business plan is the opportunity to tap into the market beyond rugby-attending fans at the Hilton Garden Inn. This implies that by now positioning the hotel as an accommodation provider for other one-off events like concerts, festivals and conferences, reduces string seasonality which is common in the hospitality industry. Pointed out that, in addition to identifying a single event, more effective sports tourism strategies can effectively offer clusters of experiences which can be better promoted as a destination for multiple events. Hilton Garden Inn could utilize affiliation with the Doncaster Knights to position the hotel as the preferred choice in lodging and sports and event tourism hence decentralizing Doncaster’s visitors’ source.
Besides, event-related investments such as community-focused occasions as well as local tourism promotion can contribute greatly towards the general improvement of the image and recognition of Doncaster as a sports tourism attraction hub. This partnership shows the potential of how local sports organizations and hospitality operators may work together and how this sector can be boosted to create a sustainable tourism product thus supporting the local economy as well as the participating organizations (Bhat, 2022).
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In conclusion, therefore, the sponsorship involvement between Doncaster Knights and Hilton Garden Inn has been a successful factor in improving the experience of the buyers, the improvement on the images of the firms, and nonetheless the development of Doncaster Knights has positively impacted the sports tourism business. Some of the implementation concerns that organizations experience when it comes to the delivery of services during times of high demand have not been found to be totally unmanageable since the issues are easier solved through proper planning and resource management. The partnership also shows how particular collaborative actions may be used as a tool for creating sustainable value added from different perspectives: including new revenue streams and efforts, increasing operational effectiveness, and the creation of extrinsic value for both the hospitality industry and local communities. In this way, Hilton Garden Inn as well as Doncaster Knights are able to understand how the needs of the sports tourist continue to change so as to still make sure that both companies benefit from their partnership in the long run (Jiang, 2021).		Top of FormBottom of Form	
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The relationship between Doncaster Knights and Hilton Garden Inn has over time improved the match-day experience for the fans and teams which has further boosted sports tourism in the entire city of Doncaster. This paper establishes that the fusion of Hilton’s luxurious service delivery and Knights’ home supportersFrozen: The Knight’s loyal market, rugby fans, and the variety of services that Hilton offers make the marriage centrally appealing to the market of sports tourists. This collaboration fosters other trends in the hospitality industry that involve business partners to increase the level of customer satisfaction and explore new opportunities for development.
The studies show that the partnership has had a positive impact on subjects including the customers and business revenue; however, the research also reveals areas such as efficient handling of congestion in the system during certain periods and so on. However, it has been a useful and fruitful cooperation as far as providing the important experience of using the opportunities of sports tourism for the development of economic opportunities and the local and touristic services sphere.
[bookmark: _Toc188288760]Practical Strategies and Recommendations 
In order to extend and enhance the cooperation between Hilton Garden Inn and Doncaster Knights several valuable recommendations and operational tactics can be provided. These strategies are intended to act as measures that will help improve the running of the hotel to satisfy customers and help develop sports tourism in Doncaster.
1. Resource Management and Operational Efficiency
Another profound risk according to this type of partnership is capacity pressures on Hilton Garden Inn, especially during match-day weekends. To address this problem, it is suggested that the hotel balance on the effective resource management strategy shall be enhanced. This could include creating a dynamic booking system that was logistic in nature which means that they would be able to predict on average the occupancy rates of all the rooms in the hotel through history, fixture list of rugby matches and seasons. When designed, it would help the hotel decide on resource allocation especially in staffing and usable space beforehand, thereby scaling up services when the rush comes without inconveniences arising from unpreparedness.
Furthermore, Hilton Garden Inn should employ the use of temporary staff or contract workers during every day busy and peak seasons. Educating these workers on the service standards of the hotel will guarantee its clientele healthier levels of satisfaction regardless of the influx of clients. Thus, this concurs with the assertion that resource management should be flexible, particularly in the context of fluctuating demand in strategic partnerships (Ferrer-Roca et al., 2022).
2. Enhanced Marketing and Customer Engagement
In order to fully capitalize on this kind of partnership, Hilton Garden Inn could possibly tap into the greater interest of ‘sports tourism’. There is a need to employ the tools of advertising and market publicity to target and sell the hotel to rugby enthusiasts, especially those travelling to Doncaster. The campaign could be the deepening of the benefits of the partnership to rugby lovers, including hospitality packages to the matches, autograph sessions with players, and any other packages too, most especially for rugby fans. Hilton Garden Inn can increase the product’s awareness among clients by continuing to use such universal and online media as social networks, e-mail newsletters, and event sponsorship.
In the same regard, it can also be seen that programs that will enhance customer interactions for sports tourism can be worked to be improved through the liaison of solid loyalty based on reforms for consumer benefits. Rugby lovers who happen to be in Doncaster sometimes for match purposes can be made to come back to Hilton Garden Inn using discounts or offers on their next booking. Their study established that through structured rewards programmes, there is a high probability of creating longer associations with the customers and a constant stream of cash inflows (Izogo et al., 2022).
3. Diversifying Service Offerings
With the developing cooperation, however, Hilton Garden Inn has to think diversely and provide services beyond rugby events. If the hotel wants to diversify the target clientele this is a good opportunity to organize other types of events connected with different types of sports, conferences and festivals which are held in the region during the different seasons. This would assist in minimising the seasonality factor as a problem of sports tourism (Ghaforiyan et al., 2024).
It is very important to supplement Hilton Garden Inn’s services in lack of other activities concerning wellness and leisure, including additional offers such as massage, yoga lessons, or historical tours around the area, which would draw non-sports tourists to the hotel throughout the year and for business travels as well. Such diversification is in line, with those who advise on the development of a more complex sports tourism marketing mix that would balance the categories of events and tourism activities to ensure the stability of demand.
4. Strengthening the Relationship with Doncaster Knights
In order to reach maximum engagement, Hilton Garden Inn should collaborate with Doncaster Knights to establish collaborations that aren’t solely strictly linked to match days but can be linked across the entire year. For instance, marketing individual pre-match packages associated with rugby accessories or closed circuit tours of the specific stadium would ensure the community links the hotel with the particular sports team.
Furthermore, there should be an improvement in the visibility of the Doncaster Knights logo within the hotel which includes personalizing it on furniture, clothing and other items to be used in the hotel. This could mean the provision of a special rugby-related sitting area or the setting up of an area that practices historical narratives of the team and or achievements. The promotion with the Canadian rugby team allows Hilton Garden Inn to appeal to fans who want to experience rugby throughout their trip to the facility.
5. Collaborative Efforts to Promote Doncaster as a Sports Tourism Hub
On a final note, Hilton Garden Inn and Doncaster Knights need to engage with the promotion agencies and authorities of the Doncaster area and mark the city as an important hub for sports tourism. Possible collaborations may be to market Doncaster as the host city for other sporting activities other than rugby for instance football, athletic or even international games.
Promising co-products for Doncaster could include more successful organization of community-based events to promote the sport and the destination could help create a stronger sense of place, therefore making Doncaster a more attractive tourist destination. Also, there seems to be a potential to develop ‘staycation’ promotions for the Hilton Garden Inn which will enable the residents to discover the hospitality and another speciality of the place while engaging in a sporting activity in the vicinity.
Showing and proving their support to the local businesses and the local government, both Hilton Garden Inn and the Doncaster Knights can contribute an authentically unique and significant role to popularising Doncaster as the all-encompassing sports tourism product for the year-round demand. Such cooperation… would indeed in addition to enhancing the welfare of the hotel and the rugby team also develop the economy of the region and enhance tourism.
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1. Organizational Representatives (Doncaster Knights and Hilton Garden Inn)
Question 1: But what goals did you specifically want to achieve by the partnership between Doncaster Knights and Hilton Garden Inn?
· Representative 1 (Doncaster Knights):
"Our main aim was to enhance the fan experience and do it well, so it would offer top notch accommodation and hospitality." We also wanted a premium offering our brand to offer something premium, to attract more visitors to our matches.
· Representative 2 (Hilton Garden Inn):
We were looking for a way to get involved in the sports tourism market, in order to gain more visibility with rugby fans. It fits nicely with our vision of sought after specialist services for events in Doncaster.'
· Representative 3 (Doncaster Knights):
"It was a way of bringing in additional revenue through exclusive packages, and also of increasing the relationships we have with sponsors and fans by providing them with premium experiences."
· Representative 4 (Hilton Garden Inn):
We wanted Hilton Garden Inn to become the place to stay among rugby fans visiting Doncaster and to demonstrate our hospitality know how."
· Representative 5 (Doncaster Knights):
"We are proud that this collaboration will enable visiting teams and fans to have a seamless match day experience, while promoting the local community and economy."

Question 2: How do you evaluate effectiveness of the partnership in improving the match day fan experience?
· Representative 1 (Hilton Garden Inn):
It's been overwhelmingly positive feedback. And the fans like it because we have been able to host some themed events that they like."
· Representative 2 (Doncaster Knights):
'So far it's been effective in making a memorable experience for fans.' The hospitality offerings help make for a better overall match day experience."
· Representative 3 (Hilton Garden Inn):
"Match days have seen higher bookings and I think the partnership definitely resonated well with rugby fans."
· Representative 4 (Doncaster Knights):
"The community feel it has worked well at fostering, but while we still have more to do to streamline coordination of bigger events."
· Representative 5 (Hilton Garden Inn):
"Collaboration has worked well, but we’re always refining the offering so that it continues to be relevant and viable."

Question 3: What challenges have you encountered in managing the logistics of the partnership, and how have you solved that so far?
· Representative 1 (Doncaster Knights):
However, as everybody’s knowledge and experience have built, regular meetings have helped us to orchestrate schedules and keep communication between teams flowing.
· Representative 2 (Hilton Garden Inn):
It was an issue with staffing during peak times, like match days, they said. To manage the surge, we’ve brought in flexible staffing options."
· Representative 3 (Doncaster Knights):
The first was organising events and managing transport logistics." To alleviate the burden we have partnered with local transport providers."
· Representative 4 (Hilton Garden Inn):
"High season was a challenge – overbooking over weekends." And we've improved how we deal with capacity."
· Representative 5 (Doncaster Knights):
"Extra training for our staff was necessary to deliver consistent quality during the busiest periods but has since improved outcomes."

2. Fans/Guests
Question 1: The stay was overall how do you find experiencing Hilton Garden Inn on a match day? What did stand out to you?
· Fan 1:
"The stay was excellent. The hotel was fantastic, great themed decor and was right next to the stadium. "It really felt like a part of match day."
· Fan 2:
The staff were so welcoming and seemed genuinely interested in rugby that I loved! "We were even more special."
· Fan 3:
It was nice being so near Castle Park." Unfortunately, cheque in was a little delayed accordingly."
· Fan 4:
Pre match event at the hotel was amazing." It brought fans in and gave a good vibe before the game."
· Fan 5:
Overall it was very enjoyable. I especially loved being so close to the options for modes of transportation readily available nearby."

Question 2: With regards to the relationship between Doncaster Knights and Hilton Garden Inn, did you stay at the hotel because of the partnership or in any other way?
· Fan 1:
"I do agree that the partnership played a part in my decision." The match day package was too good to pass up."
· Fan 2:
But for the partnership, I wouldn’t have considered staying here. "It was a no brainer because they had exclusive deals."
· Fan 3:
"It did. When I knew the hotel was working with the team I had confidence in the experience."
· Fan 4:
"Obviously, the extra benefits such as priority access to events were a major factor for me."
· Fan 5:
"Absolutely. 'I found it was an extension of the rugby experience and that made it all the more enjoyable.'

Question 3: What would you like to see Hilton Garden Inn provide to rugby fans on match days to make their experience even better?
· Fan 1:
"A shuttle from the stadium to the stadium would be a good add."
· Fan 2:
"The more themed events would be such — meet and greets with players would be amazing."
· Fan 3:
"It would be awesome to have our own dedicated lounge with analysis on big screens before every match arrives."
· Fan 4:
"A nice touch would be special discounts for repeat stays or loyalty programmes for rugby fans would be nice."
· Fan 5:
"I'd really love it if there was a rugby themed dining menu with some sort of debris inspired by the teams playing."

