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1. INTRODUCTION 

1.2 Hospitality Industry
Disruptions to the hospitality industry have been accelerated on a global scale especially since the COVID-19 pandemic, which saw a shift in travel behaviour, safety standards and consumer demands (Bardukova, 2023).  The travel and tourism segment which includes hotels. other accommodations, travel agencies and tour operators represents 9.1% of global GDP at just over $9.9 trillion in 2023, which has been acknowledged as ‘the year of tourism recovery,’ (Lastra, 2024; WTTC, 2024) and is expected to exceed $11 trillion in 2024 (WTTC, 2024).  The sector is well situated to continue to drive recovery of the global economy through strategies targeted at building traveller confidence; growth and development focussed on innovative service offers and meeting the needs of the post pandemic consumer (Aksoy et al. 2022). 
Success in the provision of improved or innovative hospitality services will be dependent on the marketing strategies adopted; operational marketing processes; and understanding the emerging trends in marketing management and consumer demands (Bondarenko; Efremenko and Larionov, 2019). These factors are essential due to the unique nature of marketing within the hospitality sector, dealing with both products, such as pillows or food; and ‘experiences’ for the consumer (Chaudhary and Handa, 2016). 
This report will examine how the hospitality industry is adapting to emerging trends in marketing management, in the first instance by discussing a mini marketing campaign created for a fictional global hotel brand ‘Elysian Suites & Resorts’; also considering the potential outcomes and impacts of the campaign. 
Emerging trends and their impacts will be explored further, considering marketing strategies adopted by hotels, and using Hilton Worldwide Group as a case study for comparison; focussed specifically on the trends of personalisation, sustainability and digital transformation which could be considered as the cornerstones of redefining guest experiences and operational strategies (Lastra, 2024). 
[bookmark: _Hlk170931053]1.2 Rationale for the Marketing Experiment 
For the purpose of exploring the changing landscape in marketing within the hospitality sector, I will first outline the critical steps for a mini marketing campaign focussed on virtual tourism, for a fictional luxury global hotel brand called ‘Elysian Suites & Resorts’. Research into guest experiences in luxury hotels have highlighted how ‘hedonism, ambiance, escapism and convenience’ can influence guest experiences (Shahid and Paul, 2022). An emerging trend which enables hotels to deliver on these guest expectations is virtual reality (VR) experiences. According to Jung and Tom Dieck (2018) in their book titled ‘"Augmented Reality and Virtual Reality" VR is providing ‘transformative and immersive ways for guests to engage with their surroundings’. Furthermore, VR technology and the ‘virtual world’ provides an opportunity for hospitality marketing to target and communicate with both potential consumers and tech savvy users (Huang, Backman, Backman & Chang, 2015). 
1.3 Summary of the Marketing Experiment: 
A Mini Marketing Campaign for Elysian Suites & Resorts
Proposed name for the marketing campaign is "Travel Beyond Limits", as this focuses on the accessibility benefits of virtual tourism removing barriers like geographical boundaries, cost, physical disabilities and travel restrictions (Moates, 2023). 
Objectives for the campaign:
· Increasing brand awareness of the virtual tourism offer.
· Boosting online engagement and reaching a global audience.
· Enhancing guest loyalty by offering unique virtual experiences.
VR experiences are a cutting-edge trend, with luxury brands adopting this technology to engage consumers by providing opportunities to explore new destinations and venues before booking (Calisto, M., Sarkar, S., 2023). Focusing on the objectives will also highlight the brands commitment to emerging technology and guest satisfaction.
SMART Goals:
· Achieving a 30% increase in social media engagement within six months.
· Increasing website traffic by 25% over three months through virtual tour promotions.
· Generating 5,000 virtual tour bookings in the first six months.
Setting out the goals in such a way clarifies the objectives and provides a clear path to achieving them. Furthermore, it provides a clear focus for the marketing campaign. 
Target Audience & Target Segments: 
· Tech-savvy travellers interested in new experiences.
· Families and individuals unable to travel due to restrictions.
· Remote workers / digital nomads looking for virtual experiences.
· Travel enthusiasts wanting to explore new destinations prior to booking.
The target audience would ideally be consumers who are interested in immersive and interactive experiences; who value high-quality, engaging, and accessible content; or seek out innovative or unique travel opportunities.
Key Messages to be Delivered: 
The core message for the campaign is: "Explore the world from the comfort of your home with our immersive virtual tours."
Given the global position and status of the brand, the supporting messages could include: 
· "Experience our luxurious destinations virtually before you visit."
· "Discover hidden gems and exclusive content only available through our virtual tours."
· "Travel without boundaries and plan your next adventure with us."
Another opportunity would be messaging around the benefits of virtual travel linked in with the brands environmental and sustainability credentials, demonstrating the value of this offer for both the brand and eco conscious consumers. 
Design of the Campaign Strategy: 
The campaign strategy is critical for establishing brand perception and attracting consumers in a competitive global market. The use of social media, key partnerships, and digital strategies is essential for building brand awareness and promoting the virtual tourism offer (Priskila, 2023). The campaign strategy channels, and content themes could include:
	Channels

	Content Themes

	Social media (YouTube, Instagram, Facebook, TikTok).
	Virtual tour previews and highlights of various hotel locations

	Content marketing (blogs, vlogs, virtual tour previews).
	Behind-the-scenes content showcasing the creation of virtual tours

	Email newsletters.

	Guest testimonials and reviews of virtual experiences

	Influencer partnerships.

	Interactive Q&A sessions and live virtual tour events

	Dedicated landing pages on the website

	



Digital Marketing Tactics: 
Digital marketing approach could be multi-faceted including tactics such as: 
· Search engine optimisation (SEO) and search engine marketing (SEM), optimising website content for keywords such as "virtual tourism," "virtual hotel tours," and "online travel experiences."
· Running targeted Google Ads campaigns promoting virtual tours.
Social media and email campaign activity could include: 
· Sharing short clips and teasers of virtual tours on platforms like YouTube, Instagram, and TikTok.
· Using hashtags such as #TravelBeyondLimits, #VirtualTourism, #ExploreVirtually.
· Hosting ‘Instagram Live’ sessions and ‘Facebook Watch’ parties featuring live virtual tours and Q&A with hotel staff.
· Sending weekly newsletters highlighting new virtual tour offerings, upcoming live events, and exclusive content.
· Including special offers for future stays and incentives for booking virtual tours.
Leveraging Partnerships and Collaborations:
Considering the subject of the marketing campaign, embracing tech partners could add an additional layer of gravitas to the service offer. For example, collaborating with technology companies specialising in VR and Augmented Reality (AR) could enhance the quality and interactivity of virtual tours. Featuring these partnerships in marketing materials could also emphasise the innovation and quality of the virtual experiences.
Influencer marketing is also recommended as social media is considered an essential tool for influencing decisions and transforming customer interactions (Lastra, 2024), particularly through partnerships with travel influencers, vloggers, and tech enthusiasts to promote the virtual tours on offer. The strategy could include providing influencers with exclusive access to virtual tours in exchange for reviews and social media content to increase visibility. 
Engaging and Educating the Audience: 
VR and AR have changed the technological landscape of the 21st Century, also being one of the fastest growing industries anticipated to reach $692 billion by 2025 (Nayyar et al., 2018). The scope of opportunities for VR within the realm of hospitality and tourism are still being explored, but engagement and education on virtual tourism could be offered in a number of ways, including:  
· Interactive Content: offering webinars and workshops on how to get the most out of virtual tours; or providing virtual tour guides and interactive maps to enhance the experience.
· Gamification: introducing gamified elements such as virtual scavenger hunts and quizzes and competitions within the tours to engage participants and build excitement.
Monitor and Measure Performance:
An essential element of any marketing strategy, particularly using digital marketing tools, is leveraging customer feedback to build online presence and reputation (Les Roches, n.d.). Understanding the key metrics, monitoring, and communicating results and responding to reviews are all critical steps for fostering a continuous improvement cycle. 
Proposed key metrics for this marketing campaign are: 
· Virtual tour bookings and participation rates.
· Website traffic and conversion rates.
· Social media engagement and follower growth.
· Customer feedback and satisfaction scores.
Regular review of the campaign performance and making data-driven adjustments should improve engagement and conversion rates.
Feedback and Continuous Improvement:
In terms of communicating results, by adopting an approach of regularly updating the audience, this demonstrates the value placed on customer feedback and commitment to enhancing guest experiences (Les Roches, n.d.). 
Customer feedback could take a number of forms such as sharing success stories and milestones through blog posts, social media updates, and newsletters; highlighting popular virtual tours and guest experiences; or even providing insights into how virtual tourism is evolving and the benefits it brings to the travel experience.
Encouraging customers and participants to provide feedback on their virtual tour experiences and making suggestions for improvement, provides further opportunity to regularly review and incorporate feedback into future virtual tour offerings.
Finally, keeping up to date on new virtual reality technologies and trends is essential for delivering exceptional services and maintaining competitive advantage (Verma & Waghela, 2022). Continuously seeking ways to enhance the interactivity and immersion of virtual tours, such as ‘virtual tourism in the 3D metaverse’ will enable the brand to offer unique, personalised and transformative experiences. Additionally, this technology will provide opportunities for the brand to leverage its position on sustainability, promoting virtual tourism as an alternative to traditional travel and a tool for reducing global carbon emissions (Moates, 2023).  
By following this draft marketing campaign, the Elysian Suites & Resorts can effectively promote and market its virtual tourism offerings. This approach ensures a well-rounded strategy that addresses product development, pricing, distribution, and promotional efforts, creating a comprehensive and engaging virtual travel experience for potential guests. This campaign should also drive engagement with a wide audience and interest in the brand, but also recognises the value in other emerging trends and helps build a strong brand presence, providing a valuable new revenue stream and enhancing the overall guest experience.

2 EMERGING TRENDS IN MARKETING MANAGEMENT 
2.1 Hilton Worldwide 
Hilton Worldwide Holdings Inc. is one of the leading global hospitality companies with a portfolio of 23 brands across 126 countries; operating a chain of luxury and full-service hotels and resorts, extended-stay suites and focused-service hotels. For the past century, the Hilton brand has been innovative within the hospitality and tourism sector, defining its position as one of the leading hospitality brands globally. In addition, Hilton’s innovative approach to marketing, including targeting specific market segments; utilisation of digital marketing strategies, employment of sustainability initiatives and exceptional customer service; has set a quality benchmark for the industry (Mireille, 2023). 
Hilton recognises effective marketing strategies are vital within the competitive hospitality sector, requiring them to differentiate themselves from their competitors by shaping brand perception, influencing consumer decisions and growing customer loyalty. 
As the sector is largely characterised by a ‘dynamic and ever evolving landscape’ (Mireille, 2023), Hilton also has to continuously adapt its marketing strategies and innovative approach to service delivery in order to maintain its reputation and keep ahead of the curve in meeting the demands of emerging trends. 
In terms of the trends being considered in this report, Hilton continuously scans its customer demographics, preferences, and behaviours, leveraging data and customer insights to shape personalised services and experiences, technological offer and sustainability initiatives. The user-friendly website also acts as a showcase for the brand, providing customers with an easy-to-use online experience. 
Specific strategies currently adopted by Hilton, to manage marketing trends will be considered through the following section. However, it should be acknowledged that the brand must continually maintain its focus on emerging trends and evolving consumer preferences which shape the industry.    
2.2 Personalisation  
During COVID-19 there was a shift in consumers digital behaviour, with many switching brands, products or purchasing methods. According to ‘Next in Personalisation 2021 Report’, seventy one percent of consumers expect, or even demand personalisation (Arora et al., 2021). The hospitality sector has increasingly engaged various technologies to personalise services and experiences for their customers (Oskam et al., 2019), and the companies that do this well generate an estimated 40 percent more revenue (Arora et al., 2021), with customer satisfaction arising from this approach being one of the most ‘pivotal determinants of business success’ (Bohme, 2023, p.24).
The Hilton Honors app exemplifies best practise by utilising mobile technologies and in-room technology such as ‘Connected Room Experience’ (Hilton Stories, 2024) and has provided customers with access to a ‘highly personalised, digital and frictionless travel experience’ (Chris Silcock, Chief Commercial Officer, Hilton Trends Report, 2024). Hilton’s approach to personalisation forges a sense of value, understanding and connection with their customers, ensuring they remain loyal to the brand. 
Marketing strategies can include simply shifting from mass marketing techniques to implementing strategies tailored to consumers demands, delivered at the right time and focussed on the right experiences (Arora et al., 2021). The traditional approach to communication with consumers using broadcast and print has been replaced by social media and digital channels including blogs, vlogs, and mobile apps (Weinstein, 2020). In addition, the use of digital platforms such as Tik Tok, Instagram and Google ads; also featured in the marketing campaign ‘Travel Beyond Limits’; are essential strategies for direct to customer engagement and interaction to foster customer knowledge and intimacy (Arora et al. 2021).
Aligning the virtual tourism offer with a marketing strategy focussed on personalisation should not only maximise customer satisfaction and engagement, but also presents an opportunity for democratising travel experiences for consumers with health or mobility restrictions. Virtual experiences on offer should seek to provide access to new and exciting locations, but also personalised and unique experiences.   
The satisfaction derived from personalisation also significantly increases opportunities for driving repeat customer satisfaction, engagement, value and loyalty (Liao et al. 2017). Using digital tools including AI, machine learning and Big Data, to analyse customer interactions and feedback, provides a bedrock of intelligence for companies to continually re-design and enhance their service offer, maintaining customer and brand loyalty. Recognising customer loyalty though reward programs such as the world renowned ‘Hilton Honors’ scheme (Byers & Lupini 2024), provides further opportunity for brands to demonstrate their customer centric approach, offering personalised rewards and incentives based on customer preferences and past behaviours.  
Recommendations: Applying personalisation to the ‘Travel Beyond Limits’ campaign, or similar campaigns in the future, could be acheived by offering: 
1. Customised Virtual Tours: Using guest data to offer personalised virtual tours that cater to individual interests, such as cultural heritage, luxury amenities, or family-friendly activities.
2. Tailored Recommendations & Follow-Ups: Implementing AI-driven recommendations during virtual tours, suggesting future stays, experiences, and packages based on the user’s preferences and interactions. Post experience, this could include sending personalised and exclusive offers to encourage future bookings.
2.3 Sustainability
Following the 2015 Paris accord, there has been a global drive towards net-zero carbon emissions by 2050, with the hospitality and tourism sector committing to a significant reduction in CO2 emissions by 2030. These challenging targets will require transformative change across the industry, however, companies achieving the right balance of innovation and sustainable activity within their marketing strategies should see benefits in terms of growth and demand for their services.  
‘Sustainable Travel Research Report’ from Booking.com (2024), has cited how 45 percent of people view sustainable travel as an important consideration when travelling, with a staggering 75 percent of global travellers stating they would select sustainable travel options in the future. Sustainability initiatives and certifications such as ‘Green Key’ (Green Key Global, 2021), within the hospitality sector help build credibility for the brands and highlight their commitment to environmental responsibility, community responsibility and green and eco-friendly practices (Bardukova, 2023). 
The Hilton ‘Light Stay’ award winning, corporate social responsibility (CSR) management platform demonstrates the brands commitment to sustainability, with a focus on reducing the environmental impact of their hotels. In addition, their ‘Meet with Purpose’ programme is designed to help create meaningful change for both customers and communities by cultivating positive engagement activities in their destinations worldwide (Hilton, 2021). 
Blending sustainability with energy efficient and ecological initiatives; and emerging technology in their CSR marketing channels, operational practices and service offer, hotel brands are able to demonstrate their commitment to sustainable tourism, and appeal to environmentally conscious global travellers. Promoting these initiatives as part of a green marketing campaign should highlight them as a core element of the brands identity, attracting a loyal and dedicated customer base.  Furthermore, in an increasingly eco-aware market, sustainability initiatives can differentiate the brand and provide a competitive edge. 
Recommendations: Strengthening sustainability messaging within the ‘Travel Beyond Limits’ or future campaigns could be achieved by: 
1. Highlighting Sustainable Practices: Showcasing the hotel’s eco-friendly initiatives, such as renewable energy usage, waste reduction programmes, and sustainable food sourcing during virtual tours and experiences.
2. Virtual Sustainability Workshops: Offering virtual workshops on sustainability topics, like eco-friendly travel tips or a behind-the-scenes look at the hotel’s green operations, enhancing engagement and educating guests.
2.3 Digital Transformation 
In addition to the benefits of VR highlighted earlier in this paper, technological innovations and the integration of advanced technologies, such as VR, AR, and AI, is transforming the hospitality industry, enhancing guest experiences and operational efficiency, and could be considered the key to standing out in the sector, and appealing to tech-savvy consumers.  Advancements such as contactless check in/out systems and digital keys using mobile apps have been of particular significance in the wake of the pandemic. In addition, VR experiences have emerged as cutting edge with luxury resorts employing the technology to deliver immersive and personalised experiences (Calisto & Sarkar, 2023). This trend of integrating VR and technology seamlessly into guest interactions and pre-stay engagement is redefining standards across the sector (Bardukova, 2023). 
Once again, Hilton raises the standards in terms of its approach and creativity to managing this ongoing trend. Having recently launched their ‘Digital Transformation Strategy Analysis 2024’ in July 2024, this report provides an insight into its digital transformation strategies, innovation programmes and technology initiatives. The report also introduces Hilton’s new technology driven platform ‘Hilton for Business’; its cloud based ‘Property Engagement Platform’ in collaboration with HotelKey; and its AI powered software use to enhance guest experiences (Global Newswire, 2024). 
In terms of the potential impact technological innovation has on marketing strategy; digital tools enable more engaging and interactive experiences, helping to attract and retain guests and fostering brand loyalty. Leveraging multiple digital platforms also helps to create a cohesive and integrated marketing strategy. This could include social media, email, mobile apps, and the hotel’s website, which, when blended with marketing automation tools could help with streamlining and optimising campaigns and enabling brands to reach a global audience more efficiently and effectively.  
Recommendations: Applying digital technology into the marketing strategy for the ‘Travel Beyond Limits’ campaign, or future campaigns could include: 
1. AI-Driven Interactions: Using AI to enhance virtual tour experiences with real-time, personalised interactions and virtual concierges that answer questions and provide recommendations.
2. Seamless Multi-Platform Access: Ensuring the virtual tour experience is accessible across various devices and platforms, including smartphones, tablets, and VR headsets, to maximize reach and convenience.
3. CONCLUSION
[bookmark: _Hlk170595635]By integrating emerging trends in personalization, sustainability, and digital transformation into the "Travel Beyond Limits" or future marketing campaigns, hotel brands can enhance their virtual tourism offerings and create a more engaging, relevant, and impactful marketing strategy. By integrating these trends into wider marketing strategies, hospitality brands could significantly enhance their market presence and brand strength. Personalisation fosters loyalty and satisfaction; sustainability aligns the brand with modern values; and digital transformation enables greater engagement and innovation. Together, these create a competitive, appealing, and resilient brand in the dynamic hospitality industry.
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