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Executive summary 

The purpose of this report is to critically examine the emerging trends in marketing within the hospitality sector. I have chosen to study Wimbledon which is a charity of The All-England Lawn Tennis Club and Croquet club commonly known as the ‘AELTC’ (Wimbledon, no date). The report will cover several elements including, the emerging trends in the industry, brand recognition and successes and failures experience by Wimbledon in the context of marketing. Following this analysis, I will propose recommendations for moving forward, suggesting ways for Wimbledon to strengthen or reimagine their Marketing strategies in response to new trends or opportunities identified in the report. 
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Introduction
For this assignment, I decided to focus on Wimbledon in the context of their hospitality offering and events. I undertook an interview with Gemma Grey - Group Financial Controller from the AELTC. Whilst I acknowledge Gemma doesn’t directly work within the marketing team, due to her position in the organisation she is well versed in the unique challenges within the industry.
I decided to focus on Wimbledon as their unique brand and hospitality events particularly resonated with me. For the last few years, I have had the privilege of attending some of their tennis events and since starting this marketing module, it has made me think deeper about their unique marketing techniques and particularly how the famous strawberries and cream is still a massive part of their brand (Masterman, 2021).

Company overview
The Wimbledon Foundation is a registered charity of the AELTC and was established in 2013 (Wimbledon, no date b). Wimbledon is the oldest tennis tournament in the world, the first event took place in 1877 (Johnson, no date). The event has attracted tourists from all over the world and has been well known for attracting celebrities, famous sports personalities, and the royal family. 
The hospitality offering goes beyond the tennis events, they offer hospitality packages compromising of exclusive suites, fine dining options and luxury courtside hospitality. The hospitality offering focuses on being a luxurious experience providing a personalised experience for corporate guest and VIP’s. Luxury is a big part of their brand, and this is even apparent in their brand colours of purple and green. The recognisable colours give Wimbledon their visual identity and the colour purple is said to ‘evoke feelings of luxury, importance, and high quality, aligning with the tournament's position as the 'crown jewel' of the tennis world’ (Woodham, 2023). 



Main Findings 
Interview summary
The purpose of the interview was to get first-hand knowledge from someone working in the hospitality sector and to discuss how they are navigating emerging marketing trends. During the interview we discussed numerous topics in the realm of marketing but for the purpose of the report, I will focus on the key insights I feel are most relevant. 
Firstly, the interview highlighted the amount of marketing strategies employed by Wimbledon. Some of the key techniques highlighted were social media marketing, content marketing, email marketing, media coverage and data analytic techniques. Gemma talked about the importance of their brand image and how the Wimbledon colours are crucial to their marketing strategies, she talked about how the colour themes and strawberries and cream advertisement is not only used by them but how local businesses in the surrounding areas decorate their store fronts and offer promotional menus and deals to attract tourists.  During the interview there was emphasis on the pace of change and how being adaptable to current trends is key to mitigating the external factors experienced by Wimbledon, for example, the cost-of-living crisis, the growing age of customers and social trends.
Secondly there was a notable reoccurring theme within the interview about the importance of AI and data analytics and how by analysing customer data and forecasting demand, they can make better business decisions and increase returns on investments. Gemma talked about how they use predictive analytics to forecast sales based on previous years and how they have been able to use browsing behaviour to provide a more personalised marketing to fans by using personalised email campaigns, social media and special offers to entice people. 
Thirdly, the advancements in technology were discussed, with particular focus on the crucial role it plays in current marketing strategies and how it creates opportunities for reducing marketing costs, increases engagement and makes it easier to reach a global audience. It was highlighted that through platforms such as Facebook, Instagram and TikTok they have been able to attract views from younger audiences who might not even necessarily like the sport but by capturing their interest to other things such as fashion and the celebrity culture of the event.
To summarise, during the interview numerous marketing techniques were discussed and throughout this report I will delve further into the techniques highlighted and will look at both the successes and failures experienced. Whilst my interview focused on more of the positive elements, to make this a balanced report I will also explore the weaknesses and threats experienced by Wimbledon found through my own research.  
Interview Declaration
The interview conducted for this assignment served as a source of information, providing a basis for understanding the company and topic. However, it is important to note that the rest of this assignment is research led, with information obtained from various academic sources and online reference materials.
(The interview questions can be found at the bottom of the report below the reference section). 
Emerging Trends
Trend 1 - Influencer marketing
With the growth of digitalisation and emergence of social media, there has been a significant rise in influencer marketing (Alvarez-Monzoncillo, 2023, p1). By Wimbledon identifying niche influencers with a significant social media following, they can establish partnerships which involves exchanging free tickets and merchandise for content creation. During my interview, Gemma highlighted how Wimbledon are still in the early stages of influencer marketing and how this was introduced to appeal to a younger demographic. The article published by Sinmaz (2023) solidifies this claim, explaining how in 2023 Wimbledon collaboration with its first influencer, Melissa Holdbrook-Akposoe, to showcase retail merchandise and to try and appeal to the younger audience, promoting Wimbledon by using fashion. According to Statista the influencer industry is set to reach $24 billion by the end of 2024 as companies begin to partner with influencers to boost their visibility and to drive engagement and new audiences (Global influencer market size 2024 | Statista, 2024). Aswell as this ‘89% of marketers believe that the ROI from influencer marketing is comparable or better than other marketing channels’ (Dunn, 2024).
Trend 2- AI in marketing   
During the interview Gemma empathised the importance of AI in all areas of the business and touched upon some of the AI initiatives employed in marketing. Gemma mentioned how they have staff that specialise in AI and have a data entry statistician team for each court who record data on unforced errors and serves. One of the most impressive techniques Gemma spoke about was the use of ‘IBM’ (International Business Machines) to analyse real time data on the performance of players and how the software can predict social media interest. Based on players and by using big data and algorithms, the system suggests posts to go out on social media considering the nationality of players and the required audience it aims to reach (Bernard Marr, 2019). The introduction of this software resulted in a steady growth on digital platforms and allowed customers to get personalised content tailored towards them (O’Brien, 2023).
Trend 3- Sustainability 
Sustainability has become a recurring theme, particularly since COP24 was launched. In 2020, Wimbledon announced a new sustainability goal of reaching net zero by 2030 (Hannay, 2023). Implementing eco-friendly sustainable practices can be a strong selling point in marketing campaigns and can enhance the green image of the events, in turn attracting new environmental conscious customers and strengthening brand loyalty.  (Gigauri, I., Palazzo, M., & Ferri, M. A. 2023, p.156).
In answer to question three in the interview, Gemma talked about how modern young consumers are increasingly aware of environment issues and how this year they have set up a ‘#GreenatWimbledon’ campaign to encourage the younger generation to share their positive environmental actions on social media to enter a competition to win Wimbledon merchandise (Wimbledon, no date). By having these green practices embedded in their strategies, they can increase their brand image and attract new customers (Nadda, V., Gonzo, F., Batta, R., & Sharma, A. 2023, p554) 
Successes
Traditions
One of Wimbledon’s key marketing successes that is an ingrained strategy year on year is the famous strawberries and creams advertisement. This is something I have experienced first-hand, I myself love strawberries but I wouldn’t ordinarily go to an event and buy strawberries and cream. This goes to show the power of marketing how the 7ps have been used to entice people to buy strawberries and cream as it’s the ‘done thing to do’ at Wimbledon. The pricing of the product (strawberries) is also an integral part as during their promotion, Wimbledon are proud of the fact that the price has remained the same since 2010 (Corless and Bird, 2023). By the price remaining the same, Wimbledon can ensure it continues to sell record amounts of strawberries each year. 
Media coverage
Wimbledon has an extensive media coverage across television and online platforms to ensure the event reaches a wide audience. Last year, the BBCs coverage recorded that there were 54.3 million streams of the coverage during the two weeks of the competition (Ramachandran, 2023). The extensive media coverage helps builds anticipation of the events, attracts new customers and enhances the experience for fans all over the world. However, it is important to note that whilst this is a success, the older generation tends to prefer news article and tv coverage whereas the younger generation prefer social media marketing. Studies have shown that  “Influencer advertising has rock-bottom levels of trust among over-55s,” who are Wimbledon’s primary target audience (Benjamin, 2024). Whilst I have listed this as a positive this could also be a threat if Wimbledon fails to adapt to the needs of their target audience and they need to ensure they strike a balance between the two. 
Inclusivity
Whilst Wimbledon have had their fair share of bad press regarding representation in the sport, they have recently been congratulated for the introduction of Tennis coverage for the visually impaired customers (Alexiou, 2023). In the article published in Broadcast now, Wimbledon’s marketing and commercial director Usuma Al-Quassab stated “We want Wimbledon to be enjoyed by as many people as possible, and we are delighted to support this fantastic initiative by our Official Partner Vodafone and GiveVision. These headsets have the ability to make a groundbreaking difference to the Wimbledon experience for guests with vision impairment. I am thrilled that they can watch all the match action in real time, sitting with their friends and family, and enjoying the tennis.”. This article demonstrated the importance on inclusivity in marketing and how Wimbledon are successfully attracting and connecting with new audiences resulting in building a positive, inclusive reputation (Miller 2023). 


Failures
Cost 
Like many sporting events Wimbledon is considered expensive and they have faced criticism for the increase in ticket prices and food and drink (Topping, 2023). Whilst luxury and high quality are a fundamental part of Wimbledon’s marketing, over the years Wimbledon has been associated with it only being for the rich or lucky (The Economist, 2019). Combining these beliefs with the high costs and increased food prices, this might make Wimbledon less accessible to wider audiences, limiting the diversity of attendee, particularly in economic downturns. 
Market reach
As already identified during this report, Wimbledon has unique customer base and studies show the average age of tennis audiences is 61 (Bloxham 2022). According to an article published by Razvadauskas (2023) ' Deepening the sport’s engagement with younger fans will be paramount in maintaining viewership, especially since millennials and gen Z will account for 41% of the world’s population by 2030’. This statement correlates with Gemma’s answer to question 6, during the interview, Gemma talked about the challenges that come with managing a balance between satisfying the current attendees and attracting younger new generations to the events. She emphasised that the balance is becoming increasingly harder to manage as different marketing techniques and products appeal to different audiences. 
Aswell as the threat of an aging customer base, Tennis has historically been defined as a ‘Rich white sport’ (Hightower, 2022). Studies conducted in 2022 revealed that in Tennis, black players only accounts for under 7% of players (Hightower, 2022). It is clear from research that Wimbledon has a long way to go in terms of diversity and they need to focus on attracting BAME players, members, and fans. 
Personal reflection
As a master’s student and for someone looking to build my career further, my approach to emerging trends within the market has changed significantly. The influencer trend is something I have seen expand massively and I have gained a deeper and more personal understanding of the power of these marketing strategies. I often find myself enticed to buy products or visit places that I have seen on social media and following the research for this module it is clear the power and reach influencer marketing has on the hospitality sector. In addition to this, the trends and techniques adopted have made me more observant and on reflection I have realised how the influencer culture can lead you to make very quick impulsive decisions based on something you saw briefly on social media. In the context of my career and studies, this interview has made me further value the capabilities of digital marketing and the importance of applying analytic skills and big data decisions in marketing strategies. 
Another point that resonated with my following the research for this report but also after my trip to Wimbledon last year, was the lack of diversity. When I reflect on my time at Wimbledon and look at my photos of Henman Hill and in Court 1, it is clear the lack of diversity in the crowds.  In the article published by Streeter (2022) he backs up this statement and says there are ‘not a lot of black faces in the crowd.’ As a master’s student the importance of diversity and equality has been a recurring theme throughout all my modules. It is fundamental that all organisations need to actively promote diversity and inclusivity in order to appeal to all fans and to create a more inclusive environment where fans feel valued and represented. 

Conclusion 
In conclusion, throughout this report I have detailed the findings of the interview and explored various trends in the field of marketing. From the research conducted Wimbledon has a strong customer loyalty and its brand colours and traditions are recognised globally. Over the years, Wimbledon has developed a strong marketing strategy where they have been able to tailor campaigns to resonate with fans and have adapted to sustainability challenges to maximise their audience engagement. Even though it is a well-recognised brand, like all companies it does still have some obstacles to face to remain attractive to all audiences, particularly the younger generation. It is essential that they strike a balance between keeping their current customers but also appealing to future generation to remain relevant. 


Recommendations
After thoroughly analysing Wimbledon’s marketing strategies, I will now look at the threats and challenges identified and suggest strategies to mitigate these. 
Inclusive campaigns
Whilst I have highlighted some of Wimbledon’s successes in terms of equality, it’s fair to say they still have a long way to go. In order to appeal to new audiences, Wimbledon could look to run marketing campaigns to celebrate inclusivity with a particular focus on different ages, genders, backgrounds and disabilities. Whilst on their website they have an accessibility section, when scrolling through social media (Tik Tok and Instagram) and looking through photos there is a clear lack of inclusion and diversity among fans. Wimbledon’s social media focuses on celebrities visiting but it could take a new angle and focus on, collaborating with fans and charities that promote diversity and inclusion. For example, they could do a short video or reel with different audiences visiting Wimbledon with a focus on different backgrounds. Research shows that 64% of consumers took some sort of action after seeing an advert they considered to be diverse or inclusive (McCormick and McCormick, 2024). This statistic demonstrates the importance of representation in marketing campaigns and the potential these campaigns have on attracting diverse audiences to events.    
Influencer collaboration
Whilst Wimbledon have branched into collaborating with influencers there is still work that could be done to attract new audiences. As a fan of Wimbledon, I have been watching a lot of the preamble of the event and in the last week I have watched numerous videos with a focus on fashion, for example TikTok’s titled ‘Wimbledon outfits’ but these videos seem to be focused on high end fashion so only targeting a certain audience. Wimbledon could look to work with Influencers from different backgrounds focusing on high street fashion and the food outlets to tap into a new customer base. It could also look to use marketing competitions on social media to appeal to new audiences, for example they could introduce a campaign where you enter a competition to win final tickets and accommodation if you post your strawberries and cream photo to Instagram. The competition market is a growing trend and according to (Cacic, 2024) accounts grow 70+% faster when they hold contests or giveaways, therefore, in the future years this technique could be adopted. 
Furthermore, leveraging social media and other digital platforms in line with emerging trends will be crucial to Wimbledon’s success moving forward. To attract a diverse range of fans, they need to focus on working with influencers and conducting tailored social media marketing campaigns that appeal to the intended audiences. According to Hoffmann (2024), in 2025, short-form videos are going to dominate social media feeds, therefore Wimbledon need to ensure they work with influencers to create short videos under a minute that are both creative and engaging. It is also expected that in 2025, micro-influencers and niche communities will gain popularity and both techniques will be key to keeping up with emerging marketing trends and attracting new audiences (Hoffmann, 2024).  Aswell as this, the techniques identified could be used to promote cheaper options such as grounds passes. For example, short videos could be made explaining the free activities within Wimbledon and detailing the more affordable ways for customers to enjoy the Wimbledon experience. 
By Wimbledon implementing these recommendations, they can effectively market themselves to a wider audience and attract new customers. However, it’s important to still consider the balance between affordability and maintaining the prestige exclusivity of the event.
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Interview questions

1. What are the key marketing strategies you employ?


2. How does Wimbledon leverage its rich history and traditional strawberries and cream into its marketing efforts?


3. What are some current trends in the industry that are impacting marketing strategies? (E.G Influencer marketing, AI, sustainable practices). 


4. Can you share an example of a successful marketing campaign in the industry that capitalised on a current trend?

5. What are some challenges you have faced in marketing and how did you overcome them? (E.G High cost, Low ROI, sustainability pressures, data privacy and security).


6. How do you approach targeting and reaching out to the right audience?


7. How do you measure the success of marketing campaigns?


8. How do you leverage social media platforms to promote events and engage with customers?

9. How do you incorporate personalisation and guest experience into your marketing strategies?


10. Do you use AI or VR in any of your marketing campaigns and if so, has this been successful?
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