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[bookmark: _Toc171078218]Executive Summary
This report shows the critical examination of emerging trends of marketing within hospitality together with own experiences and observations. It requires personal engagement in the form of a marketing experiment within the hospitality sector based on Aeron Coast Caravan Park. 
Personal Engagement:
The personal engagement section includes a plan and description of a mini marketing campaign for Aeron Coast Caravan Park through social media platforms Facebook and Instagram. It also includes the goals and expected outcomes of the campaign.
Emerging Trends and Their Impacts
Emerging trends within the hospitality sector are researched and reviewed and then discussed to see how the mini marketing campaign carried out could relate to these emerging trends.
Case Study Analysis
The case study then analyses another hospitality brand Booking.com and focuses on if and how they have adapted to the emerging trends discussed above. It also covers the successes and failures of booking.com against these emerging trends.
Personal Reflection and Application
The personal reflection and application covers the key insights from the experiment that will influence future career and marketing decisions within the hospitality sector which include how important Key performance indicators are and how useful viewable cost per mille can be to reduce advertising costs. It also covers the benefits that could be leveraged from the introduction and use of artificial intelligence (AI) within marketing in hospitality.
Conclusion
The report is then concluded where the key insights from the report are discussed and the this shows that social media is a beneficial tool that can be leveraged to market and advertise an organisation with huge reach. It also shows that how AI is leveraged to create more efficient and productive marketing campaigns as well as the use of AI chatbots that can increase customer engagement.
Recommendations 
Recommendations are then discussed which are based on the research, findings and experience of creating this report to include approaches that should be taken to improve or tailor these to future businesses.
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This assignment will be conducted to focus on looking at the changing landscape of marketing within hospitality and will show a personal exploration and application. This will be linked with a personal plan and execution of a mini marketing campaign on the hospitality organisation Aeron Coast Caravan Park within a small seaside town of Aberaeron. Aeron Coast is a successful, friendly, and clean caravan holiday destination that consists of 22 acres of flat seaside land (https ://www.aeroncoast.co.uk). The reason this hospitality business has been chosen is due to the lack of social media marketing and engagement currently, which if adopted could provide an increased level of customer engagement, a wider customer audience, and possibly lower advertising costs, as (Dowd, 2021) shows.  Creating a mini marketing campaign for Aeron Coast  Caravan Park could also see a reputation for easy engagement, it could also provide insights and analytics which could be used to see the impact and whether the campaign has been successful as mentioned by (NI Business info, 2019). Aeron Coast Caravan Park is situated on the west coast of Wales with a very small population and the addition of an established, engaging, and followed social media page to market their business could create a reach that opens more business opportunities and increased growth.
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During the planning stages of the marketing campaign the current advertising strategy of Aeron Coast Caravan Park was scrutinised to see where the gaps and potential improvements could be to reach and engage with a larger audience. There was no functioning, regularly updated, and engaging social media strategy on either Facebook (Facebook, 2024) or Instagram (Instagram, 2024). (American Marketing Association, 2023) shares a series of 8 steps that can help build an effective social media marketing plan. This was used to create a plan, goals and intended outcomes of the campaign. As you can see from the table below the goals to be attained were to increase customer engagement, increase bookings in early and late season, increase caravan sales, and gather customer information so a mailing list can be created. It can also be seen that the social media channels chosen to apply the mini marketing campaigns are Facebook and Instagram due to both social media platforms having over 2 billion active users as mentioned by (Bulbul, 2023). The intended outcomes from this campaign are to increase customer engagement and improve the sales of caravans and pitch hire. By using a social media marketing campaign this will hopefully bring the caravan community together by creating engaging weekly and monthly posts along with competitions to reward engaging followers. The plan also includes using holiday makers to advertise the caravan park too by using videos and images of holiday makers with their permission to show other like minded and potential customers what they can get up to and how much fun can be had. This will need to be done in a respectful and ethical way to ensure the utmost trust with current customers.

Figure 1 – 8 Step Marketing Plan
	Goals
	Target Audience
	Social Media Channels
	Metrics and KPI’s to measure
	Engaging Content
	Content Calendar 
	Competitor Analysis
	Evaluation and improvement

	Increase Customer Engagement
	Families
	Facebook
	Reach
	sales advertisement
	Monthly prize draws and sales
	Bargoed Farm, Offers more paid additions and excursions. Not a seaside resort Non holiday makers can attend.
	Monthly evaluation of Key KPI’s to ensure adjustments are carried out when needed to ensure goals are met.

	Increase bookings through early and late season
	Touring caravan owners
	Instagram
	Impressions
	posts of holidaymakers enjoying with recommendations
	Weekly posts of happy holiday makers
	Camping on the farm, offers cheaper prices, less facilities, is located at the seaside.
	Questionnaires offered to allow feedback from customers

	Increase caravan sales
	Potential caravan purchasers
	
	Conversions
	prize draws for anyone who fills out a voluntary survey and signs up to the mailing list
	Weekly informational posts
	
	

	Gather customer information to add to a mailing list
	International holiday makers
	
	Viewable CPM
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The hospitality industry is fast growing and getting back to pre-covid levels, there are also labour shortages in the market as (Binggeli et al., 2023) shows, so this could be the right time to scrutinise emerging trends and investigate new opportunities that could be capitalised upon. (EHL Insights, 2024) mention that one of the emerging trends within the hospitality sector is the power of social media and touches on how competitive this area is. Gaining an authentic social media narrative is the goal and to complete these organisations need to use more innovative ideas and ways to capture the audience that they want. The impact of this emerging trend is that it’s a lot harder, more time consuming and sometimes difficult to establish. (Bhatt, Sagar & Dani, Rakesh. 2022) mention that social media has become the direct link between business and buyer and business can not get away from the effect that social media has on this industry. This directly links to the experiment that has been carried out on the mini marketing social media campaign and reiterates the advantages of carrying this out and emphasises the possible outcomes that could be achieved. Another emerging trend that (EHL Insights, 2024) cover is Data-driven Decision Making (DDDM) where it mentions that the current emerging trend is taking the past trends of collecting a lot of data, and instead, collecting and analysing the large amount of data to create data led decisions to increase their competitive advantage over competitors. (Thomson, 2017) Shows that DDDM can have a negative impact if the right questions are not asked, or the correct data collected and sometimes the outcome can become useless from these errors. On the other hand (Stobierski, 2019) shows that with the correct data you can analyse shifts in data to identify business opportunities and threats which could be a real positive. (Thomson, 2017) also covers the impact that DDDM has had in a positive way on some well know large organisations such as Google with their leadership development, Starbucks and their real estate locations and Amazon’s sales driving. DDDM can be used in conjunction with social media and the mini marketing campaign plan encompasses the gathering of data for mailing lists which could be personalised using big data collection. The third and final emerging trend that will be analysed is Artificial Intelligence (AI) where (Costin, H., & Eslava, A. 2021) show that the use of AI chatbots are an emerging trend within the hospitality sector. (Costin, H., & Eslava, A. 2021) mention that AI chatbots are used to collect information, learn from data and help customers with queries but they also provide advantages such as revenue growth which (Chechi, 2024) explores.  (Chechi, 2024) shows that AI chatbots can be used to upsell and cross sell by offering special offers, new products, and add-ons to already purchased services or goods which impact revenue growth in a positive way. AI chatbots could be an integral addition to the mini marketing campaign to entice customers to make a purchase and offer alternatives and special rates which could be looked at to further improve the campaign. Marketers are also using AI in many other ways within social media marketing. (Benabdelouahed and Dakouan, 2020) mentions  AI allows large amounts of data to be analysed and interpreted just as humans would do so by collecting individuals online data, marketers can get the right product to the right person with little work needed by themselves. 

[bookmark: _Toc169699157][bookmark: _Toc171078223]Case Study Analysis: 
An analysis will now be carried out on Booking.com and how they have adapted to these emerging marketing trends within the hospitality industry. Firstly, we will look at how Booking.com markets their business on social media. Booking.com have a well-established Facebook with 16 million followers (Facebook, 2024) and an Instagram account with just over 3 million followers (Instagram, 2024). (Chaichi, John and Blackledge-Foughali, 2023) shows that social media can increase brand awareness and booking.com has clearly done this with the following created through their social media pages. When you compare the awareness created from social media to other big named hospitality brands booking.com is one of the top performers where Trivago has 4 million less following at 12 million followers (Facebook, 2024) and around 1.8 million less on Instagram at 1.2 million followers (Instagram, 2024). Booking.com social media posts are simplistic, not over complicated with too much information and catches the potential customers attention. Booking.com uses many different ways to engage with customers and potential customers, one way they do this is by using their #Travelgenius campaign which is a competition which allows holiday makers to post videos with the chance of winning 500 dollars (Facebook, 2024). Secondly, we shall look at DDDM and how booking.com has adapted to this trend. (Mueller, 2024) mentions that booking.com are a highly data driven organisation who can be experimenting on around 1000 experiments at any one time which helps make data driven decisions. (Mueller, 2024) also goes on to discuss that the organisation focuses on ensuring experimentation processes are the best of quality but allows individuals to carry out experiments and make data driven decision from their findings which can promote growth and further development of the team. Booking.com also use A/B testing to analyse how a change can impact potential customers. They group users into two groups and analyse what impact the change has to conversions and click through rates to decide on how successful the change was as showed by (Skotara, 2023). (Stobierski, 2019) shows that if an organisation or individual wants to get better at making data driven decisions then further education is a very important task to undertake and as we can see from booking.com they have a department solely focused on learning and development which could show why they are so up to date on this emerging trend (careers.booking.com, n.d.). Booking.com supports experimentations as previously said but some organisations may see these as failures as every successful experiment has around 10 unsuccessful experiments to follow it as (thomke, 2020) shows. Certain organisations that concentrate on efficiency and predictability count this as a failure (thomke, 2020). Finally, we focus on how booking.com has coped with the emerging trend of AI chatbots. (news.booking.com, 2023) mention that they have introduced an AI chatbot called AI Trip Planner which is open to users within the U.S and can create an inspirational and adventurous planning experience. The learning of this shows that Booking.com are striving to keep up with emerging trends. The AI trip planner can scope out potential destinations, provide travel inspiration to suite the customer’s needs, create itineraries, and also answer any general travel questions which provides a great help to potential customers. Although this shows that booking.com are keeping up to the emerging trends in some ways, it would be nice to see this level of innovation supplied more openly across other countries and especially the U.K which is one area that customers outside of the USA may feel booking.com is failing.  

[bookmark: _Toc169699158][bookmark: _Toc171078224]Personal Reflection and Application: 
After researching and producing and carrying out a mini marketing campaign plan, it was evident that there are a lot of areas to learn from and take key insights on how to better market, learn and ensure the correct impact has been achieved. (Ghahremani-Nahr and Nozari, 2021) shows that KPI’s look at strategic and operational improvement which can lead to analysis of data and therefore decisions can be made upon this analysis. After focusing on social media marketing with the organisation Aeron Coast Caravan Park it was also evident that other organisations show success within social media in relationship to their social media following. As (www.top10.com, 2020) show, with their data on “monthly organic traffic” booking.com are the most used provider and they also have the largest number of social media following which could prove to be a valuable key performance indicator. Going forward it would be advantageous to create the biggest following on social media possible using well established techniques such as competitions to entice social media following. Another valuable learning insight that needs to be taken forward into further marketing strategies is the use of Viewable cost per mille (CPM). Viewable CPM is the cost per thousand adds which are viewed by the customer where it is above the fold for a short period of time, so it is then classed as viewed. (Digital Marketing Institute, n.d.) mention that viewable CPM was designed so the organisations only had to pay for the ads that people were seeing which is great for small organisations or organisations who must limit spend. There has also been a huge learning on the reach that social media can provide for potential marketing campaigns. (Evans, D., Bratton, S., and McKee, J. 2021) cover that organisations who find it hard to retrieve engagement with traditional data can get in the mind and hearts of individuals with the use of social media which increases customer engagement, this is very important within marketing strategies. The last insight that will be covered which is valuable going forward for any marketing strategies or campaigns to be carried out is the questionnaires to gather customer’s feedback. This evaluation technique is critical in evaluating and improving marketing strategies. (Wright, 2017) shows customer feedback surveys can reduce time for data gathering and analysis with new and emerging online systems available, it can also be very cost effective if an online system is chosen as (Wright, 2017) also mentions. Although there are many advantages of online customer survey’s, its also known that these can sometimes not be reliable and you can improve this by carrying out multiple surveys across the same internet communities as (Wright, 2017) shows. (Davenport, Guha and Grewal, 2021) covers that AI has a huge impact on the field of marketing and can be leveraged to improve so many areas within marketing. This is very beneficial and should be taken on board in future studies and marketing campaigns to ensure that the best experience is given to the customer and the best outcome is achieved for the business. As (Davenport, Guha and Grewal, 2021) shows AI is still improving and can only do certain narrow tasks but by building an AI strategy early and implementing this into marketing campaigns, it will be easier and quicker to transform as this technology progresses.
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To conclude its evident that a strong social media marketing campaign can really lead to success for an organisation. A great example of this is GoPro with their 20 million Instagram followers (Instagram, 2024). GoPro has used social media marketing campaigns such as the current with #gopro to earn $100,000 they also have a daily challenge that rewards the daily winner with $250 -$1000 which create an influx of pictures and videos which increase the brand awareness to millions all over the world (gopro.com, n.d.). The research carried out has highlighted how through online marketing you have a far greater reach (Bala and Verma, 2018). In 2017 social media marketing showed 8.8% of marketing professional from a study said that social media was likely to give them the most uplift in leads and sales (Bala and Verma, 2018). While this wasn’t the highest scoring marketing strategy it also was no where near the lowest and shows social media marketing is a valuable tool to use within organisations. (Bala and Verma, 2018) also shows that many people are more willing to shop through shopping services provided through social media and some even rely on social media for shopping decisions which could prove very beneficial for any organisation looking to create a social media marketing campaign. It has also become apparent that the use of Artificial Intelligence (AI) within social media marketing is boosting performance and efficiency (Sadiku et al., 2021). The latest AI technology can also write social media advertisements for you while also targeting ad’s to potential consumers as (Sadiku et al., 2021) shows. Digital marketers are also benefitting from AI powered chatbots to provide personalised support to shoppers and users which could prove to be beneficial to increase customer engagement for organisations.
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Recommendations can be drawn from this study, firstly the mini social media marketing campaign was isolated to Facebook and Instagram due to the wide reach and level of users but in future campaigns and studies, different social media platforms could be investigated more thoroughly, as this study was biased towards the number of users not considering the types of users that could be used for targeted advertising. It is also evident from research that DDDM can be a very useful tool to make changes and improve strategies, but it does not come without its issues. (Thomson, 2017) shows these negatives which are that the right decision can’t be guaranteed neither can the right information be guaranteed so great care needs to be taken when opting to use DDDM. Although these pitfalls can be outweighed by the benefits of promoting growth  and team development (Mueller, 2024) which is a great asset to any organisation. The research methods used in this study could be widened to include interviews with professionals and questionnaires on social media platforms to underpin the qualitive research carried out. From reviewing the study it could also be said that it could benefit from increased quantitative research to increase the credibility of the study as well as the understanding shown. Although interviews and questionnaires would be a great addition to be included for future studies, ethical considerations need to be put in place to ensure the dignity, welfare, and rights of the research participants are protected as mentioned by (World Health Organization, 2022). 
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