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Executive Summary

This report presents the planning, design and theoretical grounding of a mini-marketing campaign titled #Escapetotheforest, developed for the fictional resort The Kayon Essence in Bali.  The campaign aims to address the evolving demands of the Millennial and Gen Z travellers by including key themes relevant to them.  The themes identified were sustainability, digital storytelling and cultural authenticity which were integrated into a cohesive marketing strategy.  The report takes a practical approach to marketing change, supported by academic theories and contemporary marketing trends using marketing segmentation, targeting and positioning to aid the campaign design.

The campaign was structured around a three-phase implementation plan split into pre-launch, go-live and engagement.  The goals of the campaign were to increase direct Instagram enquiries by 30%, expand the eco aspect of brand awareness and generate over 1000 user generated posts under the hashtag.  The tone of the campaign was designed to be experiential and underpinned by emotional branding and wellness driven digital storytelling.  This was planned to be executed utilising social media channels and influencer led content.

An evaluation of emerging trends within the marketing industry was completed.  AI driven personalisation, influencer marketing and ecological awareness provided a framework for assessing the Kayon Essence campaign and an in depth case study of the Ayung Resort Ubud.  The case study identifies key opportunities for growth at the Ayung Resort, specifically around enhancement of their digital presence, formalisation of sustainability tasks and utilising influencer partnerships.


The report is inclusive of a personal reflection linking academic theory with professional insight.  Highlighting within how digital fluency, cultural sensitivity and emotional engagement are key for hospitality businesses preparing for the future in the market.  The report concludes with targeted recommendations for hospitality businesses at differing scales of the market, giving innovative recommendations such as AI based CRM, immersive digital viewings and influencer collaboration.

In blending practical experimentation with strategic theory, this report offers a roadmap for adapting marketing practices in a digitally saturated hospitality landscape.
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1. Introduction
This report will be based around a mini-marketing experiment detailing the conceptualisation, planning and implementation phases of a social media-based campaign titled #Escapetotheforest for a fictional Balinese luxury retreat focussing on Eco travel. The retreat is named “The Kayon Essence” with Kayon meaning the origin of life in Balinese (Nilotoma et al, 2022).  Located in the lush rainforest surroundings of Ubud, Bali, The Kayon Essence embodies a philosophy of wellness, cultural immersion and critically sustainability.  The project is opting for an experimental approach over interviews and is grounded in current marketing theories relevant to the hospitality industry.  The report applies strategic tools such as market segmentation, targeting and positioning, integrating insights into emerging trends such as sustainability, digital transformation and influencer marketing (Jain et al, 2022).  

The marketing industry is increasingly competitive especially within the hospitality sector.  Therefore, it is crucial companies utilise modern and traditional marketing tools in tandem.  Tools such as traditional television and print can still be utilised to gather the audience who are not as engaged in the digital world, especially generation X and the Baby Boomers.  However digital marketing has become the predominant force globally with Millennials and Gen Z moving into the main population bands and having matured within a digital world.  Influencers in some cases have as much marketing power as a traditional advert would have twenty years ago for Gen X (Munsch, 2021).

2. Personal Engagement – Mini-Marketing Campaign #Escapetotheforsest
The campaign concept was born out of the alluring aspect of Bali and its rainforest in Ubud.  Focussed on the rise of Eco-Lodges across Asia and Eco travel attuned to the needs of modern travellers in the Millennial and Gen Z generational bands.  The rising demand for authenticity, sustainability and digital detox experiences (UNWTO, 2025) is directly associated with the Balinese travel target market.  The Kayon Essence in Ubud profoundly meets the requirements for the campaigns vision with serene riverbanks, traditional architecture and ancient trees allowing a marketing campaign to be created centred around escape, reflection and connection with nature, hence the hashtag #Escapetotheforest.
The primary objectives of the campaign are:
· Drive a 30% increase in direct Instagram inquiries and web traffic
· Elevate brand awareness of The Kayon Essence within Eco-travel segments
· Encourage over 1,000 user generated content interactions on the hashtag #Escapetotheforest
The phasing of the campaign will be as follows:
Phase 1 – Pre-Launch: Develop a digital strategy calendar, collaborate with eco-conscious influencers and create visual assets including drone footage, river walk photographs and Balinese religious items.
Phase 2 – Go-Live: Initiate the #Escapetotheforest hashtag on Instagram encouraging followers to post their moments of wellness.  Leverage Instagram live for a behind the scenes tour of sustainable practices (Forbes Business Council, 2023)
Phase 3 – Engagement: Deploy targeted ads on social media and offer a one-time competition for an “Awakening” package at the resort.  This will be via “like and share” to enter strategies increasing impressions and reach via organic means (Swani et al, 2020).
Planned content inclusion are reels of the Balinese sunrise over the rainforest, TikTok’s posts comparing urban stress vs the serenity of the retreat, social media posts explaining The Kayon Essences sustainability actions.
The campaign tone is designed to be gentle and spiritual.  The posts will invite users to mentally step into the retreat aligning with experiential branding strategies utilising the SENSE model giving cognitive consistency and sensory variety (Schmitt, 1999).  The targeted influencers will be encouraged to describe how The Kayon Essence aided their wellbeing.  Research shows influencer media is a powerful marketing tool to Gen Z with them trusting influencer led content over traditional brand advertisements (Fortune, 2025).
Market Segmentation, Targeting and Positioning Analyses
Segmentation
The market was segmented based on the following variables:
· Demographic: Millennials and Gen Z from a middle class to affluent background.  Predominantly educated urban dwellers
· Psychographic: Environmentally conscious experiences over traditional material goods, focused on wellness and users of social media
· Behavioural: Regular short stay travellers who seek sustainable but unique accommodation.  High engagement in TikTok and Instagram posts.
Targeting
The Kayon Essence uses differentiated marketing (Xiao et al, 2022), targeting eco-conscious travellers:
· Primary target: Millennials and Gen Z travellers seeking an eco-friendly escape and social media friendly getaways, posting reels and TikToks of their experience
· Secondary target: Couples and solo travellers seeking an experience of mindfulness, detox and cultural authenticity.
Positioning
The Kayon Essence is positioned as an exclusive resort integrated seamlessly with the local rainforest, offering authentic Balinese cultural experiences and spiritual depth.  This focuses on emotional branding strategies to link the consumer to the feeling of connection to the resort and ecological offerings (Jamwal et al, 2014)

3. Emerging trends and their impacts
The landscape in marketing is constantly undergoing change and the hospitality sector is experiencing significant disruption, driven by the growth in digital innovation alongside increasing consumer expectations especially in environmental consciousness.  Three emerging trends currently redefining the marketing industry are:


· Personalisation through data and AI
The trend of increased artificial intelligence and big data analytics are allowing hospitality brands to offer real time personalisation’s based on consumer preferences, behaviours and sentiments (Chaffey et al, 2019).  Examples include chatbots, tailored content and dynamic pricing models allowing brands to deliver completely individualised customer interactions (Gretzel et al, 2015).  The Kayon Essence can leverage this trend to analyse guest interactions via social media channels to craft tailored packages based on the feedback received real time.  For example, if the feedback was regarding digital fatigue, a package of “Digital Detox” could be created allowing consumers to immerse themselves in the resort surroundings and reconnect with nature.
· Influencer and social media led marketing
Traditional print and television advertising is rapidly being replaced by social media and influencer user generated content, especially among the younger generations of Millennials and Gen Z (De Veriman, 2017).  It can be seen that Gen Z especially places more trust in influencer led content than in field experts or brand advertisement.  Platforms such as TikTok and Instagram reels have become hotspots for user generated content, effectively story telling a real situation, rather than branded advertisements attempting to show the perfect situation (Alvarez-Monzoncillo, J.M., 2023).  The Kayon Resort will effectively utilise this trend in the marketing campaign utilising the #Escapetotheforest tagline, including influencers documenting their personal wellness journey.  This will aid in giving authenticity and emotional resonance to the branding and campaign.  As stated above the trust from the target demographic will be increased via influencer led marketing rather than traditional branded marketing methods.
· Sustainability and Ecological awareness
Sustainability is fast becoming a key aspect of business offerings, it can differentiate between brands and become a decision-making factor for consumers.  A study completed by Pwc discovered that 80% of consumers would pay a premium of up to 5% if the goods were sustainable produced (PwC, 2023).  According to a further report not linked to price, 81% of travellers in a survey were looking for sustainable accommodation in 2025 (Hollander, 2025).  Connecting to the marketing campaign for The Kayon Essence, the focus on sustainable practices is to be used as a differentiating point for the resort.  The narrative used linked to these values but also into the integration of Balinese culture and philosophies.

These trends also indicate how marketing structurally needs to evolve.  Cross collaboration, agility and digital fluency are becoming crucial to success in the market (Kietzmann et al, 2011).  During the campaign period for the Kayon Essence, real time response to engagement analytics, agility to pivot if required and fast collaboration with influencers will be key to a positive campaign.  Brand performance can be judged by a customer journey management approach, where success is also measured in quality of engagement instead of transactions alone (Lemon et al, 2016).

4. Case study analyses – Ayung Resort Ubud
The Ayung Resort Ubud is a luxury hotel focused on high net worth travellers and couples with a sustainability pledge ensuring that the local Balinese ecology and culture are respected (Ayung Resort Ubud, 2025).  Below are the analyses against the emerging trends identified:
· Personalisation through Data and AI
As global hospitality undergoes a shift towards personalisation, luxury travellers expect tailor made services shaped by behavioural data, past preferences and in some cases biometric inputs (McKinsey & Company, 2023).  The Ayung Resort whilst rich in cultural and natural immersion is still operating on traditional hospitality models with limited technological reach.
As a smaller brand unlike Marriot or Hilton, the Ayung does not offer AI-Integrated services such as predictive modelling or mobile concierge.  Instead, the brand concentrates on high-touch service such as remembering guest names, noting any dietary restrictions and arranging bespoke activities (Solnet et al, 2019).  
Whilst an authentic experience for guests this method lacks scalability which is present with data backed AI systems.  To modernise and ensure competitiveness the Ayung could introduce an AI powered guest portal which adapts recommendations based on mood or behaviour, embed smart technology for dynamic lighting, aromatherapy or music depending on guest profiles.
Despite the Ayung having technological gaps, their traditional human centric service offering will likely appeal to consumers seeking digital detox rather than mass automation.  This highlights the need for balancing new technology and data with the human touch of luxury resorts.
· Influencer and social media led marketing
In the current era of digital discovery via social media, influencer partnerships are vital to gaining engagement of experience seeking Millennials and Gen Z.  98% of all Gen Z in the UK are active on social media vs only 86% of the Baby Boomer generation (Statista, 2025).
The Ayung Resort maintains a modest but aesthetically strong Instagram presence, showcasing its spectacular jungle views, traditional Balinese architecture and Amphitheatre.  However, the engagement rate on the posts is low with most under 100 “likes”.  There is minimal influencer content posted with only a handful of posts linked to any, however these posts are engaged with more than the business posts showing the value in the partnerships.
To effectively navigate this trend the Ayung Resort should collaborate more with lifestyle influencers aligned with wellness, meditation and forest retreats.  Launch a hashtag campaign to drive engagement on social media such as the mini marketing campaign designed for The Kayon Essence.  Utilising short form social media such as TikTok to post clips of the resort and link with influencers would also benefit the business aiding in attracting more travellers (Dramićanin et al, 2023).
· Sustainability and Ecological awareness
The demand for eco-conscious travel has grown significantly in recent years.  The Ayung Resort is well positioned to meet these needs with sustainability practices linked to the geographical preservation of the Balinese rainforest.  However, this is not well enough publicised on digital channels. The resort is constructed with natural materials integrated into the rainforest without causing major ecological disruption and supports local crafts and farming in it’s supplier base.  However, without any official accreditation the Ayung Resort could potentially miss customers who seek this prior to booking as the efforts can only be seen when present.  Seeking an official accreditation such as the Green Globe certificate would be beneficial to the resort, assessing the business against global sustainability criteria ensuring standards are met and maintained (Green Globe, 2025)
To better align to this trend the Ayung could add a sustainability section to their main website outlining its sustainable practices and community engagement.  Guest itineraries that include conservation walks or workshops to reduce waste could be included in the offering.  Highlighting the low-impact architecture and supporting Balinese culture with the traditional building styles and ornaments giving a regenerative travel narrative (Hussain, 2021).

5. Personal reflection and application
Engaging with the development and execution of the mini-marketing campaign #Escapetotheforest, has provided me with invaluable experience in bridging academic theory to creation of the campaign using marketing tools and theories.  As a master’s student this project allowed me to take the role of strategist and creator, giving practical exposure in the planning whilst navigating the complexities of brand storytelling and digital marketing trends in a rapidly developing market of hospitality.
A significant personal insight was the power of emotional branding in driving customer engagement and loyalty (Thomson et al, 2005), this aspect of marketing I could directly correlate to my role as a General Manager in manufacturing.  Marketing for myself in this role is internally focused and how to emotionally link employees to the brand was of particular interest as a tool to drive engagement in the workplace.  Developing the narrative for The Kayon Essence centred around my own experiences in Bali, where spiritual rejuvenation, eco-conscious travel and luxurious resorts are blended to attract the consumers, therefore allowing a designed campaign which taps into psychological wants and emotional needs for the consumers.  The campaigns focus on wellness was directly influenced by this strategic orientation and worked with the trend of experiential consumption.  This is a trend that can be seen in many hospitality marketing strategies and is critical to the modern digital world where consumers look to social media before purchase.
The planned usage of influencers to drive engagement and utilise user generated content deepened my appreciation of the power held within the creators, to lift the engagement of a brand.  The hashtag strategy alongside user generated content is dominant in digital marketing and regular interactions can be viewed across multiple platforms such as TikTok, Twitter and Instagram.  A fascinating aspect of research was that Gen Z now position influencers content as more relevant than experts of the field.
Creating the campaign around a resort rooted in Balinese philosophy and ecological ethics required navigating the balance between commercial storytelling and cultural respect.  This forced me to reflect on ethical marketing, and the importance of avoiding commodification of culture as can be seen throughout the Balinese hospitality market (Nash, 2000). It was a reminder to ensure that marketing must uphold integrity and authenticity, which are values I plan to uphold in future endeavours.
The campaign gave me confidence in my ability to plan cross functional initiatives, from conceptualisation to stringent planning of the execution.  I identified gaps in my knowledge around influencer led campaigning and AI based personalisation.  In the future I intend to apply the insights gained in the future where marketing forms an aspect of my role, ensuring emotional connections are present and diversification in marketing strategy used.  The campaign expanded my knowledge of the hospitality industry marketing sector and gives me relevant knowledge to apply within the manufacturing sector I operate within.

6. Conclusion
This report has explored the creation and planned strategic implementation of the #Escapetotheforest campaign for the fictional Balinese resort The Kayon Essence.  Utilising contemporary marketing theory and tools such as market segmentation, targeting and positioning.  The campaign was developed to reflect emerging consumer behaviours which are being shaped by sustainability, digital engagement and personalisation.  By integrating these trends into the campaign, it provides a relevant and resonating value proposition for the targeted groups of Millennials and Gen Z travellers.
The case study analyses of the Ayung Resort Ubud highlighted the significance of alignment in digital strategy linked with sustainability messaging in the brand identity, also the external viewpoint potential on the brand when not visible.  The resort excels in its authentic Balinese offering however gaps were identified in their digital offering and usage of influencer led content, this is a large opportunity for growth within the current digital marketplace.  During the campaign design for The Kayon Essence these insights were leveraged to include influencer partnerships, data driven insights and experiential storytelling to resonate with modern eco-conscious travellers.
The project demonstrates the evolving dynamics within the hospitality environment related to marketing.  Key aspects within this area are emotional connection, authenticity and digital fluency as requirements for brand success.  The need to adapt quickly to consumer expectations using digital tools whilst ensuring cultural integrity remain critical to marketing leadership.  The campaign gives academic understanding of marketing strategies combined with a plan for practical application in real world hospitality and other sectors alike.

7. Recommendations
Based on the learnings and findings from the fictitious #Escapetotheforest campaign and case study analyses on The Ayung Resort Ubud, the following personalised recommendations are proposed.  These are differentiated by business scale and aligned with trends seen in the marketing sphere.
· Small scale businesses – Boutique hotels and Retreats
Leveraging storytelling marketing with micro-influencers to build trust in the product and authenticity of the messaging.
Smaller brands should focus on low-cost, high authenticity digital storytelling.  Utilising social media and partnering with micro-influencers who align to the brand messaging, to create blogs, behind the scenes content and relevant content within Instagram reels.  90% of all TikTok influencers fall into the micro-influencer category of between 1000-100000 followers and can be seen to have higher engagement levels and trust with their followers (Chen et al, 2024).  The user generated content from these individuals can build community and reach on the various social media platforms utilised.
· Medium scale businesses – Independent resorts / Small chains
Adopting AI driven personalisation and automated customer resource management tools can enhance customer engagement both pre and post stay.
Medium scale businesses should invest in AI platforms to analyses guest behaviours and create tailored experiences.  AI could identify for consumers a recommendation for meal reservations based on guest profile or time of day.  Post visit actions can include automated emails offering travel guides or offers to maintain engagement and promote repeat stays (Huang et al, 2021) 
· Large scale businesses – Global brands / Resort chains
Implement immersive virtual experiences and development of eco certification for digital consumers.
Large brands such as Marriot and Hilton could innovate by offering virtual or augmented reality previews of the experiences offered at resorts.  These could be incorporated into booking platforms to create a connection with the guests and the resort pre booking (Flavián et al, 2019).  To satisfy the growing connection to sustainability a web based live dashboard giving real time metrics on energy saved or plastic use avoidance would build trust with travellers.
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