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This report aims to analyse Mercure Bucharest Unirii hotel's social media marketing strategies and identify areas for improvement. It will conduct a competitor analysis of luxury London boutique hotels, critique the current strategy, and investigate potential new markets. Competitor analysis will be conducted to understand the hotel's strategies to defeat them. The study indicates that the hotel is competitive, but social media marketing could potentially boost revenue. Therefore, the recommendation is for the hotel to hire a social media manager. The findings suggest that social media marketing could enhance revenue for the hotel. 
The issue stated and identified within the hotel analysis, was that Mercure Bucharest Unirii is facing some issue with its occupancy level. This issue has been found as having its roots within its poor online presence, and social media presence as well. The entire report has been focused around the idea of analysing this issue and coming with different solutions to this problem. 
The hotel is having a low online presence, and its social media is lacking a proper and qualified marketing manager. At the same time, there are some trends that defined this issue as having a proper and better solution, to collaborate with a social media influencer. 
Great Quest Consulting has manager to work around the whole idea of the hotel management and marketing and to come up with some possible solutions. The hotel is foresee to spend from its budget around £12,000, but the outcomes will surpass this budget. The sum needed to implement the possible changes within the hotel is lower than an average amount used in other countries in Europe, and because of this, the hotel should say yes without hesitation to this proposal that the consulting company is offering to the business.
The investment of around £12,000 for implementing the changes, is needed for the following: £8,000 for hiring a marketing manager, £2,500 for having the staff trained and £1,500 to collaborate with a social media influencer.
The findings showed that the hotel is struggling in having new customers, and the one that were previously within the hotel, are changing their behaviours. Customer behaviour is one topic that the hotel must keep track of, as it is highly dependable on its occupancy level within the hotel. 
The ADKAR change management model can be used so that the hotel can properly embrace the change and have it easily accepted by the hotel staff. The method is proposing to have five stages that will support the management in having the changes implemented. 
Traditional marketing is less effective, as consumers prefer non-biased information. Social media, such as Facebook, Twitter, and YouTube, connect individuals and companies, allowing them to connect with others with similar interests. These communities allow individuals to read opinions and make decisions based on what they read. Companies must find ways to maintain visibility and encourage customers to practice viral marketing, similar to the non-virtual world. This shift in marketing strategies is crucial for businesses to stay competitive in the digital age. This is why, for Mercure Bucharest Unirii is imperious necessary to adapt its marketing strategy or to simply improve it, or change it in order to make the hotel survive is this competitive world.  
Mercure Bucharest Unirii must be able to collect information from its customers, information about their behaviour within the market in order to be able to increase its presence within social media so that their occupancy level can increase. Social media is one of the most important tools that can help any company to increase their visibility within online. Social media is not just about connecting people and exchanging opinions; it can also be crucial in marketing, messaging, and customer interaction. 
The hospitality industry can benefit greatly from social media, but few hotels know how to effectively utilize it, leading to numerous missed opportunities and mistakes in their social media strategies. Insufficient social media visibility is a common mistake hotels make in the hospitality industry. Hotels often hide their social media presence, ignoring the non-intended impact on their business. This can lead to guests not knowing the property has a social media account. To encourage existing customers to join the hotel's network, hotels should have visibility through in-house literature such as newsletters, feedback cards, and receipts. This will help guests understand the importance of their presence and encourage them to join the hotel's social media network.
Social media marketing can be cost-effective compared to traditional advertising, PR, and trade shows. However, time poverty can make it an additional expense for companies. To ensure success, daily web monitoring is crucial, with companies needing to comment on related blog posts and stay in touch with online influences. For a successful campaign, 25% of the marketing department's time should be dedicated to this task (Kemp, 2022). Social media has a strong presence in the hospitality industry, with past and potential guests influencing each other through online reviews. Therefore, having social media strategies and tactics is no longer just a product enhancer but a product qualifier. Hoteliers should take social media seriously and not ignore it, hoping it will disappear.
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The hospitality industry faces a significant challenge in incorporating social media to boost growth, with over half of businesses worldwide having poor marketing strategies. This results in significant financial losses  (Larmour, 2012; Walker, 2019). Researchers are urged to develop methods to facilitate the use of social media in the hospitality industry. Social media platforms like Facebook and Twitter have a significant user base, contributing to business growth. However, poor social media incorporation can have both advantages and disadvantages (Ifinedo, 2011). Therefore, strategic use of social media can ensure the hospitality industry benefits from its potential. Therefore, researchers must develop methods to facilitate the use of social media in the hospitality industry.
This report aims to explore the impact of social media marketing on the Mercure Bucharest Unirii hotel in Bucharest. Data will be gathered from secondary sources, peer-reviewed articles, and books. The study's objectives include a competitor analysis to identify best practices, a critique of the current social media and marketing strategy, and an investigation into potential new markets for the hotel. The study also seeks to identify areas for improvement in the hotel's social media presence and website. Also, analysis such as PESTEL, SWOT and TOWS will be conducted upon the Hotel to eliminate any unused analysis in the idea of having the best proposal for the Hotel management.
Mercure Bucharest Unirii is a recently refurbished 12-storey hotel in Bucharest, offering 95 rooms with elegant modern furniture. The hotel is conveniently located near the city center, historical center, and numerous tourist attractions. The Library Bistro serves delicious dishes and drinks. The hotel is situated in the heart of Bucharest, near main attractions, nightlife, Parliament House, shopping centers, museums, and theatres. Guests can enjoy a relaxing walk on the Unirii boulevard and enjoy the mesmerizing surroundings. It's also an ideal spot for bicycle and electric scooter enthusiasts.
GreatQuest Consulting represent the experience and expertise in consultancy that any international hotel needs in order to solve their pertinent issues that cause in the first place, revenue loss. The team is currently managed by a CEO with more than 15 years of experience within consultancy domain. Skills and experience within the team are being divided within 5 members, that put the customer on the first row to make sure they have the best view upon their work. The team has battled numerous issues that hospitality industry is facing, and came up with profitable solutions for its customers. The customer satisfaction reviews sets the company amongst the top five ones within the Europe. The skill matrix of the team is flawless, and the manager is always making sure of having the team up to date with all the needed trainings and information. What makes the GreatQuest Consulting the best and the most fitted consultancy team for Mercure Bucharest Unirii Hotel, is the fact that the team has the most important asset for their issue that they are facing, a team member that is very well recognised for its approach with social media marketing issues, and everything related to online presence of a business. 
The company works alongside with the best consultants in terms of decision-making skills related to any issue, therefore, there will be no risks attached to the solutions provided by the company. 
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SiteMinder's Hotel Booking Trends report (McCabe, 2023) reveals that travellers continue to book directly with hotels in 2022, with hotel websites becoming more important as a revenue source. Direct bookings increased in almost 50% of markets in 2021 and decreased in 42% of markets in 2022. However, hotel direct was still ahead in 28% of markets. Global distribution systems (GDS) bookings increased with the resumption of business travel in 2022, ranking higher in the Top 12 list across 47% of travel markets analysed. Airbnb gained ground as a booking channel, ranking on 89% of 2022's Top 12 lists compared to 28% in 2019. The average length of stay increased slightly to 1.93 nights in 2022, and booking cancellations decreased by 17% compared to 2021 (McCabe, 2023).
Mercure Bucharest Unirii is experiencing a low number of guests, mainly because of the lower presence within the online environment of the hotel, and also because there is not a sufficient connection between the customers and the hotel website, to guide them in order to make a reservation. The hotel management has discovered that the website traffic dropped significantly in the past 2 years, going hand in hand with a decrease in the guests number as well. 
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Fig 1: Website traffic measured for Mercure Bucharest Unirii 2019 – 2022 and Apr-May 2023 (Source: Kemp, 2022)

Atherton (2020) defines social media campaigns as coordinated efforts to promote a product, service, or brand through 'SMART' goals, supported by computer-based technology that enables sharing of opinions and information among virtual networks.
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The PESTEL analysis of the hospitality industry' examines macro factors affecting the global industry, including accommodation, food and beverage, travel and tourism, and entertainment, across various business categories (Roy & Chowdhury, 2021).
The external factors that are contributing and influence the hospitality industry, and also may affect Mercure Bucharest Unirii in relation with its issue, can be named the following:

Table number 1: PESTLE analysis

	POLITICAL
	Many political factors, such as Brexit for example, for UK, it is an important factor to be considered by all the businesses within UK.
All the political instability can negatively impact the hospitality industry, affecting people's willingness to dine out, engage in leisure activities, and make staycations. However, the industry has a history of swift recovery from such instabilities, as seen in numerous global countries.
Here, the social media impact can be easily influenced by the political factors also. For Mercure Bucharest Unirii, the taxes and the political restrictions that are being applied by the Romanian Government, can close the gap for the hotel, if they might want to change something within their online visibility.

	ECONOMIC
	Romania's services sector, accounting for 58.2% of GDP and employing 49% of the workforce, is the main economic sector. Tourism, which reached an all-time high of 13.26 million in 2019, accounted for 3.69% of GDP in 2020, but experienced a 52.3% decrease due to COVID-19 restrictions (Romania hospitality industry - growth, trends, COVID-19 impact, and forecasts (2021 - 2026) 2023). 

	SOCIAL
	Consumer preferences are rapidly changing, with fast food culture attracting businesses like McDonalds, Burger King, KFC, and Subway to developing countries. Private accommodation preferences have also led to opportunities for companies like Airbnb. However, social factors like negative perceptions and short-term employment create skill shortages and high labour turnover in the hospitality industry, particularly for fast food restaurants. This has led to a shortage of skilled workers and a need for better recruitment strategies.
These factors are the most important ones to be taken into account by the Mercure Bucharest Unirii hotel, as the consumer preferences are rapidly changing and the hotel industry must keep up with them.

	TECHNOLOGICAL
	Technology has significantly impacted the hospitality industry, enabling customers to book holidays and restaurant tables online through apps like Uber Eats, Just Eat, and Hungry House. Hotels are also using information technology to streamline processes, reduce costs, and improve customer service by freeing up staff for personalized experiences. Mobile apps are also becoming increasingly important, allowing customers to access stay information and make bookings on the go, making room bookings and food ordering more convenient and increasing customer satisfaction. However, data management and security remain significant tech challenges in the hospitality industry. Overall, technology plays a crucial role in the industry's development.
For Mercure Bucharest Unirii, technological factors are playing a crucial role in its presence within online, and because of these factors, the hotel is now facing a lower number of tourists.
These factors must be analysed and discussed and some corrective actions must be applied in order to increase the presence of the hotel within the online environment and most of it, within social media.

	LEGAL
	The PESTEL analysis of the hospitality industry focuses on the legal environment, highlighting the diverse regulatory requirements for hotels, restaurants, and amusement parks. Food hygiene standards vary across countries, with the UK, EU, USA, Singapore, Australia, and Japan having some of the world's toughest food safety laws. The Romania laws can sometimes stay in front of the hotel industry, and this is why many of the hotels are closing their business due to some laws that are not being open to changes (Chivu, 2013).

	ENVIRONMENTAL
	The hospitality industry faces significant environmental challenges due to its massive water, lighting, and fuel needs, as well as waste from various items like food, paper, furniture, and appliances. Pressure groups, environmentalists, and governments are pushing hospitality organizations to prioritize sustainability in their corporate agenda.
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Romania's tourism industry is outdated and uncompetitive, with outdated accommodation capacities and leisure offerings. The value for money is unconvincing to tourism demand representatives, leading to a decrease in foreign tourist demand over the past 25 years. To compete on the international tourist market, Romania needs to modernize and revive its local tourism industry, creating modern and competitive tourism products. This development can be influenced by national policies and other economic sectors, such as transport infrastructure, environmental protection, educational programs, land use planning, and regional plans.
The hospitality industry faces intense competition, with some companies succeeding while others fail. As a result, companies need to adopt new tourism policies to maintain their competitive position (Adamou A, 2010). Strategic decisions are based on analysing a company's action environment, competitiveness, and ability to adapt to external and internal challenges. A common method for diagnosing a company's business is the SWOT analysis. This analysis helps diagnose the company's past and present status, as well as its functional areas. Formulating a business strategy requires presenting both strengths and weaknesses, as well as analysing the region's resources and external circumstances that may affect the achievement of objectives. SWOT analysis is a crucial first step in strategic management.
The SWOT analysis is a crucial initial step in strategic management, enabling a diagnosis of a company's past and present status, strengths and weaknesses, and the region's resources and external circumstances that may impact its objectives, in order to formulate a business strategy.
The SWOT analysis upon Mercure Bucharest Unirii is meant to show the positive aspects of the hotel, not only the weaknesses or the threats. In the below table, this analysis will be presented.







Table number 2 SWOT analysis 

	STRENGTHS
	Hotels offer a home-like environment, making them an integral part of the tourism industry. From basic to luxury offerings, hotels cater to various consumer needs, ensuring a comfortable and enjoyable stay.
The hotel is paying high tax rates, so it is a high contributor to the Romanian economy.
The hotel is offering high luxurious services.
The hotel is located in a central area in Bucharest.
The hotel has many employees, so it is a pool for employees.

	WEAKNESSES
	A weakness of the hotel is the seasonality of the guests.
Another weakness is the fact that other industries are affecting it.
Corruption practices
Demographic crisis
Ageing population


	OPPORTUNITIES
	Dynamic prices strategy can be an opportunity for the hotel.
New target market groups.
Some strategic collaborations can be another opportunity for the hotel.
The hotel can be creative and have some unique offers.
The hotel can adapt itself to the newest technology.
The hotel can absorb some European funds

	THREATS
	The hotel has lost its clients mainly because of the other online rental companies such as Airbnb. 
Another threat for the hotel can be also the political instability.
Recession and weather can also be some threats, important, for the hotel.
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The TOWS Matrix, published in 1982 (Weihrich, 1982), is a tool for situational analysis that works best when conducted with a diverse group of employees. It should be reviewed alongside your strategy at least quarterly, as it assesses the relationship between internal and external aspects of your business. If you have updated your SWOT framework, it's advisable to update TOWS at the same time.

Table number 3 TOWS analysis

	INTERNAL FACTORS


EXTERNAL FACTORS
	STRENGTHS (S)
· Hotel facilities can be named as strengths
· Hotel market image is an important strength
· Strategic central location

	WEAKNESSES (W)
· Low occupancy, low number of guests
· The staff is lacking some essential trainings 
· Low technology usage within the hotel

	OPPORTUNITY (O)
· The hotel can benefit from the increasing number of tourists
· the hotel can use the technology to increase its revenue
	(SO)
The hotel must have qualified staff, so they must train their staff
Marketing must be improved by expansion 

	(WO)
Marketing strategy has to be improved by having a better promotion, an effective one and efficient
The hotel should use technology to improve its presence within online environment

	THREAT (T)
· the competition in Romania within the hospitality industry is increasing yearly
· technology investment and its cost
	(ST)
To be able to face the competition, the hotel must keep delivering quality products and services, to make sure the competitors are offering lower quality
Online promotion must be delivered in an extensive manner
	(WT)
The segmentation of the market should be tackled
The hotel should came with new improvements and creativity ways with the help of which to increase the guests number
The occupancy rate can be increased through online presence, online promotion and advertising, and a bigger presence within social media channels. 
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In the hospitality industry, a strong online presence is crucial for occupancy and revenue growth. Social media has evolved from a casual interaction platform to a game-changer, enhancing brand visibility, direct bookings, and brand awareness. A recent study by Arrivia found that 60% of Gen Z and 40% of millennials use social media for travel planning, highlighting the importance of a strong online presence in the digital era (Ong, 2022).
Social media managers are responsible for managing an organization's social media accounts, such as Facebook, Twitter, YouTube, Instagram, and Snapchat. They create content, monitor activities, moderate conversations, and respond to audience comments  (Hoffman et al, 2010). They also identify social media partners for mutual benefit, pushing marketing messages and creating sustainable relationships with the community. A social media manager must have a degree in traditional marketing but also exhibit creativity, understanding the different types of users and content on different social media platforms. They should develop relevant content, communicate effectively through writing and videos, possess knowledge of search engine optimization, and demonstrate Social Customer Service techniques, including conflict resolution and advocacy  (Reinhold et al., 2012).
After the analysis, the hotel is lacking a social media manager that can take care of this issue, that is having big impact in the occupancy rate of the hotel. 
Mercure Bucharest Unirii must enhance its social media content marketing strategy to attract and entertain guests who are increasingly searching for stunning visuals, stellar reviews, and a sense of connection on their social media feeds. This will help the hotel maintain an engaging presence that attracts and entertains guests, ensuring a seamless journey to the hotel lobby.
Social media platforms not only showcase a hotel's charm but also facilitate two-way communication between the hotel and guests. They dismantle traditional barriers, allowing guests to ask questions, make special requests, and book directly. This interaction allows Mercure Bucharest Unirii to showcase their customer service skills in real-time, enhancing the overall guest experience.
Mercure Bucharest Unirii can use social media as digital billboards to showcase its brand and reach a wider audience. The hotel's Instagram posts, featuring its spa and signature cocktail, showcase unique amenities and local culture. These posts create a captivating narrative that amplifies brand visibility, attracting potential guests with every scroll. This digital showcase is a powerful way for the hotel to reach a wider audience and enhance its brand image.
Mercure Bucharest Unirii utilizes a compelling social media strategy to showcase its unique charm, engage in real-time conversations with its audience, and convert potential guests into actual ones in today's digital age.
Some possible scenarios that can be applied to the hotel in terms of increasing its presence within social media and online, to make sure that their occupancy rate is increasing, could be one of the following:
· the hotel can hire an experienced marketing manager
· the hotel can open its collaboration with most top rated influencers on different social media platforms
· the hotel should post video testimonials from its guests
· the hotel can hire a guest to make its story well-known in the online environment, in this manner, the story would be more plausible. 
Hotel can use the ADKAR methodology to identify the best use of its resources and skills to implement the changes that are being drawn from these possible changes within the hotel. The ADKAR model of change management posits that organizational change occurs when individuals change. It addresses the common failures of organizational changes due to employees not understanding the importance of change and leaders lacking the right strategy to engage them. The model provides leaders with the right strategy, employees with the necessary information, and motivation to successfully navigate organizational changes. However, applying the model requires a deeper understanding of each outcome (What is change management? benefits, principles, 2023).
The ADKAR model of change management is composed of five topics: Awareness, Desire, Knowledge, Ability and Reinforcement.
Awareness – in this stage, the hotel management must be sure of the fact that all the changes have been communicated to all the employees. The managers must be clear to the staff and let them know how the changes will impact them and how they will align with the vision of the organisation. The staff must be informed that this change is a mandatory one, that is needed and necessary to be able to increase the occupancy level of the hotel. The managers should also be clear upon how the change will impact the organisation, that it will have positive impacts and financial ones. 
Desire - Desire is the motivation to support and participate in change, influenced by personal choice, the change's nature, the individual's unique situation, and intrinsic motivators. Awareness alone doesn't create desire; if awareness isn't accompanied by desire for change, critical resistance can occur.
Mercure Bucharest Unirii must go hand in hand for these two steps of the ADKAR model, to make sure that they will cover the willing to change alongside with motivation for the employees.
Knowledge - Knowledge encompasses the necessary information, training, and education for change implementation, encompassing behaviours, processes, tools, systems, skills, job roles, and techniques, depending on the complexity and scope of the change. The main change that the hotel will go through, is a change that needs to have some qualified staff. For this, the hotel must plan some specific trainings for its employees, in order to make sure they are covering all the needed requests for their employees to manage correctly this change.
Ability - Ability refers to the demonstrated achievement of change, which should be achievable and measurable. Here, the hotel can think in measuring the success of the change by implementing a system besides the one that they already have to measure the occupancy level, to measure how customer behaviours have been changed, and also to check through a small questionnaire if the guests came to the hotel from the online environment. This measure, has to be calculated and improved in case there are any flaws.
Reinforcement - Reinforcement is a process that strengthens and prolongs change for individuals or organizations, often through recognition, rewards, or celebrations. It ensures ongoing success and increases the capacity for subsequent changes, making it a crucial component of the change process. The hotel must implement a system of reward and recognition to the staff, that is focused on recognising the support through the change. In this manner, the staff will feel motivated to embrace the change and also support it. 
Because these changes can include the staff also, as they will have to be trained in order to be able to have a proper set of skills that will bring them closer to know their customer behaviours and needs. 
The hospitality industry is constantly evolving, facing rapid changes and uncertainty. Change management is a method to manage organizational changes applied to staff and property, allowing them to adapt and achieve desired objectives. It aims to help staff, management, and other parties accept and embrace change within their work environment.
To successfully manage change, focus on the benefits it can bring, rather than fears and potential losses. Remember that strength lies in numbers, as all staff are involved in the process. Prioritize active listening and reassure those affected by the difficult situation. Help them see change as an opportunity to innovate and provide a memorable stay, allowing the hotel to innovate and offer a new experience to its guests.
Effective change management necessitates leadership skills and a clear understanding of key elements. The hotel must clearly identify desired results, the proposed solution, and impact measurement methods. These details aid the general manager and staff in comprehending the necessary changes and their implications.
The main challenge in making changes is not getting everyone's support. Hotel managers must invest time upfront to ensure team buy-in, model desired behaviour, and identify resistance. They should also take time to bring in resistant staff members to ensure successful implementation.
Leadership training, employee support, team-building and coaching are all effective skills at this point. In the hotel case, the manager, the leader is the one that is managing the change and will have to explain to the entire staff the changes, their positive aspects and what will be for them from now on. The manager should emphasise the positive aspects of these changes, he should address all the queries from all the employees, and he should encourage the staff to speak out their opinions.
The hotel must keep its employees up to date with the changes, therefore, as fast as they identified a possible candidate as an experienced marketing manager, they should inform all the employees and to make sure that this wont influence more than was already communicated to them. 
The staff has to be informed about all the trainings that they will have to attend, and how this will positively impact their work. The hotel must underline that all these changes are being set to make sure that the occupancy level of the hotel will be increased due to this relationship between the high presence within the online environment and mostly within social media platforms, and therefore, the staff will remain employed and the guests will keep on showing. 
The main costs for the hotel, could be the following:
· £8,000 – marketing manager salary
· £1,500 – media influencer
· £2,500 – staff training
As can be seen, the minimum costs for the hotel could be around £12,000 but can bring a beautiful outcome. It is expected that the online traffic to increase with more than 75%, also going to bring extra 25% of guests, at least. These figures are positive, and the investment versus the output, should be encouraging for the hotel to accept the change.
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The hotel must follow some actions in order for the initial plan to work. The actions stated below must be followed and also fulfilled. The action is strictly referring to the initial issue discussed within the report: low occupancy level, due to poor online presence and also poor presence within social media. 

	
	PROBLEM
	SOLUTION
	DESIRED OUTCOME
	TIMEFRAME
	COMPLETION DATE
	BUDGET

	1
	LOW OCCUPANCY LEVEL
	TO INCREASE ONLINE PRESENCE THROUGH DIFFERENT ACTIONS WITHIN MARKETING DEPARTMENT
	OCCUPANCY LEVEL INCREASING BY AT LEAST 25%
	3-6 MONTHS
	01/03/2024
	£12,000

	1.1
	NO QUALIFIED MARKETING MANAGER
	TO HIRE A MARKETING MANAGER TO MAKE SURE ALL THE ACTIONS ARE BEING FULFILED AND SUPERVISED
	INCREASE THE ONLINE TRAFFIC BY AT LEAST 75%
	3-6 MONTHS
	01/03/2024
	£8,000

	1.2
	NO QUALIFIED STAFF
	TO PLAN TRAININGS FOR THE INVOLVED PERSONNEL
	INCREASE THE ONLINE TRAFFIC BY AT LEAST 75%
	3-6 MONTHS
	01/03/2024
	£2,500

	1.3
	NO INFLUENCER PRESENCE TO SUPPORT THE HOTEL WITHIN SOCIAL MEDIA
	TO CONTRACT AN INFLUENCER THAT CAN INCREASE THE SOCIAL MEDIA TRAFFIC
	INCREASE THE ONLINE TRAFFIC BY AT LEAST 75%
	3-6 MONTHS
	01/03/2024
	£1,500


All the issues stated in the above table, come from an initial one, the one that the hotel has a poor online traffic and that they are struggling with a low occupancy level within the hotel mainly because the hotel is not that active on social media. It has been discussed that social media presence and the occupancy level for hospitality industry are very well connected (Walsh, 2010). The hotel industry is embracing social media strategies for marketing, with platforms like Facebook and Twitter growing daily. However, challenges include engaging consumers and guiding them towards becoming guests or sharing experiences within their virtual network. As search engines control website traffic, businesses that have jumped on social media earlier have seen the pay off as they establish relationships and viral networks, benefiting from the increasing hype surrounding these strategies (Walsh, 2010).
Social media has become a crucial tool for businesses to stay in touch with their customers and maintain long-term relationships. Its personal and interactive nature allows companies to engage with their customers, leading to increased customer support. In times of crisis, social media can act as a catalyst to extend services and reverse negative feelings.
Reputation management is a critical aspect of online activity for organizations with a large user base, especially their customers. While some companies may project themselves in a specific way, others embrace a more open approach. Deloitte's report 'Hospitality 2023' highlights the growing importance of social media and new technology trends in the hospitality industry. With millions of consumers worldwide having internet access, this number is expected to increase by 50% in 2023 (Deloitte, 2022). 
However, the growth of social media can also be both positive and negative for hotel operators. Jeremy Wagstaff, a technology commentator, suggests that tweeting about negative experiences can be an effective way to get satisfactory service. In the leisure industry, social media can potentially be a disaster for a brand (Wagstaff, 2010).
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Social media managers are essential employees who manage an organization's social media accounts, such as Facebook, Twitter, YouTube, Instagram, and Snapchat. They develop content, monitor activities, moderate conversations, and respond to audience comments. They also identify social media partners for mutual benefit, pushing marketing messages and creating sustainable relationships with the community  (Hoffman et al, 2010). A social media manager must have a degree in traditional marketing but exhibit creativity, understanding different social media platforms and content types. They should develop relevant content, communicate effectively through writing and videos, possess knowledge of search engine optimization, and demonstrate Social Customer Service techniques, including conflict resolution and advocacy (Reinhold et al., 2012).
Mercure Bucharest Unirii, a competitive hotel in Bucharest, offers a wide range of services that meet or exceed customer expectations. To expand its customer base, the hotel should target youthful customers and utilize online platforms. The current social media presence is low compared to other businesses in the industry, but effective social media utilization can draw attention to the company's website and convert fans into customers. Therefore, Mercure Bucharest Unirii should hire a social media manager to promote its services on various social media platforms.
The hospitality industry has been a leader in understanding the value of websites and search engine optimization (SEO), leading to a resurgence of social media use. Initially, hotel websites were seen as brochures online. However, social media's potential in the industry is still being explored. It plays a crucial role in real-time search algorithms, creating connections between companies and customers, leading to purchase intensity trends. Guests can become ambassadors and a volunteer marketing army. To stay ahead, hotels must integrate social media into their overall marketing plan. If budget and resources become limited, effective monitoring of the social media domain is necessary. Hoteliers should invest in this emerging media as the future of internet marketing (Aggarwal, 2010).
For Mercure Bucharest Unirii would be an important step for their business to be able to increase their online presence in order to increase their occupancy level. This could mean an increase in their revenue as well which is the most important aspect of the business.
In today's digital age, social media is not just used to attract customers but also for customers to locate sources and make decisions. Social media serves as a form of "social validation," and when customers lack sufficient information, they may rely on external sources like friends, family, or parties. Mercure Bucharest Unirii should take advantage of all these solutions related to online presence or social media presence and invest in this aspect and enable its growth within online environment. There has been seen that the online presence is a powerful topic and a powerful marketing tool (Walsh, 2010).
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