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Executive Summary

[bookmark: _Int_b9Ji7u7l]The hospitality industry is rapidly evolving due to technological innovations, changing consumer preferences, and new travel trends. As part of my Master's Programme, I conducted a practical marketing experiment by creating and implementing a digital marketing campaign for a fictional eco-friendly boutique hotel, EcoHaven, targeting millennial and Gen Z travellers.
The six-week "Discover Your Green Paradise" campaign featured immersive VR tours, influencer partnerships, and user-generated content (UGC) to boost brand awareness and direct bookings. Collaborations with micro-influencers and a dynamic UGC promotion increased engagement and authenticity. The campaign aimed for specific measurable outcomes: a 50% increase in web traffic, a 30% rise in social media followers, and a 125% boost in direct bookings compared to the previous year.
This experiment underscores key trends in hospitality marketing, such as experiential marketing, sustainability, and influencer-driven promotion. The insights gained will inform future marketing strategies in the hospitality industry, bridging the gap between theoretical learning and practical application.
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1.0 [bookmark: _heading=h.30j0zll][bookmark: _Toc1881099357] Introduction
[bookmark: _Int_2VUBKYCM]The overall scenario of marketing in the hospitality industry is fast changing due to technological innovations, altering consumer preferences, and shifting travel trends across the globe. As a Master's student in hospitality management, I have opted to consider these changes through a functional marketing campaign. Using this approach, I can get practical experience in applying the theoretical concepts learned to a sustainable business environment that can provide insights into the challenges and issues hospitality marketers face in the current business world. In this task, I have created and more importantly, implemented a mini marketing communication campaign for a made-up boutique hotel that targets to attract more young travellers today, particularly the millennials and Gen Z travellers. This experiment offers a live display of today's marketing tactics and allows one to study new phenomena and their further influence on marketing effectively.
Through this process, I will gain insight into how hospitality businesses can change their marketing strategies to remain competitive. My campaign utilizes aspects of digital marketing such as virtual reality, working with influencers, and user-generated content initiatives. Because of this campaign’s theoretical preparation and planning, I will be able to close the gap between coursework education and the real life of hospitality marketing. This learning-through-practice approach will not only be beneficial for my future career in the hospitality industry but will also help to identify the modern strategies that can be used to attract new generation travellers. As we look at the specifics of this marketing experiment, we will explore how these strategies align with broader industry trends and what they suggest for the future of hospitality marketing.








2.0 [bookmark: _heading=h.1fob9te][bookmark: _Toc1525614968] Main Findings

2.1 Personal Engagement: Mini Marketing Campaign
[bookmark: _Int_K3OEQyJy]As for this experiment, I created an elaborate digital marketing plan for a hypothetical eco-friendly boutique hotel called EcoHaven, situated in the heart of Costa Rica, a country famous for its verdant rainforests. This campaign's main goal was to achieve a much higher brand awareness and direct booking across key demographics of global sustainable travellers among the millennials and Gen Z customers from North America and Europe. Labelled "Discover Your Green Paradise," the campaign was carefully conceived to last six weeks to offer a comprehensive campaign approach that combines all the elements to create a unified and persuasive marketing narrative. As part of this campaign, a series of immersive, 360-degree virtual tours were produced highlighting the hotel sustainable features and natural beaty of its surrounding environment. All these virtual experiences were featured on the hotel’s website and were advertised using social media reach on platforms like Instagram and Facebook so that those who wished to visit EcoHaven could do so from wherever they were in the world.
To increase coverage and bring real people into our promotional campaigns, we developed partnerships with five particularly chosen micro-influencers in the context of sustainable tourism and health improvement. These influencers were invited to live in the actual hotel for about a week and were expected to produce interesting and appealing content that would promote such aspects of the EcoHaven Hotel as sustainable tourism, cultural programs of the region, and health and beauty treatments. To keep the message consistent across all the social platforms, we insisted on the use of a branded hashtag #EcoHavenEscape to funnel the potential guests to the campaign and keep track of the experience. This collaboration was not only aimed at bringing attention to the presence of EcoHaven among the followers of these influencers but also at receiving more genuine recommendations for trying out the services offered by EcoHaven based on the interpersonal trust between influencers and their followers.
To involve our customers and generate content, we launched a dynamic UGC promotion where past customers of EcoHaven were invited to share their favourite moments staying at our resort on their social media. In addition to increasing engagement and response rates, offering participants the opportunity to win a free stay at the hotel was a valuable incentive, as it helped us gather numerous genuine reviews and pictures from real guests. This user-generated content served multiple purposes: It served as a signal to potential new arrivals, expanded the material with more diverse, relatable, and genuine visuals, and promoted togetherness among past and future EcoHaven visitors. For direct bookings and to increase the customers' perceived value, we created the "Green Getaway Special" offer, accessible only on the hotel's website, which includes eco-tours and sustainable dining options with the accommodation.
We defined some objectives for the campaign that could be viewed as key performance indicators that would indicate the campaign's success. Specific goals set for the current period were to achieve fifty per cent higher web traffic, to reach a thirty percent increase in followers across all social media platforms, and to reach one hundred twenty-five per cent higher direct booking compared to the same six weeks of the prior year. Further, we encourage goal setting such as getting more than 500 pieces of user-generated content from our UGC campaign and having at least a 5% engagement rate on the influencer collaborations. These were selected to give detailed insights into the success of the entire campaign on different digital platforms, helping us determine not only short-term benefits in bookings but also long-term effects on brand reputation and client interactions. These goals included Specific measurable objectives that were intended to establish an analytical basis for assessing the effectiveness of the project’s multi-faceted strategy and determining how EcoHaven could improve its digital marketing efforts in the future.

2.2 Emerging Trends and Their Impacts
[bookmark: _Int_Nym2NMnX]EcoHaven’s marketing campaign exemplifies several trends currently shaping companies' marketing goals within the hospitality industry. The first prominent trend is the shift towards integrating experiential marketing and virtual reality (VR) solutions (Bettencourt and Mood Media, 2023). Through developing the EcoHaven 360 tours, we addressed the increase in the 'try before you buy' concept and the demands for consumers that are forced due to the COVID-19 travel limitations. Today, more and more hospitality brands are adopting VR and augmented reality (AR) technologies to market their properties and locations. Such a tactic not only facilitates the targeting of IT-savvy Millennials and Generation Z tourists but also effectively communicates key selling propositions of a property such as being an ‘EcoHaven' with environmentally friendly facilities and scenic landscapes. This trend is not only limited to marketing itself, but it can potentially affect the design of hotels and their services to stage the experience in a way that is more appealing to share on social media and fits well within virtual settings.
The second future trend visible in our campaign is the increasing concern for sustainability and environmental responsibility in tourism (Conte, 2021). We followed the contemporary trend towards sustainable tourism by presenting EcoHaven as an eco-friendly resort and emphasizing its environmentally friendly policies. This trend is especially apparent among the younger generation of travellers willing to sacrifice the convenience of accommodation's geographical location in favour of environmental friendliness (Manuel Alector Ribeiro et al., 2023). The consequences of this trend are evident throughout the hotel, from the management to the physical layout, the advertising and promotion, and even to the affiliations and collaborations. Hotels are adopting innovative technologies for sustainable practices, managing waste, and working with locals to provide real experiences (McKinsey & Company, 2023). From a marketing standpoint, this calls for a change of tone in the communication campaign where sustainability efforts are highlighted, and guests are informed of the benefits of their tourism choices. The effectiveness of such measures can translate into improved customer retention and recommendations, as eco-tourism consumers – who are decidedly a niche market – are inclined to discuss their experiences with others in the same category.
The other relevant trend integrated into our campaign is the shift towards influencer marketing and user-generated content in the hospitality industry (socialhospitality, 2024). We tapped into the incredibly persuasive kind of word-of-mouth marketing by working with micro-influencers and promoting user-generated content in our #EcoHavenEscape campaign. This trend correlates with the transition from conventional advertising to word-of-mouth sharing and real traveller's posts on social media. The role of influencer marketing in hospitality is profound as many travellers increasingly rely on social media influencers as their guides and inspiration. This trend means additional positions within the hotel marketing departments, like influencer relationship managers or content curators. It has also created more fluidity in brand communication as hotels are obliged to exercise control over their brand presence while at the same time, allowing the influencers to express themselves. On the other hand, the focus on user content has impacted the nature of the conversation between hotels and customers and has created a more engaging, community-oriented approach to marketing. This approach serves the dual purpose of offering hotels a pool of high-quality, real content for their promotional campaigns, as well as aiding the process of establishing credibility with prospective guests.

2.3 Case Study Analysis: Marriott International
To continue understanding how these emerging trends are being implemented in the real world, it is necessary to discuss the successful implementation of Marriott International, one of the largest hotel companies in the world. Marriott Inc. has demonstrated great flexibility in the fluctuations of the market environment and novel techniques in marketing accommodation. Among the successful initiatives Marriott has implemented are experiential marketing and virtual reality promotion. In 2017, Marriott introduced a creative concept called "VRoom Service" that lets guests in certain hotels order VR experiences in their rooms. This approach not only positively affected the guests' experience but also advertised Marriott as a company that is adapting to and embracing technological advances. Following this success, Marriott has remained committed to enhancing immersion technologies, including 360-degree video visits of properties and tourist attractions (Bybee, 2021; Staff, 2015). These efforts helped Marriott target the younger tech-savvy generation of travellers, giving it a competitive advantage in marketing its numerous lodging offerings. However, Marriott can do better to extend these virtual experiences across all its brands and ensure that even the lower-range brands can take advantage of this innovative marketing strategy.
Concerning sustainability, Marriott has come a long way in adapting to the rising market trend in sustainable travel. To ensure its sustainability goals, the company has a vision of cutting water intensity by 15%, carbon intensity by 30%, waste to landfill by 45% and food waste by 50% by 2025 (Marriott International, Inc., 2016; Marriott International, Inc., 2024c). Marriott has also launched initiatives like "Serve 360: Doing Good in Every Direction,” which is based on sustainability social responsibility impact, and community engagement (Marriott International, Inc., 2023). From a marketing perspective, the company has well-publicized these efforts through its official website, social media platforms and in association with environmental nonprofit organizations (Marriott International, Inc., 2017; Marriott International, Inc., 2024a; Marriott International, Inc., 2024b). This has been useful in making Marriott a preferred company by embracing sustainability and enhancing brand image improvement. One area of difficulty that Marriott has is the maintenance of consistent sustainability standards across all its numerous hotels around the world some of which are operated independently while others are franchises.
Marriott also leverages influencer marketing and user-generated content, in which it has its achievements and challenges (Albee, 2015; Insights, 2016; Social Tables, 2020). Regarding marketing communication, the company has been using their loyalty program dubbed Marriott Bonvoy to engage their clients and build a community of enthusiasts who are encouraged to share content on social media (Shorty Awards LLC, 2024). Marriott has also invited influencers to travel in different campaigns including the "Golden Rule" campaign which entails sharing good experiences (Sullivan, 2017). Social media marketing has also assisted Marriott in posting more relevant and relatable content targeting young tourists. However, one aspect that Marriott could work on is a strategy regarding micro-influencers. As the company has partnered with Influencers such as Kim Kardashian, there may be potential for partnering with micro-influencers in niche destinations that will give a more credible representation of specific properties or destinations.

2.4 Personal Reflection and Application
[bookmark: _Int_V8jZKH8C]This marketing experiment and the trend analysis have had a tremendous impact on me as a Master's student in hospitality management and thinking about the future of marketing in the hospitality industry. The dynamic technological environment and shifts in customer demands are essential for hospitality specialized personnel to be flexible, creative, and informed about technological advances. Considering the success of the virtual tour component in the EcoHaven campaign, immersive technologies are playing an increasingly significant role in hospitality marketing. While moving forward within my chosen career path, I believe the ability to design and implement virtual and augmented reality solutions would be beneficial. This could mean covering promotional apps and improving the visitor experience with AR-based property tours or multi-media room facilities. The experiment has also cemented the centrality of data in contemporary marketing approaches. Analysing the levels of engagement, conversion rates, and return on investment with the various elements of the campaigns will be helpful in the future professional experience.
By basing our campaign on sustainability and observing its importance as a current trend in the industry, I have become more motivated to integrate sustainable elements into my future projects in the hospitality industry. As more consumers become aware of environmental issues the capability to create and offer authentic sustainable hospitality products would be a competitive advantage. It will also help shape my business's product design, operations, and marketing efforts in future positions. My goal would be to deepen my understanding of sustainable hospitality and find out how to reach out best to eco-aware guests. The experiment also emphasized the consistency of the marketing messages with the actual experiences during its on-site visits. When advancing my career in the hospitality industry, it will be essential to guarantee that all claims made in a marketing campaign will be delivered to the company, especially regarding sustainability.
The influencer marketing and the user-generated content dimensions of our campaign have highlighted changes in trust and authenticity in hospitality promotion. As I progress in my career, I will be able to foster true partnerships with influencers and guests to establish a proper brand around the companies. It could be designing newer and interesting loyalty initiatives that include user posting or creating fresh concepts that prompt guests to share their experiences. The experiment also highlighted the importance of flexibility and quick reflexes in engaging in social media marketing, which is particularly important in practice. Also, micro-influencer collaborations have yielded promising results, emphasising the effectiveness of specialized, targeted campaigns. In future roles, I aim to consider how to segment audiences even more and adjust marketing messages to appeal to specific traveller archetypes, using metrics to improve these strategies constantly.




[bookmark: _heading=h.3znysh7][bookmark: _Toc17056117]3.0 Conclusion 

[bookmark: _Int_YM0c3vEw]This marketing experience and study of new dimensions have unfolded a lot of information regarding the future of hospitality marketing. Throughout my Master's program, I have learned about the challenges and possibilities arising from modern technologies, shifting customer demand, and increasing focus on environmentally friendly business in the tourism sector. Examples of such technology include the success of the virtual tour for EcoHaven to show how people can use virtual technology to get closer to real experiences. This trend, combined with the rising popularity of slow travel and young people’s desire to travel with purpose, indicates that in the future, hospitality promotional strategies will have to focus more on the concept of experience, honesty, and values. The reliance on influencer partnerships and user-generated content in our campaign demonstrates how the modern consumer expects and values the word of influencers over traditional distinct travel companies.
The case of Marriott International further elaborates these trends on a more significant scale while depicting the outcomes experienced by conventional hospitality brands as they strive to follow the current marketing trends. Examples of Marriott's successes, such as virtual reality marketing and sustainability initiatives, are exciting and informative. However, Marriott's struggles to maintain effective strategy execution across its numerous properties are very real and relevant to current hospitality management challenges. It can also be quickly deemed that successful strategies in the future will hinge on a delicate balance between innovation, authenticity, and operations. As for future trends, hospitality marketers are going to face a tough challenge and are going to have to step up their game and become much more technological and visual for the new generation of tourists. There will be no specific boundaries between marketing efforts, technological advancements, and guest satisfaction that managers must consider.




4.0 [bookmark: _heading=h.2et92p0][bookmark: _Toc1810906171] Recommendations

Based on the insights gained from this experiment and analysis, I would like to offer several recommendations for hospitality businesses of varying scales:
Regarding small, independent facilities such as the EcoHaven. I recommend focusing on creating unique, shareable experiences that align with the values of their target audience. This could include involving local artisans or conservation organizations to design unique and sustainable activities that guests cannot get in other places (Hotelchamp Team, 2023). User-generated content and micro-influencer collaborations could be especially valuable for these properties, as many do not have the marketing resources of a full-service chain but can provide a unique local-ness that may be attractive to consumers (MORRIS, 2024). The quality of virtual tours and immersive content is also essential; these smaller properties can attract clients worldwide for little cost.
I also recommend a mid-sized, overarching sustainability plan for hotel groups of all sizes to provide consistency while giving room for adaptation for various locations. This could entail developing key performance indicators such as sustainability index for each property which would be helpful in marketing and driving improvement (SiteMinder, 2024). Such groups also should create a single resource centre that collects user-generated content and influencer cooperation from various divisions to help potentially interested clients navigate their companies better. Further, it is high time these groups deployed effective customer data platforms that would make it easier for them to offer personalized deals as well as experiences that suit the needs of each guest (Stephens, 2023).
In the case of large international brands such as Marriott, hotel chains must continue to innovate in customer rewards and loyalty with reference to gamification and social activity elements (Guest Contributor, 2024). These chains should also invest in creating their own internal AR and VR solutions that can be used throughout their properties to create a uniform digital environment tailored to the guests (Sahota, 2024). Because of their size, these chains are positioned to drive change throughout the industry regarding sustainability. I suggest collaborating with international environmental agencies and using their vast database to compile thorough reports on the impact, initiating a new wave of transparent sustainability in the hospitality industry.
At all the levels of the strategy, I recommend focusing on staff development to ensure that first-line workers are ready to meet customer expectations after being sold on the marketing messages, especially in relation to sustainability and personalization (CBRE, 2022; COTHM Dubai, 2023). Moreover, the hospitality business must prioritise creating a practical digital roadmap that encompasses the web design strategy, social media activity, and mobile application capabilities to deliver a fluid online/offline guest experience (Hollander, 2024b). Lastly, I recommend discussing opportunities to work with high-tech vendors to start testing advanced technologies such as AI in customer care or blockchain in seamless booking. Through effective implementation and adoption of these digitization trends, hospitality companies can not only advance their marketing strategies but also optimize their productivity and customer satisfaction (Hollander, 2024a).
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