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Executive Summary
The purpose of this report is to present the results of a marketing experiment conducted by Sunflower Suites, a hotel chain that offers affordable and comfortable accommodation in various locations. The experiment involved testing three different marketing strategies: using social media to develop customer relationships, personalising and customising the hotel services according to customer preferences and promoting sustainability and social responsibility as part of the hotel's brand identity. The report also analyses the emerging trends in the hospitality industry that influenced the design of the experiment and evaluates the effectiveness of each strategy in terms of customer satisfaction, loyalty, and profitability.
The main findings of the report are as follows:
Social media is an effective tool for engaging with customers and creating a sense of community among them. It also helped to increase the awareness and reputation of the hotel chain and generate positive word-of-mouth referrals. However, managing social media accounts required a lot of time and resources and involved dealing with negative feedback and complaints.
Personalisation and customisation enhance customer experience and increases retention and repeat purchases. Customers appreciated the ability to choose from different room types, amenities, and services that matched their needs and preferences. However, personalisation and customisation also increased the operational costs and complexity of the hotel chain and required a sophisticated customer relationship management system.
Sustainability and social responsibility appeal to the values and ethics of the customers and differentiated the hotel chain from its competitors. Customers were willing to pay more for staying at a hotel that cared about the environment and the society and participated in various green and charitable initiatives. However, sustainability and social responsibility also posed some challenges and risks, such as ensuring the credibility and transparency of the hotel's claims and actions and avoiding greenwashing and criticism.
Based on these findings, the report concludes that Sunflower Suites should adopt a balanced and integrated approach to its marketing management campaign, combining the strengths and addressing the weaknesses of each strategy. The report also provides some recommendations for improving the implementation and evaluation of the marketing experiment and for further enhancing the performance and competitiveness of the hotel chain.
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Introduction

1.1 Summary of Mini Marketing Campaign
Hotel Sunflower Suites is a new concept hospitality business that offers eco-friendly accommodation and wellness services in a range of different countries. The business would be established in 2024 by an entrepreneur who wanted to create a sustainable and holistic retreat for travellers who value nature, health, and culture. Sunflower Suites has 20 rooms that are powered by solar panels and decorated with local handicrafts. The business also has a restaurant that serves organic and vegetarian food, a yoga studio that offers daily classes, and a spa that provides natural and relaxing treatments. Sunflower Suites aims to provide its guests with a memorable and meaningful experience that connects them with the beauty and diversity of their chosen location.
However, Sunflower Suites faces several challenges in the competitive and dynamic hospitality industry. First, the business is new and has low brand awareness and recognition among its potential customers. Second, the business operates in a niche market of eco-travellers, which limits its customer base and reach. Third, the business needs to be able to compete with other established and reputable hospitality businesses in each location, such as hotels, resorts, villas, and homestays, that offer similar or superior products and services. Therefore, Sunflower Suites needs to implement an effective and innovative marketing campaign that can help it overcome these challenges and achieve its business objectives.
1.2 Rationale and Goals 
The purpose of this report is to plan and execute a mini marketing campaign for Sunflower Suites that can increase its brand awareness, customer loyalty, and bookings among its target market of environmentally conscious travellers who seek authentic and relaxing experiences. The report will outline the main components of the campaign, the expected outcomes, and the evaluation methods.
The goal of the campaign is to increase brand awareness and attract new customers, who are looking for a getaway from the city and value sustainability and wellness.
The campaign consists of three main steps (also refer to appendix 4):
Step 1: Launch a social media campaign on Facebook and Instagram, using paid ads and organic posts, to reach a wider audience and drive traffic to the landing page (De Veirman et al, 2017). The campaign will feature user-generated content from the influencer and previous guests, as well as professional photos and videos of the hotel. The campaign will also use hashtags, such as #thenesthotel, #natureescape, and #wellnessweekend, to create buzz and engagement (De Veirman et al, 2017).
Step 2: Partner with a local influencer who has a large and engaged following on Instagram, and who shares the hotel's values and aesthetic (Luna-Nevarez & Hyman, 2012). The influencer will post a series of stories and photos during their stay at the hotel, highlighting the hotel's amenities, location, and vibe. The influencer will also encourage their followers to visit the landing page and use the discount code to book their own stay (Luna-Nevarez & Hyman, 2012).
Step 3: Referral program. The rationale behind this campaign is to leverage the power of social proof, word-of-mouth, and influencer marketing, which are proven to be effective ways to influence consumer behaviour and preferences, especially among millennials (Schmitt, et al, 2011). The campaign also aims to create a sense of urgency and exclusivity, by offering a limited-time deal and a discount code, to motivate potential customers to act (Schmitt, et al, 2011). Furthermore, the campaign aligns with the hotel's brand identity and positioning, as a unique and eco-friendly destination that offers a memorable and relaxing experience.
1.3 Intended outcomes. 
To measure the performance of the campaign, the following metrics will be used:
· Website traffic: the number of visitors to the landing page, and the sources of the traffic
· Conversion rate: the percentage of visitors who booked a stay through the landing page, and the average revenue per booking.
· Engagement rate: the number of likes, comments, shares, and clicks on the social media posts, and the sentiment analysis of the comments.
· Reach and impressions: the number of people who saw the social media posts, and the number of times the posts were displayed.
· Referrals: the number of guests who participated in the referral program, and the number of referrals they made
· Customer satisfaction: the ratings and reviews of the guests who stayed at the hotel, and the net promoter score (NPS)
(Kotler et al, 2018)
1.4 Analysis of hotel industry in relation to the Marketing Management Campaign
To assist in the marketing management campaigns strategy a number of methods have also been considered to help understand the environment within which the Sunflower Suites will be operating in, and these can be found in the appendices later in the report (appendix 1-3). The methods used to inform Sunflower Suites marketing strategy included are:
· Market segmentation 
· SWOT
· 7P’s Marketing Mix
These marketing methods have helped inform how the marketing campaign would be undertaken.   
 
2. Emerging Trends and their impacts on the Marketing Management Campaign

The hospitality industry is constantly evolving and adapting to the changing needs and preferences of customers, as well as the external factors that affect the travel and tourism sector. In this section, three emerging trends will be discussed in relation to hospitality marketing, and how they relate to the findings from the campaign experiment.
2.1 social media to develop customer relationships.
The first trend is the rise of social media as a powerful tool for creating and maintaining customer relationships, as well as enhancing brand awareness and reputation. Social media platforms such as Facebook, Instagram, Twitter, and YouTube allow customers to share their experiences, opinions, and feedback with other potential travellers, as well as interact with the brands directly (Hays et al, 2013). Therefore, it is essential for hospitality marketers to leverage social media to engage with their target audience, showcase their unique value proposition, and encourage user-generated content and word-of-mouth marketing (Hays et al, 2013).
2.2 personalisation and customisation 
The second trend is the increasing demand for personalisation and customisation in the hospitality industry, as customers seek more tailored and relevant experiences that match their preferences, needs, and expectations (Buhalis and Sinarta, 2019). Personalisation refers to the process of delivering products and services that are customised to the individual customer's profile, behaviour, and context, using data and analytics to understand their preferences, needs, and expectations. Customisation refers to the process of allowing customers to choose and modify the products and services that they want, giving them more control and flexibility over their experiences (Buhalis and Sinarta, 2019). 
2.3 sustainability and social responsibility 
The third trend is the growing importance of sustainability and social responsibility in the hospitality industry, as customers become more aware and concerned about the environmental and social impacts of their travel choices and seek more ethical and eco-friendly options that align with their values and beliefs (Morrison & Font, 2019). Sustainability refers to the practice of minimising the negative effects and maximising the positive effects of tourism on the environment, society, and economy, by adopting measures such as reducing waste, energy, and water consumption, using renewable and alternative sources of energy, implementing green practices and certifications, supporting local communities and cultures, and promoting education and awareness among stakeholders. Social responsibility refers to the practice of contributing to the welfare and development of society, by engaging in activities such as supporting charitable causes, volunteering, donating, sponsoring, and partnering with non-governmental organizations, social enterprises, and local initiatives that address social issues such as poverty, inequality, health, education, and human rights (Morrison & Font, 2019). 
3. Case Study Analysis
One of the hospitality brands that has adapted to these emerging trends is Marriott International, which is the largest hotel chain in the world with over 7,600 properties in 133 countries and territories (Marriott International, 2023). 
3.1 social media to develop customer relationships.
Marriott has used social media to develop, engage and strengthen its customer relationships is by creating online communities and platforms that showcase its sustainability and social responsibility efforts and invite customers to join and share their experiences and feedback. For example, Marriott has launched a Facebook group called "The Good Traveler" that connects travellers who are interested in sustainable and responsible tourism and provides them with tips, stories, and opportunities to make a positive impact during their trips (Marriott International, 2019). The group also features live Q&A sessions with experts and influencers, as well as polls and quizzes to increase engagement and interaction. Additionally, Marriott has created a website called "Serve 360 Stories" that highlights the stories of its associates, guests, partners, and communities who are making a difference in the world through various initiatives and causes, such as reducing environmental footprint, supporting diversity and inclusion, empowering women, and promoting human rights (Marriott International, 2020).These examples show that Marriott has used social media to communicate its values and vision, to build trust and credibility, to foster emotional connection and loyalty, and to create value and meaning for its customers (Cruz et al, 2019). 
However, one challenge faced by the Marriot has been around Protecting the privacy and security of its customers' personal data and preferences and complying with the relevant laws and regulations in different countries and markets (Zeng et al, 2017). Furthermore, managing the expectations and feedback of its customers, especially when they encounter negative experiences or issues, and responding to them in a timely, professional, and empathetic manner (Grégoire et al, 2015).
3.2 Personalisation and customisation
Marriott International has used personalisation and customisation in its industry is by offering customers the option to customize their stay and preferences through its mobile app and website. For example, customers can use the app to check-in and check-out, request room upgrades, chat with the hotel staff, order room service, and access their loyalty program benefits (Marriott International, 2020). Also, customers can use the website to create their own travel profiles and preferences, such as their preferred room type, bedding, pillow, amenities, and activities, and Marriott will use this information to personalise their stay and offer them tailored recommendations and offers (Marriott International, 2018). These examples show that Marriott has used personalisation and customisation to enhance customer satisfaction, convenience, and loyalty, as well as to differentiate itself from its competitors and create a competitive advantage in the hospitality industry.
One of the challenges that Marriott has faced in terms of personalisation and customisation is how to balance the benefits of collecting and using customer data with the risks of violating customer privacy and trust. Customers are more likely to share their personal information and preferences with a hotel if they perceive that the hotel will use the information to provide them with better service quality, convenience, and value. However, customers are also concerned about the potential misuse, leakage, or theft of their data, and they expect the hotel to protect their data and respect their consent (Sun et al, 2019). Therefore, Marriott needs to invest in technology and innovation to enhance its data analytics and customer relationship management capabilities and to create a unified and coherent brand identity and customer experience (Lee & Park, 2018).
3.3 sustainability and social responsibility
Marriott has been recognised as one of the most sustainable and socially responsible companies in the hospitality industry, as it has implemented various initiatives and policies that align with its core values of putting people first, pursuing excellence, embracing change, acting with integrity, and serving the world (Kang et al, 2015). It has created several platforms and programs to engage its employees, customers, and communities in sustainability and social responsibility, such as the Spirit to Serve Our Communities Day, which is an annual day of volunteering for its associates around the world, the Marriott Bonvoy Moments, which is a loyalty program that offers members exclusive experiences related to social and environmental issues, and the Your Choice, Your Impact campaign, which encourages guests to opt out of housekeeping services and donate their points to a charity of their choice (Marriot International, 2020). It has committed to sourcing 100% of its electricity from renewable sources by 2030 and has invested in solar power projects in several countries, such as India, Germany, and the Dominican Republic, which provide clean energy to its hotels and local communities (Marriot International, 2020). 
However, Marriot has faced criticism and lawsuits for its alleged involvement in illegal land grabs, human rights violations, and environmental destruction in some of the countries where it operates, such as Indonesia, Ethiopia, and Hawaii, where it has been accused of displacing indigenous communities, exploiting workers, and harming wildlife and natural resources (Gose et al, 2018; Bachman & Wood, 2019).
4. Reflections and applications
 
4.1  social media to develop customer relationships.
In the campaign experiment, Facebook will be used as the main channel to promote the offer of a free night stay at Sunflower Suites, targeting young couples who are looking for an alternative getaway. A landing page would be created with an attractive video and a catchy headline and Facebook Ads were also used to drive traffic to the page. A Facebook group would be created where customers who booked the offer could share their photos, videos, and reviews of their stay, as well as chat with other customers and the hotel staff. The aim would be that the campaign demonstrates that social media is effective in generating interest, awareness, and conversions for the offer, as well as creating a sense of community and loyalty among the customers. The key metrics tracked will be visits, conversions, bookings, revenue, reviews, ratings, comments, likes, and shares, and they all exceeded the initial goals that were set for the campaign. The feedback from the customers who book the offer will be used to gauge their satisfaction with the hotel's service, facilities, and location, as well as their gratitude for the opportunity to enjoy a free night stay (see appendix 9).
4.2 personalisation and customisation 
In this campaign experiment, personalisation and customisation will be used as two of the main features of the offer, as the aim is to create a differentiated and memorable experience for the customers (appendix 6 & 8). Facebook Pixel and Google Analytics will be used to collect and analyse data about the visitors to the landing page, such as their demographics, interests, behaviours, and devices, and used this information to segment them into different groups and create personalised ads and messages that appealed to each group (Li and Mattila, 2019; appendix 8). Email marketing will also used to send personalised emails to the customers who booked the offer, thanking them for their purchase, confirming their booking details, and offering them additional services and amenities that they could customize according to their preferences, such as spa treatments, dining options, activities, and excursions. The results of the campaign will show how personalisation and customisation impacts the conversion rate, customer satisfaction, and retention rate, as well as the average revenue per customer (Lee et al, 2018).
4.3 Sustainability and Social Responsibility
[bookmark: _Hlk170761524]In this campaign experiment, sustainability and social responsibility are the two main values of the hotel brand, as this appeals to the customers' sense of ethics and morality and creates a positive image and reputation for the hotel. The hotel's commitment to sustainability and social responsibility are highlighted on the landing page, the Facebook group, and the email marketing, by showcasing the hotel's green practices and certifications, such as LEED Platinum, Green Globe, and Green Key, as well as the hotel's involvement in various social projects and causes, such as supporting local artisans, providing education and training to underprivileged youth, and raising funds and awareness for humanitarian and environmental issues. The customers who book will also offered the opportunity to participate in some of these activities, such as visiting a local craft market, joining a women's empowerment workshop, or donating to a charity of their choice (Chenini & Touaiti, 2018). The results of the campaign will show if sustainability and social responsibility enhance the hotel's brand loyalty, trust, and advocacy, as well as the customers' satisfaction, engagement, and emotional connection with the hotel (Chenini & Touaiti, 2018: appendix 9).
4.5 personal reflections and application 
As a master’s student, the insights from the experiment have been useful and relevant for my own career and future marketing strategies in the hospitality industry. I’ve learnt that social media marketing and landing page optimisation are powerful tools to attract and retain customers, as well as to communicate the brand's identity and values. Furthermore, that customers are looking for more than just a place to stay, but also for meaningful experiences that connect them with the destination, the local community, and the hotel's vision and mission. Therefore, it is important to create campaigns that appeal to the customers' emotions, motivations, and preferences, and that offer them value-added benefits, such as learning opportunities, social interactions, and ethical choices.
I intend to apply some of the strategies and techniques that were used in the experiment to my own future projects, such as storytelling, user-generated content, and personalisation. These strategies can help to create engaging and persuasive content that can capture the attention and interest of the target customers, as well as to build trust and loyalty with them. In future, I will consider incorporating sustainability and social responsibility as core values of any marketing campaigns, as these are not only beneficial for the environment and society, but also for a hotel's competitive advantage and reputation. 
5. Conclusion
Some of the key insights gained from the marketing campaign experiment are using stories that showcase the hotel's unique features, values, and experiences, this appeals to the customers' senses, imagination, and aspirations, and ensure they feel invested in the hotel brand (Escalas, 2007).
Another insight is that user-generated content is an effective way to leverage social proof and word-of-mouth marketing. By encouraging customers to share their own stories, photos, and videos of their stay at the hotel, this can increase the credibility and authenticity of the hotel's message, as well as generate more exposure and awareness among potential customers (Maunar & Jacobsen, 2014).
Also, personalisation and customisation are useful techniques for increasing customer engagement and loyalty. By creating interactive and customised content that rewards customers for their participation and preferences, this can enhance their enjoyment and satisfaction, as well as create a sense of exclusivity and belongingness with the hotel community (Wang et al, 2002).
The last insight is that sustainability and social responsibility are important factors for customer decision-making and retention. By showing the customers how the hotel is committed to reducing its environmental impact and supporting its local community, this can appeal to their values and ethics, as well as create a positive image and reputation for the hotel (Mihalic, 2016).
The author has learned how to use certain methods, such as web analytics, social media metrics, and customer feedback, to monitor and improve the effectiveness and efficiency of the campaign. Furthermore, learning how to adapt and adjust the campaign based on the changing needs and expectations of the customers, as well as the emerging trends and opportunities in the market (Chaffey and Smith, 2017).
This paper presented a mini marketing campaign experiment for a hotel brand that aimed to increase its online bookings by using social media marketing and landing page optimisation. The campaign used a combination of strategies, such as storytelling, user-generated content, personalisation, to create a sense of community, curiosity, excitement among the target customers. The campaign also emphasised the hotel's values of sustainability and social responsibility, which appealed to the customers' ethical and moral values and creates a positive image and reputation for the hotel. 
6. Recommendations
Based on the findings of this report, the following recommendations are made for Sunflower Suites and other organisations in the hospitality industry wanting to use digital marketing to increase their online bookings:
To adopt a customer-centric approach that focuses on understanding the needs, preferences, and motivations of the target customers and creating value propositions that match their expectations and desires (Lemon and Verhoef, 2016: Sigala, 2018).
To leverage the power of social media platforms to create and share engaging and relevant content that showcases the unique features and benefits of the hotel and its destination, as well as the experiences and stories of past and current customers (Goh et al, 2017).
To use user-generated content, such as reviews, ratings, testimonials, photos, and videos, to build trust, credibility, and social proof for the hotel and its services, and to encourage word-of-mouth and referrals among potential customers (Lu and Stepchenkova, 2015).
To personalise the online booking journey by offering different options and choices based on the customers' profiles, preferences, and behaviours, and by using data and analytics to segment and target the customers with relevant and timely messages and offers (Magnini et al, 2019).
To highlight the hotel's commitment to sustainability and social responsibility by showcasing the hotel's environmental and social initiatives, practices, and achievements, and by communicating the positive impact and contribution that the customers can make by choosing the hotel and its destination (Hibbert et al, 2013).
To follow up with the customers after their booking and stay, by sending them confirmation emails, thank you notes, feedback surveys, and loyalty programs, to enhance their satisfaction and retention, and to foster long-term relationships and advocacy (Xie et al,2016).
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7. Appendices 

Appendix 1
Analysis of the current situation and the target market
To segment the hotel's customers into different groups and a market segmentation approach was used that considers the demographic, geographic, psychographic, and behavioural characteristics of the guests (Kotler et al, 2018). Market segmentation helps to identify the needs, preferences, and motivations of different types of customers and to design customised marketing strategies for each segment (Armstrong et al, 2014). Through this process, four main segments of customers were identified who visit the hotel: young couples, families, solo travellers, corporate groups. Also, based on larger data sets from booking platforms, surveys, reviews, and social media analytics, the current demographic and profile of the hotel's clientele can be divided into four main segments:
Segment 1: Young couples (aged 25-35) who are looking for a romantic getaway and a chance to reconnect with nature. They are mostly from urban areas, have a high income, and value quality and comfort. They prefer to stay in the deluxe rooms or the suites, and enjoy the spa and wellness facilities, the fine dining options, and the scenic views. They are influenced by online reviews and ratings and tend to book their stay at least a month in advance.
Segment 2: Families (aged 35-50) with children (aged 5-15) who are looking for a fun and educational vacation. They are mostly from nearby regions, have a moderate income, and value convenience and value for money. They prefer to stay in the family rooms or the apartments, and enjoy the kids' club, the outdoor activities, and the cultural tours. They are influenced by word-of-mouth and recommendations and tend to book their stay a few weeks in advance.
Segment 3: Solo travellers (aged 18-30) who are looking for an adventure and a social experience. They are mostly from other countries, have a low income, and value sustainability and diversity. They prefer to stay in the dorms or the eco-lodges, and enjoy the backpacking trails, the wildlife encounters, and the community events. They are influenced by social media and blogs and tend to book their stay a few days in advance.
Segment 4: Corporate groups (aged 30-60) who are looking for a team building and networking opportunity. They are mostly from the same city, have a high income, and value professionalism and efficiency. They prefer to stay in the conference rooms or the business suites, and enjoy the meeting facilities, the catering services, and the golf course. They are influenced by industry standards and reputation and tend to book their stay a few months in advance.

Appendix 2
SWOT analysis of Sunflower Suites Marketing Campaign
Strengths: The marketing campaign has a clear and consistent theme of personalisation, sustainability, and relationship building, which aligns with the hotel's vision and values, and appeals to the target market's motivations and expectations. The campaign also leverages various channels and platforms, such as social media, email, website, and online travel agencies, to reach and engage the potential and existing customers throughout their booking journey.
Weaknesses: The marketing campaign may not have a sufficient budget and resources to compete with the larger and more established hotels in the destination, which may have more brand awareness and recognition among the target market. The campaign may also face some challenges in measuring and evaluating its effectiveness and impact, as some of the outcomes, such as customer satisfaction, loyalty, and advocacy, may not be easily quantifiable and attributable.
Opportunities: The marketing campaign can take advantage of the growing demand and interest for sustainable and responsible tourism, especially among the younger and more educated segments of the target market, who are more aware and concerned about the environmental and social issues in the destination. The campaign can also capitalize on the positive word-of-mouth and referrals from the satisfied and loyal customers, who can act as ambassadors and influencers for the hotel and its destination.
Threats: The marketing campaign may face some external threats and uncertainties, such as the COVID-19 pandemic, which has severely affected the travel and hospitality industry worldwide and has reduced the demand and confidence for international travel. The campaign may also encounter some negative feedback or criticism from the customers or competitors, who may question the authenticity and credibility of the hotel's sustainability and social responsibility claims and practices.

Appendix 3
7P’s Marketing Mix  
To promote Sunflower Suites, a hotel that offers a unique and sustainable experience, the marketing campaign can use the 7Ps marketing mix framework to design and implement the appropriate strategies and tactics. The 7Ps marketing mix consists of product, price, place, promotion, people, process, and physical evidence. The following are some possible ways to apply the 7Ps marketing mix for Sunflower Suites:
Product: Sunflower Suites can differentiate itself from the competitors by highlighting its sustainability and social responsibility aspects, such as using renewable energy sources, minimising waste, and carbon footprint, supporting local communities and cultures, and providing ethical and fair treatment to its employees and suppliers. The hotel can also emphasise its unique and personalized experience, such as offering customized packages, activities, and amenities to suit the preferences and needs of each customer.
Price: The price is the amount of money that the customer pays or is willing to pay for the product. Sunflower Suites can adopt a Value-Based pricing strategy, which means setting the price based on the perceived value and benefits of the product to the customer, rather than the cost of production or the market average. The hotel can justify its price by demonstrating the value proposition and the competitive advantage of its product, and by communicating the positive impact and contribution of the customer's purchase to the environment and society.
Place: The place is the location and distribution channel where the customer can access and purchase the product. Sunflower Suites can use both direct and indirect channels to reach and attract its target market. For direct channels, the hotel can use its own website, social media platforms, email newsletters, and online booking systems to provide information, reviews, testimonials, and reservations to the potential and existing customers. For indirect channels, the hotel can collaborate with travel agents, tour operators, online travel agencies, and other intermediaries to increase its exposure and availability to the wider market.
Promotion: Sunflower Suites can use a mix of online and offline promotion tools, such as advertising, public relations, sales promotion, personal selling, and word-of-mouth. The hotel can use online advertising, such as search engine optimisation, pay-per-click, social media ads, and influencer marketing, to increase its online visibility and traffic. The hotel can also use offline advertising, such as print, radio, television, and outdoor ads, to reach the mass market and create awareness and interest. The hotel can use public relations, such as press releases, media interviews, events, and sponsorships, to build and maintain a positive image and reputation among the public and the stakeholders. The hotel can use sales promotion, such as discounts, coupons, loyalty programs, and contests, to stimulate demand and encourage repeat purchases and referrals. The hotel can use personal selling, such as face-to-face, phone, or online interactions, to provide customized and tailored information and solutions to> the customers and to build trust and rapport. The hotel can use word-of-mouth, such as customer reviews, testimonials, referrals, and recommendations, to leverage the power of social proof and influence and to generate organic and viral publicity.
People: Sunflower Suites can invest in hiring, training, motivating, and rewarding its people to ensure that they have the necessary skills, knowledge, attitude, and behaviour to deliver a high-quality and consistent service to the customers. The hotel can also foster a culture of teamwork, collaboration, innovation, and empowerment among its people to enhance their performance and satisfaction. The hotel can also establish and maintain good relationships with its suppliers and partners, who provide the essential inputs and resources for the product and ensure that they adhere to the same standards and values of sustainability and social responsibility.
Process: Sunflower Suites can design and implement a smooth, efficient, and customer-oriented process that ensures the customer's satisfaction and loyalty throughout the customer journey, from the pre-purchase stage, where the customer searches for information and makes a reservation, to the purchase stage, where the customer arrives, checks in, stays, and checks out, to the post-purchase stage, where the customer provides feedback and evaluates the experience. The hotel can use technology, such as online booking systems, mobile apps, chatbots, and smart devices, to facilitate and enhance the customer's convenience, accessibility, and interaction. The hotel can also use quality control, feedback mechanisms, and continuous improvement to monitor and evaluate the process and to identify and resolve any issues or problems that may arise.
Physical evidence: Sunflower Suites can create and maintain a positive and memorable physical evidence that reflects its brand identity and value proposition, and that appeals to the customer's senses and emotions. The hotel can use the following aspects of physical evidence:
The physical environment, such as the layout, design, décor, lighting, colour, music, scent, and cleanliness of the hotel premises and facilities, which should convey a sense of comfort, relaxation, and harmony with nature.
The physical artifacts, such as the signage, logo, brochures, menus, uniforms, stationery, and souvenirs, which should communicate a consistent and distinctive brand image and message.
The social atmosphere, such as the mood, tone, style, and behaviour of the hotel staff and other customers, which should create a friendly, welcoming, and respectful environment.
By applying the 7Ps marketing mix framework, Sunflower Suites can develop and execute a comprehensive and effective marketing campaign that can differentiate itself from the competitors, attract and retain the target market, and achieve its marketing objectives and goals.






Appendix 4 
Mini Marketing Campaign approaches 
Social Media Campaign
One of the main components of the mini marketing campaign for Sunflower Suites is a social media campaign. Social media is a powerful and cost-effective tool that can help businesses reach and engage with their target audience, build trust and credibility, and drive traffic and conversions. 
Therefore, Sunflower Suites can leverage the potential of social media to promote its brand and offerings to its target market of eco-travellers. The social media campaign will involve creating and posting engaging content on Instagram and Facebook, the two most popular and relevant social media platforms for the travel industry. The content will showcase the unique features and benefits of Sunflower Suites, such as its solar-powered rooms, organic food, yoga classes, and spa treatments. The content will also highlight the mission and vision of Sunflower Suites, which is to provide a sustainable and holistic retreat for travellers who value nature, health, and culture. The content will include high-quality photos and videos, testimonials and reviews from satisfied guests, tips and advice on eco-traveling, and information on Bali's attractions and culture.
The social media campaign will have the following objectives:
· To increase the reach, engagement, and followers of Sunflower Suites on Instagram and Facebook.
· To increase the awareness and interest of Sunflower Suites among its target market of eco-travellers.
· To increase the traffic and conversions from social media to Sunflower Suites' website and booking system.
The social media campaign will be executed according to the following plan:
· To create a consistent and attractive brand identity and voice for Sunflower Suites on social media, using the same logo, colours, fonts, and tone across both platforms.
· To post at least three times a week on both Instagram and Facebook, using a mix of photos, videos, stories, and live streams, and following a content calendar that aligns with the business goals and customer needs.
· To use relevant and popular hashtags, keywords, and tags that can help Sunflower Suites appear in the search results and recommendations of its target audience, such as #ecotravel, #Indonesiatravel, #wellnesstravel, #sustainabletravel, etc.
· To encourage user-generated content by asking guests to share their photos and videos of their stay at Sunflower Suites, using a specific hashtag, such as #sunflowersuitesinsodnesia, and tagging the business account.
· To interact with the followers and potential customers by responding to their comments, questions, and messages, and by liking and commenting on their posts.
· To collaborate with other relevant and reputable accounts and pages on social media, such as travel agencies, magazines, blogs, or influencers, that can help Sunflower Suites reach a wider and more qualified audience.
· To monitor and measure the performance and impact of the social media campaign, using analytics tools and metrics, such as impressions, likes, comments, shares, followers, clicks, views, and bookings.
Influencer Partnership
Another component of the mini marketing campaign for Sunflower Suites is an influencer partnership. An influencer is a person who has a large and loyal following on social media or other online platforms, and who can influence the opinions and behaviours of their audience. 
Therefore, Sunflower Suites can benefit from partnering with an influencer who can help it increase its brand awareness, credibility, and bookings among its target market of eco-travellers. The influencer partnership will involve collaborating with a popular travel blogger who has a large and loyal following of eco-travellers. The blogger will be selected based on the following criteria:
· The blogger has at least 100,000 followers on their blog and social media platforms, such as Instagram, Facebook, YouTube, or Pinterest.
· The blogger has a high engagement rate, which means that their followers actively like, comment, share, and click on their content.
· The blogger has a relevant and authentic niche, which means that they focus on eco-traveling and wellness, and that they share honest and trustworthy reviews and recommendations.
· The blogger has a positive and professional reputation, which means that they have no history of controversy, scandal, or unethical behaviour.
The influencer partnership will have the following objectives:
· To increase the exposure and visibility of Sunflower Suites among the influencer's audience of eco-travellers.
· To increase the trust and credibility of Sunflower Suites among the influencer's audience of eco-travellers.
· To increase the website traffic and conversions from the influencer's blog and social media posts to Sunflower Suites' website and booking system.
The influencer partnership will be executed according to the following plan:
· To invite the selected blogger to stay at Sunflower Suites for a week, free of charge, in exchange for their honest review and recommendations on their blog and social media platforms.
· To provide the blogger with a personalized and memorable experience at Sunflower Suites, including a welcome package, a tour of the facilities, a complimentary meal, a yoga class, and a spa treatment.
· To ask the blogger to create and post engaging content about their stay at Sunflower Suites, such as photos, videos, stories, and live streams, on their blog and social media platforms, using a specific hashtag, such as #sunflowersuitesbali, and tagging the business account.
· To ask the blogger to include a link to Sunflower Suites' website and booking system in their blog and social media posts, and to offer their followers a special discount code, such as SUNFLOWER10, that they can use to book a stay at Sunflower Suites.
· To interact with the blogger and their followers by responding to their comments, questions, and messages, and by liking and commenting on their posts.
· To monitor and measure the performance and impact of the influencer partnership, using analytics tools and metrics, such as impressions, likes, comments, shares, followers, clicks, views, and bookings.
Referral Program
The third component of the mini marketing campaign for Sunflower Suites is a referral program. A referral program is a marketing strategy that encourages existing customers to recommend a product or service to their friends, family, or acquaintances, in exchange for a reward or incentive. 
Therefore, Sunflower Suites can use a referral program to increase its customer loyalty, word-of-mouth, and bookings among its target market of eco-travellers. The referral program will involve offering existing customers a 10% discount on their next booking if they refer a friend who books a stay at Sunflower Suites. The friend will also receive a 10% discount on their first booking. The referral program will have the following objectives:
· To increase the retention and satisfaction of existing customers of Sunflower Suites.
· To increase the acquisition and conversion of new customers of Sunflower Suites.
· To increase the revenue and profitability of Sunflower Suites.
The referral program will be executed according to the following plan:
· To create a referral system on Sunflower Suites' website and booking system, where customers can generate and share a unique referral code or link with their friends.
· To promote the referral program to existing customers by sending them an email or a message after their stay at Sunflower Suites, thanking them for their visit and inviting them to participate in the referral program.
· To remind existing customers of the referral program by sending them periodic emails or messages, highlighting the benefits of the program and featuring testimonials and reviews from satisfied customers and their friends.
· To reward existing customers with a 10% discount on their next booking if they refer a friend who books a stay at Sunflower Suites, and to reward the friend with a 10% discount on their first booking.
· To monitor and measure the performance and impact of the referral program, using analytics tools and metrics, such as number of referrals, repeat bookings, new bookings, and revenue.














Appendix 5
Campaign offer.
Escape the city and reconnect with nature at our eco-friendly hotel
Are you looking for a relaxing and rejuvenating getaway, away from the hustle and bustle of the urban life? Do you want to experience the beauty and tranquillity of nature, while staying in a comfortable and sustainable accommodation? If so, you don't want to miss this exclusive offer from our eco-friendly hotel.
For a limited time only, you can enjoy a 20% discount on a two-night stay at our hotel, plus a free spa session and a complimentary breakfast, when you book through our landing page. This is a great opportunity to treat yourself or your loved ones to a memorable and affordable vacation, and to support our environmental initiatives at the same time.
Our hotel is located in a scenic and secluded area, surrounded by lush greenery and wildlife. You can explore the nearby hiking trails, bike paths, and waterfalls, or simply relax in our cosy and spacious rooms, equipped with modern amenities and eco-friendly features. You can also indulge in our spa services, using natural and organic products, and savour our delicious and nutritious breakfast, made with local and seasonal ingredients.
Our hotel is more than just a place to stay. It's a place to connect with yourself, with nature, and with others who share your values and vision. By booking with us, you are joining a community of conscious and responsible travellers, who care about the planet and its people. You are also helping us to fund our various projects, such as renewable energy, waste management, water conservation, and social responsibility.
Don't miss this chance to escape the city and reconnect with nature at our eco-friendly hotel. Book now and save 20% on your stay, plus get a free spa session and a complimentary breakfast. This offer is valid until [date], and subject to availability. Hurry up and secure your spot today!








Appendix 6
A content calendar for the social media campaign, showing the type, frequency, and timing of the posts.
Content Calendar for Eco-friendly Hotel Social Media Campaign
	Date
	Type of Post
	Platform
	Goal
	Call to Action

	[date-1]
	Introduction video
	All
	Introduce the hotel and its mission, showcase its features and amenities, highlight the offer and the referral program
	Book now and save 20%, invite a friend and get 10% off your next stay

	[date-2]
	Testimonial post
	All
	Share a positive review from a previous customer, emphasise the benefits of staying at the hotel, encourage word-of-mouth marketing
	Share your experience with us and tag #ecohotel, invite a friend and get 10% off your next stay

	[date-3]
	Influencer post
	All
	Leverage the influencer's credibility and reach, show the influencer enjoying the hotel and its surroundings, create social proof and buzz
	Follow @influencer and check out their stories, book now and save 20%, invite a friend and get 10% off your next stay

	[date-4]
	Behind-the-scenes post
	All
	Showcase the hotel's sustainability practices, such as solar panels, composting, organic farming, etc., educate the audience about the environmental impact of the hotel industry, demonstrate the hotel's values and commitment
	Learn more about our projects on our website, book now and save 20%, invite a friend and get 10% off your next stay

	[date-5]
	FAQ post
	All
	Answer some common questions about the hotel, such as location, transportation, services, activities, etc., address any potential objections or concerns, build trust and rapport
	Contact us if you have any questions, book now and save 20%, invite a friend and get 10% off your next stay

	[date-6]
	Countdown post
	All
	Remind the audience that the offer is ending soon, create a sense of urgency and scarcity, motivate them to take action
	Don't miss this chance, book now and save 20%, invite a friend and get 10% off your next stay




Appendix 7
Sample email/message for the referral program, inviting existing customers to participate and explaining the benefits.
Hello [NAME],
We hope you enjoyed your stay with us and had a wonderful time exploring the city.
We have some exciting news to share with you. We are launching a referral program that rewards you and your friends for booking with us.
Here's how it works:
- For every friend you refer to us, you will get 10% off your next stay at any of our properties.
- Your friend will also get 20% off their first booking with us, plus a complimentary breakfast on their arrival day.
- To participate, simply share your unique referral code with your friends via email, social media, or any other channel you prefer.
- Your referral code is valid for one year and can be used for unlimited bookings.
- You can track your referrals and rewards on your account dashboard.
This offer is ending soon, so don't miss this chance to save more and travel more with us. Invite your friends today and enjoy the benefits of being part of our community.
If you have any questions or need assistance, feel free to contact us anytime. We look forward to seeing you again soon.
Happy travels,
The Sunflower suites Team








Appendix 8 
Agreement with the influencer, outlining the terms and conditions of the partnership.
Influencer Marketing Agreement
[bookmark: _Hlk170583682]This agreement is made on [DATE] between Sunflower Suites, a hospitality business located at [ADDRESS], and [INFLUENCER NAME], a social media influencer with [NUMBER] of followers on [PLATFORM].
The parties agree to the following terms and conditions:
1. The influencer will create and post [NUMBER] of original and engaging content pieces on [PLATFORM] promoting Sunflower Suites products or services, in accordance with the campaign brief and guidelines provided by Sunflower Boutique.
2. The influencer will tag Sunflower Suites official account and use the designated hashtags and keywords in each post, as well as disclose the partnership in accordance with the applicable laws and regulations.
3. The influencer will grant Sunflower Suites a non-exclusive, royalty-free, worldwide license to use, reproduce, modify, distribute, and display the content created by the influencer for the purpose of this agreement, on any media channels owned or operated by Sunflower Suites or its affiliates.
4. The influencer will receive [COMPENSATION] as a fee for the services rendered under this agreement, payable within [NUMBER] of days after the completion of the campaign and upon receipt of an invoice from the influencer.
5. The influencer will not endorse or promote any competitors of Sunflower Suites or any products or services that are incompatible with Sunflower Suites brand image and values, during the term of this agreement and for [NUMBER] of days after its termination.
6. The influencer will comply with all the relevant laws, regulations, codes of conduct, and platform policies governing the content creation and disclosure of the partnership, and will indemnify Sunflower Suites from any claims, damages, liabilities, or expenses arising from the influencer's breach of this agreement or any applicable laws or regulations.
7. The influencer will provide Sunflower Suites with access to the analytics and metrics of the content posted under this agreement, such as impressions, reach, engagement, clicks, conversions, etc., and will cooperate with Sunflower Suites in measuring the effectiveness and return on investment of the campaign.
8. This agreement will commence on [START DATE] and terminate on []

Appendix 9
Survey or questionnaire for the customers, the influencer, and the stakeholders, asking for their feedback on the campaign.
[DATE] to complete the survey or questionnaire.
Customer Survey
Thank you for participating in our marketing campaign with [INFLUENCER NAME]. We would appreciate your feedback on your experience and satisfaction. Please answer the following questions honestly and briefly.
1. How did you find out about our campaign with [INFLUENCER NAME]? (Select all that apply)
- Instagram
- Facebook
- Twitter
- YouTube
- TikTok
- Other (please specify)
2. What motivated you to engage with our campaign? (Select one)
- I like [INFLUENCER NAME] and follow their content regularly
- I was curious about Sunflower Suites and their products/services
- I was interested in the offer/discount/coupon/promotion that was part of the campaign
- I wanted to support [INFLUENCER NAME] and Sunflower Suites
- Other (please specify)
3. How satisfied are you with the quality and relevance of the content that [INFLUENCER NAME] posted for our campaign? (Rate from 1 to 5, where 1 is very dissatisfied and 5 is very satisfied)
4. How likely are you to purchase from Sunflower Suites in the future, based on the campaign? (Rate from 1 to 5, where 1 is very unlikely and 5 is very likely)
5. Do you have any suggestions or comments on how we can improve our marketing campaigns in the future?

Appendix 10
Influencer Survey
Thank you for partnering with us in our marketing campaign. We value your collaboration and creativity. Please answer the following questions honestly and briefly.
1. How satisfied are you with the communication and support from Sunflower Suites throughout the campaign? (Rate from 1 to 5, where 1 is very dissatisfied and 5 is very satisfied)
2. How well do you think our products/services matched your personal brand and audience? (Rate from 1 to 5, where 1 is very poorly and 5 is very well)
3. How satisfied are you with the compensation and incentives that you received for the campaign? (Rate from 1 to 5, where 1 is very dissatisfied and 5 is very satisfied)
4. How likely are you to work with us again in the future, based on the campaign? (Rate from 1 to 5, where 1 is very unlikely and 5 is very likely)
5. Do you have any suggestions or comments on how we can improve our influencer partnerships in the future?
Appendix 11
Stakeholder Survey
Thank you for being part of our marketing campaign with [INFLUENCER NAME]. We appreciate your input and feedback. Please answer the following questions honestly and briefly.
1. How well do you think the campaign aligned with our business goals and objectives? (Rate from 1 to 5, where 1 is very poorly and 5 is very well)
2. How satisfied are you with the performance and results of the campaign, based on the metrics and analytics that we tracked? (Rate from 1> to 5, where 1 is very dissatisfied and 5 is very satisfied)
3. How satisfied are you with the return on investment and cost-effectiveness of the campaign? (Rate from 1 to 5, where 1 is very dissatisfied and 5 is very satisfied)
4. How likely are you to recommend or approve similar campaigns in the future, based on the campaign? (Rate from 1 to 5, where 1 is very unlikely and 5 is very likely)
5. Do you have any suggestions or comments on how we can improve our marketing strategies in the future?
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