[bookmark: _vz24qx94fkos]The Changing Landscape of Marketing in Hospitality: A Personal Exploration and Application


1. [bookmark: _hk9y3vqugejv]Introduction
This report will provide a critical examination of emerging trends in marketing within the hospitality sector, in addition to my own experiences and observations.  
To showcase that the analysis is relevant and practical, this report includes a short marketing experiment. It is a mini marketing campaign for a hospitality business. The campaign’s goals, objectives, and key activities are documented with the achieved objectives.
I chose the marketing experiment as my personal engagement topic for several reasons including.
· Conducting my own research allows me to delve deeply into the topics on this module. I can explore the various sources, analyse data, and form my own conclusions. 
· While interviews can provide valuable insights, I can learn more by researching multiple perspectives.

2. [bookmark: _p6ody9yd3te7]Personal Engagement - Marketing Campaign
This marketing campaign was designed for a medium sized hospitality business in the west of Ireland called the Clew Bay Hotel. They have a small marketing team who ran the campaign for a duration of 4 months from May to August 2023. 
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Figure 1 Clew Bay Hotel, Westport
[bookmark: _b12yip4p14se]2.1 Campaign Objectives
Increase brand awareness, drive bookings, and enhance customer engagement for the Clew Bay Hotel.
[bookmark: _9qc02mpsqfkz]2.2 Critical Activities
2.2.1 Pre-Campaign Analysis and planning: 
As stated by (Kotler, et al., 2019) “In any competitive activity, marketing managers need to research carefully the field of play and the strength of the competition”. 
A SWOT was conducted to identify Clew Bay Hotel’s internal and external strengths, weaknesses, Opportunities and Threats. Good marketing according to (Kotler, et al., 2019) again, is the art of finding and profiting from opportunities. This led to further analysis conducted by Clew Bay Hotel on the internal and external data available to them relating to consumer behaviour and their competition. The marketing team also reviewed the external marketing environment conducting a PESTLE analysis to ensure their campaign aligned with the business strategy. No trends or issues were identified that may adversely impact their campaign strategy e.g. West of Ireland tourism figures had returned to pre COVID-19 pandemic levels.
Marketing Mix was reviewed to ensure it was a successful campaign per (Kotler, et al., 2019): 
· Product: The Campaign would differentiate its products, their quality, and customer services from other local competition showcasing it with quality content.
· Price: Analysis was conducted in the market to determine the price customers would be willing to pay for staying at Clew Bay Hotel. It adjusted seasonally and by day of the week. 
· Placement: The hotel’s own website, multiple travel booking sites like Booking.com and social media and review sites like Tripadvisor were used to reach potential guests.
· Promotion: Quality visuals and User-Generated content would be used to showcase the Hotel. Social media and email marketing would be the primary methods to drive promotion.
2.2.2 Content Creation:
· Visual Content: High-quality photos and videos were commissioned showcasing the hotel’s rooms, amenities, popular local attractions, and guest experiences as according to (Chambers, et al., 2020) “Content is King”.
· User-Generated Content: Guests were encouraged to share their experiences on social media with a branded hashtag (#ClewBayHotel) and featuring these posts on our social media pages. There are locations on the hotel grounds with beautiful scenic views and there is a hashtag available for customers to get photographs with for their own content creation.
· The rationale for investing in quality content as visual content is highly engaging and essential for showcasing the appeal of our hotel. User-generated also content builds authenticity and trust with consumers as noted by (Hochstein, et al., 2023).

2.2.3 Social Media Platforms:
The campaign will focus primarily on Instagram, YouTube and Facebook as these platforms are largest and better suited to visual storytelling and community building as identified by ( Sprout Social Inc., 2024), with TikTok also included to reach a younger demographic.

2.2.4 Influencer Partnerships:
The hotel will collaborate with travel and/or hospitality social media influencers to stay at the hotel and share their experiences with their followers. Some Irish celebrities have been engaged to visit the hotel and share content with their followers of their stay. Per (Okonkwo & Namkoisse, 2023) Influencers have a trusted voice and can significantly expand our reach to potential guests.

2.2.5 Promotional Campaigns:
Seasonal Offers: Promote special offers and packages tailored to holidays and local events. Mayo has several events that run over this period including traditional and folk music festival and a few fishing and sea angling festivals that attract global visitors.

2.2.6 Analytics and Reporting:
The team will track key metrics such as engagement rates, reach, impressions, and conversion rates. The results and insights generated by this will be used to refine strategies and improve future campaigns as data-driven decisions ensure the effectiveness of the campaign and help in achieving our goals. As noted by (Kotler, et al., 2019) if we don't track metrics “marketing and business plans are ineffective”.
[bookmark: _8qlm3poy2sun]2.3 Campaign Goals and Intended Outcomes
1. Increase Brand Awareness: Goal achieve a 20% increase in social media followers with an outcome of greater visibility and in the market. [ref followers & brand relationship]
2. Drive Bookings: Generate a 15% increase in direct bookings through social media channels. Higher occupancy rates increased revenue for the hotel.
3. Enhance Customer Engagement: Boost engagement rates such as likes, comments, shares by 20% to create stronger relationships with guests and potential customers.
4. Promote User-Generated Content: Collect and share at least 10 pieces of User-Generated Content per month as User-Generated Content enhances authenticity and trust in the hotel’s brand. User-Generated Content can according to (Ciasullo, et al., 2021) “foster loyalty of customers and influence future booking decisions”.
5. Monitoring: There were regular reviews of progress against the goals and intended outcomes during the campaign.
[bookmark: _py38zk77ny0]2.4 Execution and Evaluation
· Over the 4-month period of the plan, high-quality content was regularly posted on Instagram and Facebook. Other platforms were updated but not as frequently.
· 10 Social Media Influencers were successfully engaged and shared User-Generated Content about their stays.
· Seasonal offers were promoted with free stays as the main prize, attracting significant participation.
· The marketing team maintained active engagement with followers, and prompt responses were given to inquiries.
[bookmark: _h81vlvwrnt2h]2.5 Campaign Results
· The campaign successfully boosted Sunshine Suites' online presence and reputation. Followers increased by 35% and engagement rates by 30%.
· The increase in direct bookings and engagement metrics reflected positively on revenue and customer loyalty. This was supported by a summer with good weather.
· The positive response to User-Generated Content and influencer partnerships highlighted the hotel's appeal and trustworthiness.
Overall, the campaign met and exceeded its goals, demonstrating the effectiveness of a well-planned and executed social media strategy. Per (Kotler, et al., 2019) it addressed all 4P’s of the marketing mix; Product, Price, Placement and Promotion to achieve a successful market campaign.
3. [bookmark: _dtpql8sfuplj]Emerging Marketing Trends
[bookmark: _4hc7vk37q7lo]3.1 Artificial Intelligence and Technology:
(Arya & Pal, 2023) highlights hospitality businesses are leveraging AI and other developing technologies to enhance a wide variety of customer services and guest experiences. These range from chatbots for personalized interactions such as check-ins and check-outs, to data analytics for informed decision-making, marketing technology plays a crucial role in hospitality businesses.
The marketing campaign conducted by Clew Bay Hotel leveraged online AI tools such as Canva.com in assisting with content creation and others like Lumen5.com to create video content without the costly expertise required to create video content from scratch. These technologies are invaluable to marketing teams. Their cost is relatively low, yet they are packed with features enabling teams to keep costs to a minimum while creating content to their requirements quickly and easily. 
[bookmark: _2x2mox9celjg]3.2 Data Driven Decision Making: 
Per (Nkatekho, 2024) Data Analytics drives personalization. Understanding your guest preferences and behaviours helps hospitality businesses to tailor both their services and marketing activities effectively. 
As noted by (Booking Success, 2024) the impact of this can be seen in business’s bottom line. (Tufft, et al., 2024) also shows that Business’s data may provide additional value when combined with other sources of data enabling the creation of new revenue streams for hospitality businesses.
Clew Bay’s marketing team managed their data analysis requirements such as conversion analysis, segmentation, sentiment analysis and reporting with the online Brandwatch.com platform. This was essential for the marketing team to monitor and report on progress of their campaign, if they were meeting their goals, and make informed corrective actions when required.
[bookmark: _fp6disudm5cv]3.3 Creating Authentic Content leveraging Influencer Marketing
(Sarin & Sharma, 2023) confirms that social media remains a powerful engine to build trust in a brand. Hotels are sharing genuine stories, connecting with audiences, and building brand loyalty. Influencer marketing is growing and (Foster, 2024) reports that every $1 spent on influencer marketing results in $6.50 in revenue and that Influencer marketing is the fastest growing online marketing channel. The NEOREACH (2024) platform gives a case study showing 5 times ROI. 
The report from (Influencer Marketing Hub, 2024) shows Influencer marketing spend is continuing to grow quickly with an estimated $24 billion expected in 2024. However, Influencer Marketing is now primarily used to generate User-Generated Content rather than generate sales! 
Clew Bay Hotel again used Brandwatch.com AI tools to identify the right influencers to engage based on the data analysis of our target audience. As Brandwatch.com provided the data analysis solution also kept costs to a minimum. As the campaign ran over the summer some Influencers took a complimentary stay for them and their family as payment, with others a mix of a stay and payment. 
4. [bookmark: _5htkppwoi27k]Case Study Analysis - Hilton Hotel Group
Hilton Hotels Group, a global hospitality brand with multiple subsidiaries, has successfully navigated the dynamic marketing landscape by embracing emerging trends. In this case study, we explore how Hilton has capitalized on AI, data analytics, and influencer marketing to enhance guest experiences, drive brand awareness, and stay competitive.
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Figure 2 Hilton Hotel Group
4.1 AI and Technology:
· As can be seen in their 2024 Trends report (Hilton, 2024) Hilton has embraced technology to enhance guest experiences. They offer contactless check-in and check-out, digital keys and many other services which can be personalised to appeal to their different customer segments.
· Chatbots deal with routine queries quickly and consumers can seamlessly book everything they need online. (Fahy & Jobber, 2019) lists “responsiveness” as one of the core dimensions of service quality. 
· AI algorithms create personalized recommendations based on guest preferences.
· Success: Hilton’s technology integration has improved convenience and efficiency for guests.
· Challenges: Balancing technology adoption without completely losing their personal touch can be a significant challenge and as stated by (Bowes, 2023) “Emotional engagement, personalized service, cultural sensitivity, language skills, problem-solving abilities, and flexibility offered by human staff are indispensable in providing exceptional guest experiences”. (Fahy & Jobber, 2019) also lists “empathy” as one of the core dimensions of service quality.
4.2 Data-Driven Decision Making:
· Hilton uses data analytics to optimize operations, personalize services, and predict guest needs.
· Leveraging its rewards programs such as “Hilton Honors”, they analyse guest behaviour, booking patterns, and feedback to continually refine its product offerings.
· Success: Data-driven insights lead to better guest satisfaction and operational efficiency and per (Kusuma, et al., 2023) higher occupancy rates.
· Challenge: Ensuring data privacy has been an issue for Hilton Hotels with Hilton Holdings company suffering from a cyber breach with (Stempel, 2017)  reporting Credit cards being stolen, and further breaches in the loyalty program in 2023.  
4.3 Creating Authentic Content via Influencer Marketing:
· Hilton collaborates with influencers to showcase authentic travel experiences.
· They leverage social media to engage audiences and highlight unique aspects of their properties.
· Hilton leverages User-Generated Content by encouraging guests to share their experiences using branded hashtags, creating a sense of community.
· Success: Influencer partnerships create relatable content and per (Chambers, et al., 2020) drive traffic, grow customers and sales. 
· Challenge: Maintaining authenticity while working with influencers.
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Figure 3 Examples of Hilton Instagram posts with Influencers
Hilton Hotels Group’s strategic approach to AI, data analytics, and influencer marketing positions them as a leader in the hospitality industry. By addressing challenges and staying attuned to guest needs, Hilton continues to thrive in an ever-evolving marketing landscape.

5. Reflection on Marketing Campaign Insights
Analysing the Clew Bay Hotel marketing campaign has been insightful. It’s given me practical lessons that will stand to me in my career and in future marketing strategies. See some insights listed below I have gains from conducting this campaign experiment.
5.1 Importance of Analytics and Data-Driven Decision Making
The campaign highlighted the crucial role of data analytics. It's clear that being proficient in data analysis tools is essential in many walks of life these days, not just marketing. Moving forward, I will continue to prioritise developing strong analytical skills and using platforms like Brandwatch.com to create personalized and effective marketing strategies.
5.2 Value of High-Quality and User-Generated Content
The success of the campaign with high-quality visual and User-Generated Content shows just how important engaging and authentic material is. I’ve learned that focusing on producing visually appealing and relatable content, while also encouraging user participation, is key to successful marketing. Hilton Hotel Group are also extremely strong in this area.
5.3 Leveraging Social Media and Influencer Partnerships
The strategic use of social media and Influencer partnerships demonstrates their effectiveness in reaching target audiences. Understanding the demographics and reach of various social media platforms and knowing how to engage the right influencers will be integral to my future strategies. Again, I will prioritise knowing the right tools to leverage for this.
5.4 Adapting to Emerging Technologies
The use of AI tools like Midjourney, Canva and Lumen5 for content creation showed me how technology can streamline content processes and reduce campaign costs. Staying updated on AI technological advancements and seeking innovative tools will be crucial for maintaining a competitive edge.
5.5 Balancing Technology with Human Touch
The Hilton Hotel Group case study above highlights the challenge of balancing technology adoption with maintaining a personal touch. The Clew Bay Hotel team ensured they were responding to queries promptly and were active in their engagement with potential customers. From this, I learned the importance of ensuring that technological solutions enhance rather than replace human interactions, which is essential for customer satisfaction and loyalty.
6. Conclusions
Reflecting on the campaign experiment it has provided me with insights that include various contemporary marketing practices that drive business growth, foster customer engagement, strengthen Brand equity in addition to underscoring the importance of adapting to evolving trends and technology.

As I continue to move forward in my career, these lessons will undoubtably guide me in developing innovative and effective marketing strategies, that achieve my business’s goals, and foster strong customer relationships. 

7. Recommendations
Based on the insights from the Clew Bay Hotel marketing campaign, the Hilton Hotel Group Case study and broader research, here are tailored recommendations for innovative marketing approaches across different scales of business.
7.1 Small to Medium-Sized Enterprises:
· Micro-Influencer Collaborations: Small to Medium Enterprises (SMEs) can partner with local influencers or if budgets are tight and business can find the right micro-influencers who align with the brand’s values, have been shown by (Yanti & Sulhan, 2023) to have positive brand impacts and assist hospitality brands achieve their marketing goals. As covered earlier in the report this approach this value for money approach not only enhances authenticity but also ensures relevance to niche markets.

· Encourage User-Generated Content Reviews: SMEs can launch campaigns encouraging customers to share their reviews and experiences on review sites and social media. (An, et al., 2020) shows that reviewers post more photos in higher service hotels and post more content when they enjoy their stay. However, SMEs must ensure transparency and ethical guidelines are met in these campaigns, particularly respecting user privacy and creator’s intellectual property rights.

· Community Engagement Initiatives: SMEs can invest in community-focused initiatives that demonstrate their corporate social responsibility strategies. Supporting local causes, participating in community events, and communicating these efforts clearly to build trust and loyalty among their customers while per (Camilleri, 2021) add value to their business.

7.2 Large-Scale Enterprises:
· AI-Driven Personalization: Large Scale Enterprises (LSEs) can implement AI-powered tools to analyse big data and deliver personalized experiences at scale. Again, and per (Josifovski, 2023) LSEs must ensure transparency in data usage and provide customers with control over their personal information to uphold ethical standards in data privacy.

· Virtual Reality Experiences: LSEs, like Hyatt Hotels (Figure 4 below), have developed immersive VR tours that offer realistic and transparent representations of their properties, products and amenities. (Bettencourt, 2023) shows Hyatt also use it to attract prospective employees by showcasing what working in the Hyatt might involve.
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Figure 4 Hyatt VR Experience

· Sustainability as a Marketing Priority: LSEs can integrate sustainability into brand messaging and operations, emphasizing environmental stewardship and ethical business practices as marketing is shown by (Kepmer & Ballantine, 2019) to have positive impacts on product and promotion of consumption, both of which impacts environmental and social conditions. 
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