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Executive Summary

Marketing within the hospitality sector is a dynamic and ever-changing field. Hospitality providers must keep pace with the changing tastes of consumers to maintain profitability and must undertake a marketing strategy according to these emerging trends. To get an insight into these changes I undertook an interview with a hospitality professional within Newport City Council to discuss the changes that are happening with marketing at this time, and a case study to analyse whether a chosen hospitality brand, in this case the Hilton group, have successfully navigated these changes and then a conclusion and salient recommendations based on my findings. 
Having undertaken the interview and case study analysis, my findings were that three major emerging trends in hospitality management are the advances in technology and increase in the provision of contactless services, the consumers desire for an ‘experience’ rather than just a stay, and increased importance of social media in successful marketing campaigns. My recommendations are that Newport City Council should undertake feasibility studies to understand how AI can be used by the place marketing team in conjunction with the social media platforms to be created in order to fully utilise advancements in technology to maximise potential marketing of the City to potential visitors and residents in order to improve footfall and revenue generation within the City, together with continuing to work with the hospitality sector within the City to champion and maximise sustainability initiatives in order to comply with legislation in place and attract eco-tourism into the City. My recommendation for the Hilton group is to undertake a review and feasibility studies into upgrading more ‘unexpected amenities and offerings’ to their resorts, based on the local culture, heritage, and cuisine of the locations. This will attract more consumers who are looking for an ‘experience’ based vacation. 


Introduction
The purpose of this report is to combine a critical examination of emerging trends in marketing within the hospitality sector with my own experiences and observations. In order to achieve this, I was given the option of an interview with a hospitality professional to discuss emerging trends within the sector, or to plan and undertake a mini-marketing campaign for a fictional or real hospitality organisation. 
After careful consideration of both possibilities, I decided to undertake the interview option as I was fortunate enough to have contact with Hayley McDonald, the Place Marketing Manager for Newport City Council. I felt that the insight she could give with regards to how the city I live and work in is being marketed would be invaluable. 


Summary of Interview

The interview with Hayley was undertaken online via TEAMS. From research undertaken prior to the interview I decided to structure the interview into an introduction around what place marketing is and why it is important for Newport, followed by a discussion around emerging trends based on technology and the importance of the consumer experience, and then finishing with a discussion around future trends and how the hospitality industry and placemaking marketing within Newport may change in the future. 
To start with Hayley described place marketing as becoming increasingly important in recent years with numerous cities vying for various awards and recognition, such as becoming a city of culture, in order to increase investment and visitor numbers together with encouraging residents and businesses already established in the city to stay. She advised that Newport Council has historically focused on regeneration and economic development, but it was felt that the central comms team focused too much on how the Council marketed itself, rather than the city as a whole and therefore moved away from this to start to market Newport as a destination. She advised that learning was a large part of marketing Newport as a destination now with the University of South Wales and Coleg Gwent recently opening new city centre campuses, as this would encourage students into the city and help grow the hospitality industry economy and increase footfall. Given this she felt it was very important for Newport to have a specific place marketing department to oversee this and promote Newport as a city rather than the Council. 
We then went on to discuss technology as an emerging trend within the hospitality industry. We firstly discussed contactless services and how the use of this had increased in light of the COVID pandemic. She confirmed that she was aware that the larger hotels and hospitality establishments have focused on contactless technology such as QR codes and online booking to minimise contact with any individuals should the consumer so wish. She was aware that online check in was popular with hotels together with online booking of facilities and the industry is certainly working towards this becoming the norm for customers rather than using a reception desk from a health and safety point of view, as well as being a good way of collating data on the individual customer. Also, across the hospitality industry, particularly within food and beverage establishments the norm now is to pay using cards rather than cash more so than before the pandemic. 
We then went on to discuss the emergence of AI technology and how this has affected the hospitality industry. She advised that Newport Council are not really utilising AI at the moment, but are looking to do so, particularly through the Council website which is currently being remodelled. In terms of data retention and using cloud-based services this is something that Newport Council is moving towards as part of their digital strategy in order to ensure that large amounts of data now collated can be kept secure and in line with regulations such as GDPR. 
We then discussed social media and how this can be an effective tool in placemaking marketing. She advised the Council does have social media platforms which is dealt with centrally by the communications team, however the new strategy is to have completely new social media platforms for the City as a place. The plan is that once the new destination website is up and running the next step will be to integrate and launch these destination social media platforms. We discussed and Hayley agreed that it is crucial for the Council to embrace these outlets to help promote Newport as a destination. She also advised that the destination marketing team have been working on making the website much more interactive and visual, responding to the changes in the way people now use social media. The idea is to move towards Newport becoming an ‘instagrammable City’ where people share their experiences of Newport. 
We then moved into discussing the emerging trend in marketing towards a ‘customer experience’ where people are wanting more than just somewhere to stay or eat, they are looking for a whole experience built around this. Hayley advised she is aware of this trend and that Newport is fortunate to have several ‘destination’ spots, such as the ICCW and Celtic Manor hotel which offer many different experiences, from concerts and events to ice rinks and sporting events. Newport has hosted many international events recently, such as golf’s Ryder Cup and a NATO summit and so has a wealth of experience in packaging an experience around a customers visit. Furthermore, the recently refurbished Newport market has been marketed as a destination to visit, not just somewhere to shop or eat. Events such as afternoon tea, cocktail hours or comedy and open mic nights have helped to promote the market as a destination in itself. This is also being considered when partnering with new amenities opening within the city to ensure they can offer the fullest experience to the consumer. We then discussed the ongoing trend for consumers to be interested in ‘eco-tourism’. Hayley confirmed the Council are very aware of their obligations relating to sustainability and recycling waste, so have worked with businesses to ensure they are aware and compliant with these obligations. This has helped Wales to become the 2nd highest country in the world (behind only Austria) for recycling of waste. The hospitality industry within Newport has embraced this, for example within the ICCW there are now water taps for filling up reuseable water bottles rather than selling individual plastic bottles, and also within the Celtic Manor hotel the Council have replaced their old stand with printed leaflets for sights and activities with two digital interactive boards, therefore saving on paper. She has also pushed for senior Council employees to move to digital business cards. 
Finally, we discussed what hospitality marketing might look like in the future. Hayley thought the biggest trend going forward would be the increased use of AI technology, leading to customers having vast quantities of data relating to wherever they are and events going on etc through smart devices. Also, the possibility of being anywhere and being able to experience what a destination is like through AI and augmented reality is going to become commonplace in the not too distant future. She also thought that other technological advances such as digital and contactless payments will continue, together with people looking to book last minute. Events within the City will continue to be marketed strongly, as this brings footfall and revenue into the City. Interestingly, Hayley thought that City centres looking differently than they used to with regards to retail, has opened up City centres to more leisure opportunities which can help the nighttime economy be as busy as the daytime economy. From a positive perspective the hospitality industry is growing strongly, which is excellent as this is a massive employment sector within the UK. 

Emerging Trends & Their Impacts

      i) Trend One – Contactless Services 

As a result of the COVID 19 pandemic, the hospitality industry was forced to adopt and introduce systems that minimised contact between consumers and staff from a health and safety perspective. This trend has continued even after restrictions were lifted, driven by the benefits not only in respect of safety bit also of enabling greater consumer convenience, such as contactless check in, room access and access to services. Furthermore, these contactless digital touchpoints can enable the hospitality provider to obtain greater information about the consumer, which can then be used to personalize the experience and offer bespoke services. 

I discussed this trend with Hayley as part of my interview, and she agreed that she was aware of a number of large hotels within Newport that have adopted contactless technologies and are benefitting from doing so. (Agilysis 2024; EHL Insights 2024) 

      ii) Trend Two – Social Media 

Consumers are increasingly using social media when making purchasing decisions related to the hospitality industry, whether it be where to stay or at which hotel, or where to eat or drink. 49% of hoteliers surveyed in January 2021 ranked social media as the second most important sales and marketing strategy (Brisset 2023) 
Social media is an incredibly powerful tool for hospitality brands to promote themselves and for interaction with customers – 91% of restaurants use facebook for marketing. This type of promotion can help fuel brand loyalty and increase positivity around a particular place, for instance responding to social media posts and reviews can see an up to 25% increase in customer satisfaction. It can also be used for targeted advertising to reach those demographics the brand feels it should appeal to, with 40% of restaurants gaining new customers through social media promotions (Gitnux 2024)
From my discussions with Hayley, it is clear that Newport Council is very much aware of the power of social media when it comes to place marketing, and it is something that they are keen to embrace and utilise to help promote the City and all it has to offer. 

iii) Trend Three - An experience, not just a stay

Consumers are increasingly wanting more from their hospitality experiences. They don’t just want somewhere to stay or eat, they are looking for an immersive experience to remember (and share on social media!) Many hotels and resorts are now basing their brands around a single theme, for example sports or culinary delights where guests can immerse themselves in their chosen activities to really have a travel experience. (Doingsoon 2023)
As discussed in our interview, Newport council is aware of this increasing trend, and is working on marketing the city as a destination with plenty of venues that can add to a social media worthy stay. 


Case Study Analysis – Hilton Group

We will now look at a particular hospitality brand, in this case the Hilton group, to ascertain whether they have been affected by and adapted to the emerging trends discussed in my interview. 

      i) Trend One – Contactless Services 

The Hilton brand has always been at the forefront of technological innovation within the hospitality industry, from becoming the first hotel to introduce televisions into their guest rooms in 1947, to introducing the modern booking system as we know it by becoming the first hotel chain to have a multi-hotel reservation system in 1948. This has continued into the modern era, and it is clear the brand has embraced the emerging trend for customers to have a contactless check in process by the use of a ‘digital key’ which allows the traveller to check in and access their room with the use of their phone. The use of this option increased by almost 45% during the pandemic, with 17 million ‘digital’ keys created globally in 2022 (Stories from Hilton 2023) 




      ii) Trend Two – Social Media

The Hilton brand has acknowledged the importance of social media as a marketing strategy. In 2022 it introduced its first global brand platform ‘Hilton. For the stay’. To maximise exposure for the platform the company launched campaigns across multiple social media platforms, including Facebook, Instagram, TikTok and X (formally Twitter) with a series of light-hearted advertisements (Stories from Hilton 2022)
The use of social media has also allowed for customer service and responses to feedback in real time. By monitoring mentions of the brand on social media they can respond to and reinforce positive messages, thereby helping to foster brand loyalty, but also respond to and deal with any negative issues promptly (within 30 minutes if raised on a social media platform) demonstrating a commitment to customer service and enhancing the brand’s reputation. 


      iii) Trend Three - An experience, not just a stay

Being a global brand with locations worldwide, the Hilton group have not embraced the ‘immersive experience’ package quite as much as some smaller, boutique resorts.  They do however offer some ‘unexpected amenities and offerings’ at some of their sites. These range from a ‘beach bonfire package’ at a beachfront resort in California where reservations include a fire pit and beach chairs and a beach butler, through to a glamping experience in Texas and a vegan experience stay in London where the suite, including the pillows is entirely vegan. (Stories from Hilton 2023)

Personal Reflection and Application	

From both my interview and research into the case study above, it is clear that the trends discussed will continue to shape marketing in the hospitality industry for some time to come. I can see that engagement with customers through social media will continue to increase, allowing hospitality brands to not only gather critical data regarding customer’s preferences, which will enable them to increasingly personalise a stay, but also to engage in innovative targeted marketing campaigns on social media platforms to draw in new customers and engage with those staying with them in real time. 
As discussed in the interview, advances in technology and AI will continue to allow hospitality brands to ‘hyper-personalise’ engagement with a consumer, whether that be using data analytics to preset a hotel room temperature, preferred check out time or menu choices. This is an excellent opportunity to market a brand as particularly ‘customer-centric’. 
My research confirms that consumers are continuing to value an ‘experience’ over and above just a stay. Many hospitality brands are successfully marketing what additional extras they offer to elevate the customer experience.  

Conclusions 

It was very interesting to gain an insight into how a large city such as Newport is marketing itself to attract visitors into the city to boost economic growth. In order to keep up with changing consumer trends the Council has instigated a dedicated placemaking marketing team to promote Newport as a destination and is in the process of updating and creating a social media presence in order to promote and engage with visitors and residents alike. From my discussions with Hayley McDonald it appears that although AI is not being utilised as fully as it could be and this is something that should be addressed in order to maximise the potential for effective future targeted marketing campaigns. Other technological advancements such as contactless services are increasingly expected by customers and have been embraced by the hospitality industry in order to streamline and personalise services. Along with these advancements, hospitality providers are increasingly aware of the desire for consumers to have an elevated ‘experience’ rather than just a stay. Whilst this is somewhat easier for smaller boutique resorts, larger chains such as the Hilton group need to be alive to this change and move towards offering an immersive experience based on their worldwide locations. 

Recommendations

Based on my interview and research, I would make the following recommendations: 

Newport City Council 
Newport Council to undertake feasibility studies to understand how AI can be used by the place marketing team in conjunction with the social media platforms to be created in order to fully utilise advancements in technology to maximise potential marketing of the City to potential visitors and residents in order to improve footfall and revenue generation within the City. 
Newport Council to continue to work with the hospitality sector within the City to champion and maximise sustainability initiatives in order to comply with legislation in place and attract eco-tourism into the City. 

Hilton Group 
The Hilton group undertake review and feasibility studies into upgrading more ‘unexpected amenities and offerings’ to their resorts, based on the local culture, heritage, and cuisine of the locations. This will attract more consumers who are looking for an ‘experience’ based vacation. 
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