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1.0 - Executive Summary
This report will outline a marketing campaign created for a key demographic of Booking.com. The marketing campaign will touch on utilising emerging trends in the sector and how these can directly impact the success of the business. This report then provides a case study analysis on Booking.com, including a SWOT analysis in relation to their marketing strategy. The report will then provide recommendations based on some of the points made on how Booking.com can improve their marketing strategy in the future.
This report aims to provide an initial overview of the company and their current marketing strategy and why a new marketing campaign can reach out to a demographic not currently being considered but can support the overall profitability of the business.
2.0 - Introduction
Booking.com is one of the world’s leading online travel platforms, connecting travelers with the widest choice of incredible places to stay, countless memorable experiences and attractions as well as a range of transportation options from flights, car rentals and taxis. Offering great value, convenience and support to travelers the world over - Booking.com is on a mission to make it easier for everyone to experience the world (Booking.com, 2024).
This report outlines a new marketing campaign which will appeal to a key demographic identified with a high residual income, but lowest interaction online.
3.0 - Current Media Strategy Analysis
In order to ensure Booking.com are utilising the right tools in this campaign it is important to first asses their current marketing strategy to understand what is being executed currently and why changes potentially need to be made. 
The new marketing campaign outlined later in this report is being created to attempt to engage a demographic of a different generation, which will need a shift in their current strategy.
Below is a SWOT analysis table, which highlights key points of Booking.com’s marketing strategy and their strengths and weaknesses in relation to appealing to the key demographic (Boomers) for their new marketing campaign:
3.1 – SWOT Analysis diagram
	Strengths

SEO Optimisation

Available on all social media apps including short form content platform TikTok

Using influencer marketing as a primary tool for engagement

	Weaknesses

Using Influencer marketing – Genuine?

Online only – does not appeal to the correct demographic for brand discovery or new customers – not without tailored support or personalisation

	Opportunities

Explore the pros and cons of direct marketing as a valid tool (especially with Boomer generation)

Consider adding phone booking – or offer more handholding regarding making a booking online

Using relatable influencers

	Threats

Other hotel price comparison websites such as Expedia who have a broader more tailored offering

Non-relatable influencers to key spending demographic – will impact over business/profitability



3.2 - Strengths
As per SEO raking, it is said that the number of keywords, above 10,000 is amazing. Booking.com has a total of over 18 million keywords, which means that the current digital marketing strategy of Booking.com is remarkable (Shastri, 2023).
Digital marketing excelling at this level, means the utilisation of digital marketing as a core tool for reaching out to customers needs to remain in place in any new campaign considered. 
Short form video content has been an emerging trend in marketing for a number of years and is continuing to grow and remain relevant. 56% of U.S. consumers have bought something based on an ad they saw on TikTok, and 36% said they were willing to (Santiago, 2024).
Santiago (2024) also states that not only does it take less bandwith to create a short-form video but this type of fast paced attention spans of online audiences in a variety of demographics – further supporting the idea that short-form content is one of the most viable forms of delivery.
In 2023, the global influencer marketing industry soared to an estimated $21.1 billion in value, and 89% of the marketers using influencer marketing last year were planning to increase or maintain their investments in it. Within the industry, we've been witnessing a shift from prioritizing brand awareness to generating sales, which signifies that influencer marketing has evolved into a pivotal element in modern marketing, delivering tangible business outcomes (Kuzminov 2024).
Santiago (2024) highlights influencer marketing as a trend which is continuing to grow and emerge from 2023. When marketers collaborate with influencers and industry thought leaders in their industry, they can expand brand awareness and gain fans from the influencer's own audience. 
As Booking.com already have a strong influencer programme and great brand awareness, in order to appeal to a different demographic they just need to ensure that they are recruiting influencers that are relatable to the consumer.
3.3 - Weaknesses
As we are currently in a cost of living crisis, holidays and night stays are a luxury which has dramatically increased in price, so as consumers we are more reliant in doing research before making larger purchases – and this is certainly true of deciding which holiday destination to visit next.
One of the most poignant issues is whether or not the marketing you are engaging in is genuine – after all they are being paid to promote a specific destination or property – but why? 47% of customers are tired of influencer content that appears inauthentic and 62% of customers believe that influencer endorsements take advantage of impressionable audiences (Lurillo, 2019).
Wiley (2018) argues that the content in a boomer-focused influencer campaign shouldn’t look exactly the same as a millennial campaign – and this is where a weakness certainly lies in the type of influencer marketing booking.com engages in currently and why they need to differentiate to stay ahead of this trend.
3.4 - Opportunities
Direct marketing certainly appeals to the Boomer generation as its live, tangible and can be focussed specifically to their demographics. Sequel Response (2024) states that direct mail is an expensive channel, in terms of cost-per-piece compared to digital marketing. As this new marketing campaign will have a primary focus on upselling high end luxury resorts and extras profit needs to be a serious consideration, and minimising  campaign cost as a whole.
Online only retailers increased during the pandemic, and we saw many brands move online completely such as Dorothy Perkins – travel agents are no different. However, with boomers and Gen Xers having the most residual income so willing to spend on luxuries such as night stays, but they are the generation with the least interaction online. Booking.com must therefore ensure that if online only is the only viable business model, that the generation with the least interaction have been considered in terms of providing reassurance and additional information/support is easily accessed.
3.5 - Threats
Expedia is booking.com’s largest competitor and they have applied certain elements to their marketing strategy that will set them apart when it comes to generational positioning.
Expedia apply search engine marketing and optimization as well as metasearch, social media websites, brand advertising through online and offline channels, loyalty programs, mobile apps. However, more significantly in relation to targeting a key demographic, Experian offer personalized traveller communications on its website/adverts as well as through direct e-mail communication with travellers. The significance of Live Chat platforms and more significantly chat bots as an interaction tool with Boomers needs to be considered. 
Bocian (2024) states as chatbots continue to advance in their communication skills with customers, there have been more positive interactions. According to a recent study, 80% of customers had a pleasant experience interacting with bots. Not only is this a growing trend in Marketing currently, but the idea that Booking.com could potentially lose customers due to their not being an outlet to ask questions and receive answers in real time – especially when committing to a high ticket purchase – will be detrimental.




4.0 - Summary
To summarise here, the three key emerging/growing trends Booking.com are using and will continue to use (alongside some modification) are:
·   Influencer Marketing (IM)
· Short- form Video content (SFV)
In addition, for the new marketing campaign included in this report the organisation will be exploring:
· Real time chat bots/real time communication (CB)
(IM), (SFV) & (CB) will be used in the breakdown of the marketing campaign to signify where the use of these trends has been applied to nullify the threats and maximise opportunities outlined in the above analysis.

5.0 - Marketing Campaign - #boomingmarvellous
5.1 - Campaign Objective
This marketing campaign will utilise key online influencers from the Boomer generation to upsell high spend, luxury holiday destinations and specifically target the demographic with the highest residual income and lowest time demands. The campaign will be made up of 3 short videos, each focussing on one destination/method of travel. The use of short form content utilising Instagram reels/Tiktok videos will offer a simple booking link and enable to user to subscribe to more content from both the influencer and Booking.com. Then objective is for Booking.com to engage the boomer generation in their online social media by depicting influencers that have a direct resonance with the consumer age group and that demonstrate how easy it is to utilise and trust Booking.com for their next trip.
5.2 - Target Audience
A marketing campaign specifically focussed on Instagram reels and TikTok videos that reach out to the Boomer generation. The boomer generation is categorised by individuals who are currently aged between 60 & 78 (Beresford Research, 2024). The number of boomers regularly using Instagram and TikTok is climbing. The number who say they use TikTok has grown by 57% since 2021 (Harlow, 2023). The increase in this generation digesting short form content is the impitus for choosing these platforms for this particular marketing campaign.
The Boomer generation currently have double the net personal wealth that that of a consumer half their age (Black, 2018) and with this comes the ability to spend more on luxuries such as travel, and this is one of the key reasons this is the key target audience for this specific campaign.
5.3 - Campaign Message
The message for this campaign centres around the use of the hashtag ‘#BoomingMarvellous. The hashtag is a play on words for the term ‘Blooming Marvellous’. The word blooming has connotations with growth, energy and being generally healthy which is a nod to the Boomer generation as they are often overlooked. The use of the word marvellous refers to the opportunities of ‘marvelling’ at new countries and experience all the marvels the world can offer.
The campaign will look at five destinations which typically have a higher value. Each destination will be assigned a creative influencer from the Boomer generation and will depict the influencer enjoying the sights of the destination, sampling the hotel, and also showing how easy the booking process is – or how ‘BoomingMarvellous’ the experience is from start to finish.
Booking.com already have a catchy tagline to accompany their adverts (Booking,com, Booking.yeah) so the aim is to capitalise already on this with a slight change – Booming.Yeah!
5.4 - Content & Media Strategy
The content of the three videos which will be used to advertise this campaign is detailed individually below:
5.4.1 - Video One
This short video will depict an appropriate influencer working through the booking process online to demonstrate how easy using the online platform is to use. The video will demonstrate landing on the Booking.com home page, choosing a destination and processing a sale – all whilst sitting on a sunbed. Adding a live chat feature means that comments can be added and replied to in real time for any queries. The live chat will be monitored so the comments left on the video can be interacted with real time, to provide a more tailored service just like it’s competitors (IM), (SFV), (CB).
5.4.2 - Video Two
This video will depict an appropriate influencer walking through a Resort, reaching in different directions to book trips, holiday extras & parking. This video’s aim is to show that Booking.com is versatile and doesn’t just offer accommodation booking and can service an entire trip. This video will create bigger brand awareness for the target market (IM), (SFV).
5.4.3 - Video Three
This video will depict an appropriate influencer delivering a news flash style advertisement, the headline will read – ‘The best destinations for the best generation’ – and will highlight three key destinations with a high ticket price – ensuring that the properties spotlighted are ones that have slow traffic on the website normally to drive sales and increase profitability. This video will specifically reach out to the desired demographic but will also achieve some potential gaps in their business ie. Building stronger partnerships with luxury brands by increasing traffic and increasing profits (IM), (SFV).
5.5 - Campaign Result Measurement and Analysis
To measure success there are some key analytic tools which need to be utilised in order to determine if this marketing campaign is successful. Concannon (2024) explains the past, marketers would compare revenue lift or sales lift before and after the campaign. But that’s no longer enough to define true marketing campaign success.
In this case, as the campaign is operating on multiple social media plaftforms a social media management suite would be key to ensuring the campaign is delivering on objectives and outcomes. Some of the most well known companies providing management suites are Hotjar and Hootsuite. 
These management suites can support this campaign in two ways:
· Social Media Managing Suite - Tracking conversion rate optimisation
· Google Analytics – Bounce Rate etc.
Ensuring Booking.com can successfully track conversion rate means they can accurately identify if changing their marketing strategies to appeal to a different demographic has been successful. 
Hotjar (2024) confirms while improving conversions is the ultimate goal of CRO, taking a purely numerical approach won’t get you very far—the more you look at spreadsheets full of data points and actions, the less you consider the individuals behind them. A holistic approach to CRO puts people front and center by trying to understand what drives, stops, and persuades them to convert.
When attempting to appeal to a new demographic, it’s important to understand from a holistic standpoint what makes them tick and potentially change their online habits. The conversion rate itself will then influence further campaigns dependant on success.
Google Analytics is a service that can provide tools and insights on the performance of your online presence or success of a marketing campaign. Some of the metrics that can be measured using this tool are – Session duration, Page Views & bounce rate. Hubspot (2023) suggests that If you want a lot of data — and more importantly, have the time and ability to analyze and act on it — Google Analytics is a great fit. However, Google Analytics takes time to set up, learn, implement, maintain, and use. As Booking.com is a large global organisation the use of Google Analytics can provide an in depth snapshot of the success of the campaign, if the desired messaging is working, if the right demographic engagement is increasing or if any changes need to be made in order to ensure success.
Both tools will be utilised to monitor campaign success and engagement to ensure objectives are met.
6.0 - Conclusion
The marketing campaign in this report will have a direct impact on the business for Booking.com. Appealing to a demographic with notably more residual income, and engaging them in their already successful approach to marketing will create a stronger market position and higher customer engagement.
The tailored use of influencer marketing, short form content and live chat options will ensure that this marketing campaign is successfully nullifying threats and maximising opportunities in their current strategy. 
Utilising analytics to monitor and track engagement and conversion will enable Booking.com to have a real time snapshot on performance and be able to make amendments to the campaign delivery should they need to.
The introduction of a live chat field integrated into their campaign means instant insights can be gained and consumers can feel a stronger sense of synergy with the brand, creating a comfortable and trustworthy environment to spend money.

7.0 - Recommendations
The following recommendations have been provided based on some of the gaps identified in the current social media strategy and how these can align more strategically with emerging trends in marketing moving forward.
[bookmark: _Hlk171003199]7.1 - Application of Live Chat/Chat Bots
The recommendation to include a live chat system integrated within the marketing campaign will position Booking.com in line with competitors in the market who are offering a more tailored approach to website engagement. This recommendation directly links with the target generation Booking.com are trying to reach, without impacting on their existing traffic. 
7.2 - Utilisation of More Generation Specific Influencer Marketing
Booking.com already has a strong influencer programme model, but as determined by the information in this report, to relate specifically to a potentially more lucrative target market they do need to revisit the influencers used and how these can have a detrimental impact for the business if modifications are not made.
Employing these recommendations inline with the detail provided in this report should enable Booking.com to not only reach their desired target group, as identified as a gap in the current strategy and impetus for the new campaign but also to align with growing and emerging trends to maximise profitability.
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