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Executive Summary 
This report critically examines emerging marketing trends in the hospitality sector and applies these insights through a simulated marketing experiment. The experiment centres on a digital campaign for Morgans Hotel, a boutique property in Swansea, aimed at positioning the hotel as a destination for short breaks for couples aged 18 to 35. The campaign seeks to enhance brand visibility and drive last-minute bookings through emotionally engaging and visually rich social media content.

The analysis identifies three key trends shaping hospitality marketing: cultural immersion and authentic local experiences, personalised guest engagement, and technological innovation. The simulated campaign aligns with these trends by emphasising Morgans Hotel’s cultural connections, offering flexible messaging to appeal to diverse guest preferences, and leveraging digital platforms such as Instagram and Facebook to encourage interaction and organic reach.

The report also presents a case study of Marriott International, analysing how this major global hospitality brand has responded to these trends. While Marriott has achieved successes in areas such as technology integration, personalisation through its loyalty programme, and the promotion of cultural authenticity, challenges persist in maintaining consistency across its diverse portfolio and balancing global brand standards with local adaptation.

Reflection on the simulated campaign highlights the importance of data-driven, personalised, and community-focused marketing strategies in modern hospitality practice. The recommendations propose innovative approaches tailored to both independent operators and large-scale brands, including partnerships with destination marketing organisations, the use of user-generated content, greater localisation of campaigns, and enhanced use of technology to deliver personalised experiences.

The findings reinforce the value of applying theoretical frameworks to practical scenarios and demonstrate how hospitality businesses can develop impactful marketing strategies that meet evolving consumer expectations and industry challenges.
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1.Introduction 
This report has been developed as part of a postgraduate hospitality marketing assignment that combines critical analysis of emerging marketing trends with applied insight gained through either an industry interview or a simulated marketing experiment. In line with the task requirements, a simulated marketing experiment was selected, as this approach provides the opportunity to apply marketing theory in practice and develop a structured campaign plan informed by current sector conditions and consumer behaviour.

Marketing within the hospitality sector is not a spontaneous activity; it is the result of deliberate and strategic effort by businesses to meet existing consumer needs and stimulate new demand, as observed by Duddy and Revzan (1947). 

Marketing experiments have become increasingly important in helping businesses understand consumer behaviour and optimise strategy in today’s dynamic environment. As Fernandes (2024) notes, experimental and quasi-experimental approaches offer valuable insights in digital contexts where traditional controlled testing is often not feasible. 

Wolf (2025) further highlights that clear and consistent methods for evaluating campaign success are essential. This includes setting measurable standards or benchmarks that can be used to assess performance, compare results across campaigns, and guide improvements over time.

The following report presents the simulated marketing experiment as a means to demonstrate data-driven decision-making that takes into account key trends shaping the hospitality sector. It provides a critical examination of emerging trends, an analysis of an international hospitality brand’s response to these trends, and reflection on how the insights gained might inform future marketing strategies within the industry.
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This section presents the applied element of the assignment, reflecting the choice of a simulated marketing experiment. The aim was to design a structured mini marketing campaign based on hospitality marketing theory and aligned with current industry trends and consumer behaviours.

[bookmark: _Toc202548270]2.1 Morgans Hotel 

Morgans Hotel, located in Swansea’s Maritime Quarter, blends historic character with contemporary luxury was chosen for this campaign. The hotel offers 42 individually designed bedrooms, stylish dining and bar facilities (Morgans Hotel, 2025). Its location near Swansea city centre, Mumbles, and the Gower Peninsula makes it ideal for exploring the region’s natural beauty and cultural heritage (Visit Swansea Bay, 2025).

[bookmark: _Toc202548271]2.2 Description of the Mini Marketing Campaign

The simulated campaign focuses on promoting Morgans Hotel as an ideal destination for short breaks for couples aged 18 to 35. The core of the campaign is a digital marketing strategy designed to increase awareness of both Morgans Hotel and Swansea as a cultural and leisure destination for young travellers, and to drive last-minute bookings during the summer season. 

The campaign is structured around highly visual and emotionally engaging social media content, including imagery and narratives that highlight relaxation, cultural richness, and the distinctive atmosphere of the hotel and surrounding region (Morgans Hotel, 2025; Visit Swansea Bay, 2025).

This approach aligns with theories of experiential marketing, where creating emotionally resonant and immersive narratives is key to influencing traveller behaviour and fostering stronger brand connections (Bardukova, 2023). Research indicates that the perceived quality and image of a destination can significantly influence travellers’ overall experience and their intention to revisit, which reinforces the value of highlighting the authentic cultural identity of both Morgans Hotel and Swansea in the campaign (Kumar et al., 2023). 

Furthermore, this aligns with place branding theory, which stresses that destinations should differentiate themselves by showcasing unique cultural attributes to enhance their competitive position (Poort et al., 2021).

In addition, the focus on highly visual, user-driven social media activity reflects the growing importance of participatory marketing models. Such models leverage user-generated content to build authenticity and trust while amplifying reach through organic sharing (Sciarrino et al., 2020). Digital content like travel vlogs and user posts increasingly influences young adults’ independent travel decisions, as this demographic relies on peer input and digital storytelling to shape their choices (Cheng et al., 2024).

[bookmark: _Toc202548272]2.3 Campaign Goals

The intended outcomes are to increase social media engagement, enhance brand visibility for both Morgans Hotel and Swansea as a cultural destination, and attract younger travellers. The campaign also aims to convert this engagement into short-break bookings. The plan aligns with current tourism conditions in Wales and consumer behaviour patterns that favour spontaneous travel decisions and flexible stays offering unique and authentic local experiences (Welsh Government, 2024).

[bookmark: _Toc202548273]2.4 Campaign Design and Rationale

The campaign will be launched at the start of June to align with the peak domestic holiday season in Wales (Visit Wales, 2025). This period was selected because it typically offers more favourable weather, with average temperatures around 19°C (Weather2Travel, 2025), and because couples staying within the UK may be open to last-minute decisions or looking for alternative destinations for short breaks (Kumar et al., 2023).

The campaign will run intensively for one week, during which participants will be encouraged to take part by sharing a designed campaign image or post on Instagram, tagging the Morgans Hotel account, and using the branded hashtag #SwitchOffSwansea. 

Facebook will also be used to extend reach, although Instagram remains the priority platform due to its stronger appeal to the 18 to 35 age demographic (Popovics, 2024). To further amplify visibility, collaboration with Visit Wales is planned, requesting the organisation to share the campaign’s posts and stories across its channels during the promotional period. With over one million followers on Facebook and around 410,000 on Instagram, Visit Wales offers a valuable opportunity to significantly extend the campaign’s reach (Visit Wales, 2025).

After the one-week participation period, winners will be selected. UK-based winners will be offered a weekend stay for two at Morgans Hotel, including breakfast and a package of cultural or leisure activities arranged for the Saturday and Sunday of their visit. International winners will receive a five-night stay, also with breakfast included, along with a broader selection of activities, recognising the additional effort and expense involved in travelling to the UK. 

This prize structure is designed to appeal to both domestic and international audiences and to support the campaign’s goal of increasing brand visibility, engagement, and awareness of Morgans Hotel and Swansea as a cultural destination.

This approach reflects best practice in encouraging direct interaction, as sharing and tagging can significantly increase organic visibility and engagement (Larsson et al., 2024). The strategy also aligns with research indicating that the 18 to 35 age group is particularly responsive to interactive social media elements, such as raffles and competitions, and is flexible in modifying travel plans in response to changing conditions (Bennett et al., 2024; Buffard and Papasava, 2020; Intrepid Travel, 2025).
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3.Emerging Trends & Their Impacts

Emerging trends in hospitality marketing reflect significant shifts driven by technological advancements, changing consumer expectations, and global events that have reshaped the industry. These trends are redefining how hospitality organisations engage with guests, present their brand values, and structure their service offerings. As Harrington et al. (2014) argue, hospitality marketing strategies have evolved substantially over the past decade, requiring businesses to adopt flexible and innovative approaches in order to remain competitive in an increasingly complex environment.

This section identifies three key trends that are particularly relevant to contemporary hospitality marketing cultural immersion and authentic local experiences, personalised guest experiences, and technological innovations and examines how the simulated marketing campaign for Morgans Hotel relates to these developments.

[bookmark: _Toc202548275]3.1 Cultural Immersion and Authentic Local Experiences

A primary trend within hospitality marketing is the growing emphasis on cultural immersion and authentic local experiences. Travellers today are seeking more than simply a place to stay; they are looking for meaningful engagement with the local culture, traditions, and community. 

Authenticity in tourism has become increasingly important, not only for enhancing guest satisfaction but also as a pathway to sustainable tourism that benefits both visitors and host communities (Poort et al., 2021). This shift has encouraged hospitality businesses to position themselves as gateways to local culture, offering experiences that reflect the true character of their destinations.

The Morgans Hotel simulated campaign responded to this trend by highlighting the hotel’s location within Swansea’s Maritime Quarter and its history as a former port authority building. The campaign content emphasised the hotel’s connection to the cultural fabric of the city and promoted its proximity to local landmarks and attractions (Morgans Hotel, 2025; Visit Wales, 2025). 

[bookmark: _Toc202548276]3.2 Personalised Guest Experiences

The second key trend is the increasing demand for personalised guest experiences. As Bardukova (2023) explains, hospitality marketing has increasingly shifted towards the development of tailored offerings that address individual guest preferences, behaviours, and expectations. This move towards personalisation is supported by advances in consumer data analysis, which allow hospitality organisations to deliver highly customised services and marketing messages that enhance satisfaction and foster loyalty (Ramos et al., 2023).

The Morgans Hotel campaign reflected this trend through its interactive and guest-focused elements. The social media raffle encouraged participants to engage directly with the brand by sharing posts, tagging friends, and using branded hashtags. This created a sense of involvement and community around the hotel. Furthermore, the flexible nature of the campaign’s messaging, which promoted options such as cultural exploration, nature-based activities, and relaxation, was designed to appeal to the diverse preferences of the target demographic of adults aged 18 to 35 (Buffard and Papasava, 2020).

[bookmark: _Toc202548277]3.3 Technological Innovations

The third significant trend shaping hospitality marketing is the integration of technological innovations. Digital tools and platforms have become essential components of hospitality marketing strategies, enabling businesses to engage with consumers throughout the customer journey, from initial inspiration and planning through to booking, on-site experience, and post-stay feedback (Santos and Silva, 2019). Technology not only facilitates communication between hospitality organisations and their guests but also supports the delivery of value-added services that enhance the overall guest experience.

The simulated campaign for Morgans Hotel was developed with a digital-first strategy that reflects this trend. Instagram and Facebook were selected as the primary channels due to their strong alignment with the behaviours of the target market. The campaign utilised visual storytelling, branded hashtags, and encouraged user-generated content, all designed to stimulate dialogue, build community, and extend the hotel’s organic reach. This approach reflects the shift within hospitality marketing from traditional one-way communication to interactive, technology-enabled engagement (Giraldo et al., 2024).

These trends highlight the necessity for hospitality businesses to adopt integrated, forward-thinking marketing strategies that address the evolving desires of modern travellers. As Harrington et al. (2014) suggest, success in the modern hospitality sector depends on the ability to adapt marketing strategies in line with consumer expectations, technological change, and the increasing demand for authenticity and personalisation.

































[bookmark: _Toc202548278]4. Case Study Analysis: Marriott International
Marriott International, as one of the world’s largest hospitality companies, operates nearly 9,500 properties across 144 countries and territories and offers more than 30 brands globally (Marriott International, 2025). With its international scale, diverse portfolio, and established leadership, Marriott provides a valuable case for analysing how an organisation of this size and complexity adapts to the emerging hospitality marketing trends discussed earlier. The following section explores how Marriott has addressed these trends, highlighting both successes and challenges across its operations.
[bookmark: _Toc202548279]4.1 Cultural Immersion and Authentic Local Experiences

Marriott International has implemented a variety of initiatives aimed at responding to the growing guest desire for cultural immersion and authentic local experiences. The company’s Serve 360 programme outlines its global commitment to sustainability and community engagement, including support for local sourcing, artisan partnerships, and cultural programming (Marriott International, 2021). 

Parker (2020) highlights that Marriott’s core values, including putting people first and pursuing excellence, drive these efforts to offer authentic guest experiences while generating positive social and economic impacts. In 2020, Marriott also outlined four priority themes to strengthen diversity and inclusion across its workforce and supply chain (World News, 2020).
These initiatives reflect the company’s ambition to promote cultural authenticity and representation. However, as Langley and Leyson (2013) observe, the need for brand consistency across Marriott’s global operations sometimes limits the depth of local integration, with certain properties struggling to offer truly distinctive experiences that reflect their regional character.
[bookmark: _Toc202548280]4.2 Personalised Guest Experiences
In terms of personalised guest experiences, Marriott has made considerable investments in technology and partnerships to support tailored service. The Marriott Bonvoy loyalty programme collects guest data that enables the company to customise communications, offers, and on-property services (Good et al., 2021, HB Staff, 2020). Tell (2020) describes how the partnership with Quintessentially to deliver luxury road trips represents Marriott’s focus on providing curated, individualised experiences for premium guests.
These approaches reflect the company’s awareness of the growing demand for personalised stays. Nonetheless, as Langley and Leyson (2013) explain, the complexity of Marriott’s operations and the drive for efficiency in certain segments can restrict the extent to which personalisation is delivered consistently, especially in mid-scale or budget brands where standardisation often prevails.
[bookmark: _Toc202548281]4.3 Technological Innovations
Technology plays a central role in Marriott’s efforts to enhance guest engagement and operational efficiency. The company’s mobile app allows guests to check in, use a digital key, and request services, demonstrating Marriott’s commitment to technology-enabled convenience (Banyeva et al., 2023). 
Marriott’s digital marketing strategy incorporates greater use of social media and content marketing to strengthen brand visibility and encourage direct bookings (Damnjanović et al., 2020). The rapid expansion of contactless services during the COVID-19 pandemic illustrated Marriott’s ability to adapt digital solutions in response to evolving guest expectations (McGirt, 2020).
However, as Sen and Kaushik (2016) note in their broader analysis of large hospitality groups, integrating new technologies across a global portfolio presents challenges. Marriott faces variations in how quickly properties adopt innovations, and balancing new systems with legacy infrastructure can complicate implementation.
[bookmark: _Toc202548282]4.4 Successes and Challenges
Leadership and culture have played an important role in Marriott’s ability to respond to these trends. McGirt (2020) highlights that Marriott’s CEO demonstrated authentic and transparent communication during the pandemic, reinforcing the company’s people-first philosophy and supporting trust among employees and guests during a period of significant disruption. 
This leadership style aligns with Marriott’s broader strategic efforts to integrate authenticity, personalisation, and technology across its brand. Nonetheless, the sheer scale and complexity of Marriott’s operations mean that achieving uniformity in the depth and quality of these initiatives remains a challenge, particularly when balancing global brand standards with local distinctiveness.



















[bookmark: _Toc202548283]5. Personal Reflection and Application

The simulated marketing experiment for Morgans Hotel offered a practical opportunity to apply hospitality marketing theory to a real-world scenario. From the perspective of a Master’s student, this exercise provided valuable insights into how emerging trends and digital strategies can be integrated into campaign design. The experience has reinforced the importance of creating marketing strategies that are data-driven, adaptable, and aligned with evolving consumer preferences in the hospitality sector.

One of the most important insights gained was the critical role of data in optimising digital marketing performance. Cardoso (2024) emphasises that the use of data from paid and organic social campaigns allows marketers to refine audience targeting, enhance messaging, and improve engagement outcomes. 

The simulated campaign, which incorporated branded hashtags, user-generated content, and interactive elements, demonstrated how guest engagement data can inform ongoing strategy and support continuous improvement. This is likely to influence future professional practice by encouraging the use of analytics and evidence-based approaches in hospitality marketing.

The experiment also highlighted the growing importance of peer-driven content and organic visibility in campaign success. Sciarrino, Wilcox and Chung (2020) note that peer-to-peer dynamics and influencer-style engagement can significantly enhance brand trust and reach. 

The campaign, while not involving formal influencers, aimed to replicate these dynamics by encouraging participants to share content, tag friends, and extend the campaign’s organic reach. This insight will shape future strategies by prioritising community-driven engagement that feels authentic and relatable to target audiences.


The exercise underscored the need for personalisation in hospitality marketing campaigns. Massoudi, Birdawod and Raewf (2023) argue that consumers now expect digital marketing to address their individual preferences and values. T

he Morgans Hotel campaign sought to achieve this through flexible messaging that catered to diverse motivations, such as cultural exploration, relaxation, and outdoor activities. This learning will guide future strategies by highlighting the importance of segmentation and personalised content that resonates with specific market segments.
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6. Conclusion
This report has examined the vital role of strategic marketing within the hospitality sector, combining theoretical frameworks with applied practice through a simulated marketing experiment for Morgans Hotel. 
The exercise demonstrated how hospitality businesses can create realistic, data-informed campaigns that respond to current consumer behaviours and industry trends. The project provided valuable insight into how independent hotels can position themselves effectively through digital engagement, cultural authenticity, and personalisation strategies designed to generate measurable outcomes.
A key insight from this work is the importance of aligning marketing strategies with emerging trends such as the growing demand for authentic local experiences, personalised guest engagement, and the integration of digital technology. 
The simulated campaign for Morgans Hotel sought to combine these elements within a coherent plan aimed at increasing brand visibility, social media interaction, and short-lead bookings among a defined target audience. This approach reflects the need for hospitality marketers to move beyond traditional promotion and instead create marketing initiatives that build emotional connection, dialogue, and trust.
The case study analysis of Marriott International offered further perspective by illustrating how a large, global brand applies similar strategies on a wider scale. Marriott’s efforts to promote cultural immersion, leverage personalisation, and integrate technology highlight both successes and operational challenges. These findings illustrate the complexity involved in balancing global brand consistency with local distinctiveness, as well as the practical difficulties of implementing technological innovation across a broad portfolio.
The process of designing the simulated campaign provided an opportunity to apply academic theory to a realistic context, enhancing understanding of how marketing strategies can be tailored to meet both business objectives and guest expectations. This experience has strengthened the ability to adopt a reflective, data-driven approach to hospitality marketing that combines strategic vision with practical application an essential capability for future professional practice in the field.
[bookmark: _Toc202548285]7. Recommendations
Based on the report’s findings, the following recommendations outline innovative approaches for independent hotels and large hospitality brands to strengthen marketing strategies in line with current trends and consumer expectations.
[bookmark: _Toc202548286]7.1 Recommendations for Independent and Boutique Hotels
1. Collaborate with destination marketing organisations
Partnering with bodies like Visit Wales can help small hotels extend their reach and gain credibility by aligning with established tourism brands.
2. Highlight authentic local experiences
Independent hotels should showcase cultural and community connections through social media storytelling to attract travellers seeking genuine, memorable stays.
3. Promote flexible short-break offers
Introduce packages with last-minute deals and curated activities to appeal to spontaneous travellers, especially younger couples.
4. Encourage user-generated content
Use branded hashtags and competitions to inspire guests to share their experiences, providing authentic and cost-effective marketing material.
[bookmark: _Toc202548287]7.2 Recommendations for Large Hospitality Brands
1. Support greater local adaptation
Large brands like Marriott should give properties flexibility to reflect local culture while staying consistent with global standards.
2. Enhance personalisation through technology
Invest in data analytics and CRM tools to deliver more tailored communications and guest experiences.
3. Broaden digital engagement channels
Adopt emerging platforms and interactive technologies to enrich guest engagement beyond traditional social media.
4. Communicate sustainability clearly
Highlight eco-friendly initiatives and community impact within marketing to appeal to ethically conscious guests.





































[bookmark: _Toc202548288]References 
Banyeva, I., et al. (2023) ‘Digital tools of marketing strategies in hotel branding’, Nashrīyah-i mudīrīyat-i fannāvarī-i iṭṭilāʻāt, 15(1), pp. 62–88. Available at: https://doi.org/10.22059/jitm.2023.90726.
Bardukova, L. (2023) ‘Navigating the hospitality horizon: current trends and strategies for customer attraction and retention in the hotel industry’, Ikonomika i kompûtʺrni nauki, 9(2), pp. 88–103.
Bennett, S.P., et al. (2024) ‘42 challenges for agricultural social media influencers engagement with young, non-ag adults’, Journal of Animal Science, 102(Supplement_1), pp. 3–3. Available at: https://doi.org/10.1093/jas/skae019.004.
Brunswick, G. (2014) ‘A chronology of the definition of marketing’, Journal of Economics and Business Research, 12, pp. 105–114. Available at: https://doi.org/10.19030/jber.v12i2.8523.
Buffard, J. and Papasava, A. (2020) ‘A quantitative study on the impact of emotion on social media engagement and conversion’, Journal of Digital & Social Media Marketing, 7(4), pp. 355–375. Available at: https://doi.org/10.69554/QZFL7754.
Cardoso, N. (2024) Optimize paid social campaigns with social media data. ProQuest Dissertations & Theses.

Cheng, W., Tian, R. and Chiu, D.K.W. (2024) ‘Travel vlogs influencing tourist decisions: information preferences and gender differences’, Aslib Journal of Information Management, 76(1), pp. 86–103. Available at: https://doi.org/10.1108/AJIM-05-2022-0261.
Damnjanović, V., Lončarić, D. and Dlačić, J. (2020) ‘Teaching case study: digital marketing strategy of Accor Hotels: shaping the future of hospitality’, Tourism and Hospitality Management, 26(1), pp. 233–244.
Duddy, E.A. and Revzan, D.A. (1947) Marketing: an institutional approach. New York: McGraw-Hill Book Company Inc.
Fernandes, A. (2024) ‘Unlocking SEO testing insights: leveraging quasi-experimental designs for effective experiments’, Applied Marketing Analytics: The Peer-Reviewed Journal, 9(4), pp. 303–310. Available at: https://doi.org/10.69554/doix8203.
Giraldo, L.F.G., et al. (2024) ‘Exploring the evolution of marketing strategies in hospitality and tourism: a bibliometric study’, Progress in Industrial Ecology, 17(3), pp. 240–251. Available at: https://doi.org/10.1504/PIE.2024.143784.
Good, D., Roth, Z., Suazo, J. and Shi, X. (2021) Marriott Case: Looking for Expansion Opportunities in a COVID World. D’Amore-McKim School of Business, Northeastern University. Available at: https://damore-mckim.northeastern.edu/wp-content/uploads/2022/04/Marriott-Case-CEM-2021.pdf (Accessed: 5 July 2025).

Guest Reservations (2025) Morgans Hotel Swansea. Available at: https://www.guestreservations.com/morgans-hotel-swansea/booking?utm_source=google&utm_medium=cpc&utm_campaign=991006018&gad_source=1&gad_campaignid=991006018&gbraid=0AAAAADiMQMYbXjbPtgBr1TUvKSriqS7j9&gclid=CjwKCAjwsZPDBhBWEiwADuO6y05qtqVa3gg2wrpYLydRaYz8ic2wH4-AMDoTOKx80bwCtRrnl1Ju8hoCM_gQAvD_BwE (Accessed: 1 June 2025).
HB Staff (2020) ‘Marriott: strong 2019 to lead to 2020 growth’, Hotel Business, 10 February.
Harrington, R.J., et al. (2014) ‘Strategic management research in hospitality and tourism: past, present and future’, International Journal of Contemporary Hospitality Management, 26(5), pp. 778–808. Available at: https://doi.org/10.1108/IJCHM-12-2013-0576.
Doroudi, H. and Mohammadi, H. (2023) ‘Effective factors in users’ purchase intention in social media influencer marketing due to personality characteristics: a case study of Instagram social media users in Iran’, New Media Studies, 9(36), pp. 349–393. Available at: https://doi.org/10.22054/nms.2024.71481.1503.
Kim, E.J., Tanford, S. and Choi, C. (2020) ‘Family versus couples: how travel goal influences evaluations of bundled travel packages’, Journal of Vacation Marketing, 26(1), pp. 3–17. Available at: https://doi.org/10.1177/1356766719842325.
Kumar, P., Ahlawat, P., Aggarwal, V., Kumar, P. and Bhoria, N. (2023) ‘Destination quality, fantasy experience and revisit intention: a study on domestic honeymoon tourism’, The International Journal of Quality & Reliability Management, 40(8), pp. 1899–1924.
Langley, L. and Leyson, J. (2013) The Marriott way: implementing a successful hotel strategy. Hoboken: John Wiley & Sons.
Liu, H., Li, C. and Xu, H. (2023) ‘How tourism decision-making and on-site interactions promote family benefits: a power perspective’, Journal of Leisure Research, 55(2), pp. 295–317. Available at: https://doi.org/10.1080/00222216.2023.2204870.
Marriott International (2021) Serve 360: doing good in every direction – 2021 report. Available at: https://serve360.marriott.com/wp-content/uploads/2021/09/2021_Serve_360_Report.pdf (Accessed: 5 June 2025).
Massoudi, A.H., Birdawod, H.Q. and Raewf, M.B. (2023) ‘Personal digital marketing influence on successful marketing campaign in today’s digital age’, Mağallaẗ ğāmiʻaẗ Ğīhān- Arbīl li-l-ʻulūm al-insāniyyaẗ wa-al-iğtimāʻiyyaẗ, 7(1), pp. 158–165. Available at: https://doi.org/10.24086/cuejhss.v7n1y2023.pp158-165.
McGirt, E. (2020) ‘Marriott CEO’s authentic message to employees’, Fortune, 24 March. Available at: https://fortune.com/2020/03/24/marriott-ceo-message-employees-coronavirus/ (Accessed: 5 June 2025).
Parker, B. (2020) Marriott vision, mission & core values 2019: a complete analysis. BStrategy Hub. Available at: https://bstrategyhub.com/marriott-vision-mission-core-values-2019-a-complete-analysis/ (Accessed: 5 June 2025).
Poort, M.E., Persson-Fischier, U., Martinsson-Wallin, H., Evelina, E.D. and Schaub, M. (2021) ‘“Authenticity” as a pathway to sustainable cultural tourism? The cases of Gotland and Rapa Nui’, Sustainability, 13(11), p. 6302.
Popovics, A. (2024) ‘Practical aspects of social media marketing’, in Proceedings of FIKUSZ Symposium for Young Researchers. Budapest: Óbuda University Keleti Károly Faculty of Economics, pp. 51–59.
Ramos, C.M.Q., et al. (2023) Measuring consumer behavior in hospitality for enhanced decision making. 1st edn. Hershey: IGI Global. Available at: https://doi.org/10.4018/978-1-6684-6607-0.
Santos, J.D. and Silva, Ó.L. (2019) Digital marketing strategies for tourism, hospitality, and airline industries. 1st edn. Hershey: IGI Global.
Sen, K. and Kaushik, T. (2016) ‘Recent innovative measures across different functions in the Indian hospitality industry: a case study from Accor Hotels’, Worldwide Hospitality and Tourism Themes, 8(4), pp. 481–489. Available at: https://doi.org/10.1108/WHATT-04-2016-0023.
Shilubane, N., Iqani, M. and Reynolds, C. (2024) ‘The efficacy of social media communication in engaging citizen scientists: insights from the Jozi Bee Hotel Project’, Science Communication, 46(4), pp. 487–510. Available at: https://doi.org/10.1177/10755470241234623.
Sciarrino, J., Wilcox, G.B. and Chung, A. (2020) ‘Measuring the effectiveness of peer-to-peer influencer marketing in an integrated brand campaign’, Journal of Digital & Social Media Marketing, 8(1), pp. 85–95. Available at: https://doi.org/10.69554/BOGU3121.
Tell, C. (2020) ‘Marriott International and Quintessentially team up on luxury road trip collection’, Forbes, 26 August. Available at: https://www.forbes.com/sites/catherinetell/2020/08/26/marriott-international-and-quintessentially-team-up-on-luxury-road-trip-collection/ (Accessed: 5 June 2025).
Wolf, A.M. (2025) Effective strategies for developing and implementing metrics for successful social marketing campaign performance. ProQuest Dissertations & Theses.
World News (2020) ‘Marriott International details 4 themes to scale up diversity and inclusion’, Forbes World News, 23 June. Available at: https://www.forbes.com/sites/worldnews/2020/06/23/marriott-international-details-4-themes-to-scale-up-diversity-and-inclusion/ (Accessed: 5 June 2025).



2

image1.jpg




