Daniel Bishop: 
Student number: 2307722


BMMB7026: 
Managing Marketing Change



Assignment 2: 
Future Developments in the 
Field of Marketing

Word count: 3300 
 


Executive summary

[bookmark: _GoBack]This study focuses on The Venues Collection (hereafter The Collection), a group of five hotels and conference centres in central England. The Collection has three revenue streams (conferences, meetings and weddings) and focuses heavily on Corporate Social Responsibility (CSR)/ sustainability as a key part of its brand. But its use of social media is very limited. Thus a social media marketing campaign to use CSR/ sustainability to promote weddings at three of its venues, Milton Hall Hotel near Oxford, Eastwood Hall near Nottingham and Sedgebrook Hall near Northampton, will be planned. The social media marketing campaign will take the form of an analysis of critical steps, using the marketing plan structure identified in Kotler et al (2017). The study will then explore three emerging strands in hospitality marketing: one (sustainability) is issues-based; a second (User-Generated Content (UGC)) in short-form videos is media-based; and the third (AI and AR) focuses on the development of new technology. The analysis of these emerging trends will be linked with the planned marketing campaign. A case study of Hilton Hotels Worldwide will then follow. Hilton Worldwide Holdings is a company on a different scale from The Collection, with 18 world-class brands, 7000 properties, almost 1.1 million rooms in 114 countries. Nonetheless, the marketing themes which it faces are similar. Strengths and weaknesses for each of the emerging trends will be analysed, before a personal reflection on the learning from this study, key conclusions are drawn and recommendations for the hospitality industry for both small and large businesses are given. 
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1. Introduction
This work plans a marketing campaign with the vision of showcasing innovative Corporate Social Responsibility (CSR) for The Collection’s wedding venues, via innovative social media marketing in an age of digital disruption, is planned. Emerging trends in marketing, and how these link to the campaign will be explored, before a comparison with a larger chain is made. Personal reflections, conclusions and recommendations for digital marketing will then be explored. 

2. Marketing campaign: critical steps
2.1: Step 1: Analysis of current market situation
The Collection offers ‘Spaces to Meet, Spaces to Sleep, Spaces to Celebrate’. The brand emphasises a good night’s sleep; friendly, knowledgeable and professional staff for a stress-free experience; place (convenience with rural tranquillity) (The Venues Collection, 2024a). They stress their innovative CSR approach, “leading the way when it comes to sustainability” with their ‘Future First Charter’, its people pledge, food focus and enriching environment approach (The Venues Collection, 2024b). These themes, including CSR, inform its wedding branding. For example, Sedgebrook Hall Hotel emphasises “more taste, less waste”, eco-conscious menus with 80% British-grown ingredients, seasonal fruit and vegetables and fairtrade suppliers (The Venues Collection, 2024d).

2.2: Step 2: Market description
Age is critical for understanding the wedding industry. The average age of marriage in the UK is 30.6 for females and 32.1 for males (Minzter-Sweeney, 2023). 74% of couples married in 2023 were millennial and 12% Gen-Z. Of those currently engaged, 24% of are Gen-Z; 66% are millennials (Bridebook, 2024). 
Second, the typical millennial/Gen-Z cares passionately about CSR: Rudominer quotes a study which found 62% of Gen-Z and millennials are willing to pay 10% more for sustainable products (Rudominer, nd). For weddings, for 27% of engaged couples, locally-sourced seasonal food is important and for 12% an eco-friendly venue. (Bridebook, 2024). 
Third, Millennials and Gen-Z use social media prolifically, millennials on average for 2.25 hours and Gen-Z for 3 hours per day (Statista, 2021). 70% of Gen-Z users’ emotions are affected by online content; social media networks determine Gen-Z’s attitudes towards services and decision-making (Chang & Chang, 2023). 57% of Gen-Z couples rely on social media when researching wedding venues. Indeed, 51% of Gen-Z use Instagram before first contact with a venue. (Bridebook, 2024). 70% of millennials are most likely to connect with business on Facebook and 64% use Instagram (Content Science Review, 2023)  Of Gen-Z, 71% use Instagram and 46% Facebook (Statista, 2023).

2.3: Step 3: Competitive review
The Natural Wedding Company showcases ‘eco-venues’: almost all are premium offerings; costs are typically high (The Natural Wedding Company, 2024). One ‘eco-wedding’ venue, Crockwell Farm, near The Collection’s Eastwood Hall Hotel, has Sustainable Wedding Alliance accreditation, charging £11000 in High Season for weekend wedding venue hire (Crockwell Farm, nd). Price and place will be important for marketing The Collection hotels as sustainable venues: beautiful buildings and space, alongside hotel-chain pricing, are notable.

2.4: Step 4: E-marketing social media SWOT for The Collection
Chaffey and Ellis-Chadwick note the importance of undertaking an e-marketing SWOT when creating a digital marketing campaign (Chaffey & Ellis-Chadwick, 2019). 

Strengths
1. Clear CSR brand across all digital marketing channels. Its Facebook page celebrates World Environment Day with clear steps on how it will achieve Net Zero by 2027 (The Venues Collection, n.d.)

2. Presence on social media: The Collection is present on key social media platforms for its target demographics, Instagram and Facebook. 

Weakness
Limited use of innovative social media, for output and varied content creation, with an over-reliance on photographs. Its Facebook page has 309 followers, 251 likes and hasn’t used Reels. (The Venues Collection, n.d.) 

Opportunities
1. Revenue from the wedding industry in the UK continues to grow: between 2019 and 2024, despite COVID-19, it grew at a compound rate of 1.7%, with a total value of £3.3 billion. (Ibis World, 2023) 

2. Social media diversification: videos can be made cheaply for Facebook Reels; 80% of millennials prefer video online marketing. (Millennial Content Consumption Factsheet)

Threats
1. Competitors: Premium sustainable hotels use social media extensively: of twelve venues on the Natural Wedding Company website, all use Facebook and Instagram, five Pinterest, two YouTube and three X (The Natural Wedding Company, 2024). 

2. Falling numbers of wedding venues: The number of wedding venues has fallen by 2.2% to 7655, between 2019 and 2024 (Ibis World, 2023). 

2.5: Step 5: Objectives 
Year 1: 
Build the brand, increasing reach and followers through creation of innovative new content in short-form videos, focusing on authenticity. 
Ensure that social media brings a high level of traffic to the website. 
Year 2: 
Increase wedding bookings, ensuring return-on-investment (ROI)
KPIs are noted in Step 8. 

       2.6: Step 6: Marketing strategy
Traditionally, the marketing-mix had 4Ps: product, price, place and promotion; however, innovation has resulted in the Mir-Sabada model suggesting 16Ps (Mir-Bernal & Sadaba, 2022). Three additions (people, popularity and perdurability) help inform our marketing campaign:
Promotion: A digital marketing campaign on Facebook and Instagram, key platforms used by the target demographic. Facebook is linked to Instagram, with six different ad formats, 1300+ groups for granular targeting (including age) and analytics (such as reach, cost-per-click); innovative AI Machine learning targets those with similar interests (Bagadiya, 2024). 
Perdurability: CSR is at the heart of this marketing campaign; it’s central to The Collection’s brand.
Product: Key marketing themes of The Collection are place: convenience with peace. Wedding venues are 4* hotels, offering convenient packages with highly skilled professional people, important as 60% of couples book with in-house catering (Bridebook, 2024). 
Pricing: Hotels aim at the mainstream wedding market. For 53% of millennials and 57% of Gen-Z, the most important selling point is price (Bridebook, 2024). 
Popularity: Authenticity is vital: a recent study concluded: “both generations placed great emphasis on perceived authenticity” (Singer, et al., 2023, p. 12) alongside storytelling and relatability (Stapleton, 2023). 

2.7: Step 7: Marketing communications strategy: innovative social media
Focused
As a small group of hotels, the campaign will be focused so content can be easily generated on a small budget, for KPIs to be analysed, and content refined. 
Format: short-form video
The main content is short-form videos (below 60 seconds), a growing social media trend. Short-form video is the number one format marketers are using in 2024 and will see most growth (Bretous, 2024). Instagram Reels is one of the best platforms for short-form video content, appealing to a broader range of ages than other platforms (Bretous, 2024).
Campaign 1: User-generated content (UGC) campaign
Drawing on examples of successful UGC campaigns within the hospitality industry such as #MyShangri-La, a campaign around #MyCollectionGreenWedding will be launched, inviting couples to share fun content related to their weddings. These would be short videos (around 15 seconds), to ensure key points are heard (Gilliland, 2019). They will be posted on Facebook Reels and migrated to Instagram Reels.

Campaign 2: ‘Behind the Scenes at Your Eco Wedding’ campaign
Customers feel more connected to brands showing people behind the brands (Bretous, 2024). Short-form videos will curate the digital story of the sustainability of The Collection’s weddings, showing the journey of wedding food from farm to fork; how ‘more taste, less waste’ is lived out; how weddings can help the world through fairtrade; short, ‘real’ conversations with ‘characters’ in the hotels, such as chefs and managers. These will be unedited to give authenticity, uploaded onto Facebook Reels, converted into Instagram Reels and Facebook Advertisements, with careful targeting by demographic and location (Meta, 2024). Advertisements would be targeted at Facebook, Instagram feeds and video feeds, but not Facebook right column as most millennials and Gen-Zs now browse on mobiles (Froehlich, 2022).  

2.8: Step 8: Identifying KPIs
KPIs have clear links to the objectives of the campaign:
Objective 1: Build the brand of The Venues Collection (followers and reach)
KPIs: Followers on Facebook and Instagram (increase to 1750 followers); measure reach of the advertising campaigns: increase over Year 1. 
Objective 2: Ensure social media brings a high level of traffic to website (Click-through-rate (CTR) proportion of traffic from social media, Cost-per-click (CPC)).
Metrics are: CTR of 0.9%, the same as the average from Facebook Advertisements; an increase in the proportion of traffic coming from social media; CPC of 50p, the same as the average in the hospitality industry from Facebook advertisements (Irvine, 2024).
Objective 3: Ensure ROI
Ultimately, a positive ROI on investment would be expected from the campaign. 

2.9: Step 9: Budgets
Using UGC and short-form, authentic videos and posting to Facebook and Instagram Reels will ensure costs remain low. £27 per day for adverts across all five hotels (equal to £9855 over one year, almost identical to the 2023 average cost of a wedding with catering) seems sensible (Bridebook, 2024). 

3. Trends in marketing
Three emerging trends in hospitality marketing will be explored:

3.1 Digital strategy: Sustainability marketing
Prunty notes that, in digital marketing strategy, sustainability is increasingly important: companies should address these concerns (Prunty, 2023). Indeed, EHL Insights point out that, after what it calls, a “period of low-hanging fruit”, businesses are looking for innovative ways to “communicate … sustainability practices” such as traceability of food (EHL Insights, 2024) Another emerging trend in sustainability marketing is educating customers: “it’s no longer about doing good but showing customers how to do good” (EHL Insights, 2024). This links with the digital marketing campaign: first, the short-form video campaign ‘Behind the Scenes at Your Eco Wedding’ aims to tap into the trend in demonstrating complete traceability. Second, short-form video content is perfect for adapting to explainer and educational-type resources that EHL Insights identified. Currently, 32% of marketers surveyed use explainer-type videos, with 57% agreeing that it’s one of the most effective content types (Bretous, 2024). Clearly there is opportunity for The Collection to develop educational short-form videos. 

3.2 The importance of authentic content
The Hospitality Marketing Trends Report 2024 states: “With consumers seeking genuine connections with brands, the value of authentic content cannot be overstated. In 2024, people want raw content and real emotions” (Gribble, 2024, p. 18). This is supported by EHL Insights who note the need for storytelling, recommending that customers become part of the act, along with behind-the-scenes tours, noting that Instagram and TikTok’s short-form videos are effective for this (EHL Insights, 2024). Hospitality marketing is embracing the emerging trend of UGC. Sharma notes the importance of this in digital marketing as it offers authenticity and as technology improves, is even easier to produce (Sharma, n.d.). 
This links with the digital marketing campaign: first, UGC is at the heart of the #MyCollectionGreenWedding campaign, which aims to appeal to millennials and Gen-Z. Of marketers surveyed 92% stated that it increased brand awareness and 40% said that UGC generated the best ROI; the campaign will tap into this. Second, as Gribble notes, candid moments, such as a behind-the-scenes chat with a chef, build emotional connection; that is what the ‘Behind the Scenes at Your Eco Wedding’ campaign aims to do (Gribble, 2024).
 
3.3 The emergence of AR and AI in hospitality marketing
Prunty argues that AI has had a huge impact on digital marketing and will continue to do so (Prunty, 2023). This is supported by Tony Pec who shows the ways in which AI is becoming integrated into digital marketing tools and will allow for greater personalisation (Pec, 2023). AI can monitor social media, collate and analyse the views of those who mention the brand (The Access Group, 2023). The Collection’s Advertising Campaign is supported by social media companies’ use of AI: Facebook’s AI Machine Learning uses information collected from viewers of content to create a lookalike audience, ensuring some personalised targeting (Bagadiya, 2024). AI will continue to develop and Prunty recommends experimenting to ensure that companies are ready to take advantage, a proportionate response for a small chain like The Collection (Prunty, 2023). 
Similarly, Augmented Reality (AR) is becoming critical in hospitality marketing. Gribble shows how new-technology, such as Meta’s AI-powered Ray-Bans and Apple’s new Vision Pro VR-Headset will allow for fully immersive travel experiences (Gribble, 2024). One of the most exciting and relevant uses of AI for The Collection in the future could be the ability to offer interactive experiences of hotels for wedding guests (Manjavidze, 2022)

4. Case Study: Hilton Hotels Worldwide

4.1 Digital strategy: sustainability marketing
This is a strength of Hilton’s approach and marketing. First, it’s clearly marketed ‘Travel with Purpose 2030’ goals are clearly divided into three areas: environmental, social and governance (ESG) with clear targets (Hilton Worldwide, n.d.). Second, progress against each goal is tracked and marketed (Hilton Worldwide, 2023)  Third, as Lee and Legendre note, Hilton has reduced its waste by 44% and water usage by 20%, “providing genuinely sustainable initiatives” to market (Lee & Legendre, 2023, p. 196)

However, a potential weakness about Hilton’s approach to CSR has been concerns about unethical behaviour such as the 2009 industrial espionage and theft of trade secrets claim by Starwood hotels (Noonan & Rankin, 2017) and more recent accusations of greenwashing such as around the lack of carbon data reporting in its annual sustainability report (Caradonio, 2022). 

4.2 The importance of authentic content
Strengths: Hilton Worldwide is incredibly successful at using social media such as Instagram and TikTok to promote authentic content. One TikTok short-form six second UGC video featuring a dog dressed as a princess is captioned “My dog is a travel princess. Flights, booked. Pet friendly accommodations, secured” (Hilton Worldwide, 2024a) (16-5) It has been viewed 8.7 million times, showing Hilton’s successful use of UGC to reach and engage with a mostly Gen-Z audience, part of a wider strategy to generate ‘buzz’ by encouraging customers to share their experiences (The Brand Hopper, 2023). Hilton uses the approach of educational explainers such as ‘Industry Insights’, like its ‘Day in the Life Of’ series focusing on insights from businesses which work with Hilton (Hilton Worldwide, 2024a); it’s at the forefront of this emerging trend.  
However, Hilton has weaknesses, when social media becomes ‘over-authentic’, such as on their Facebook page where there are many negative posts. One customer commented: “Because of your incompetence I now have to sleep in my vehicle in Alaska! Guess the diamond status isn’t worth the paper it’s printed on.” (Hilton Worldwide, 2024b). A weakness of any social media use is that the brand has no control over customers’ reactions. 

4.3 The emergence of AI and AR in hospitality marketing
Strengths: Hilton has already implemented AI, machine learning and advanced analytics to personalise its offer to guests, but is also using predictive analytics to analyse its data to understand its customers better and know which customers are the most profitable (Global Data, 2024). Hilton uses Connie, an AI robot, underpinned by IBM’s Watson AI, and developed as early as 2016: Connie is a concierge to personalise the guest experience, marketed as a feature which improves guests’ experiences (Grandey & Morris, 2023).
Hilton uses AR for employee training and customer-facing experiences including its employee training AR package, Hotel Immersion, to teach empathy to its marketing team (Bettencourt, 2023).  Hilton is innovating within the hospitality industry metaverse: it’s partnered with Paris Hilton’s virtual world Slivingland, in Roblox, to offer guests the chance to win loyalty points through immersive challenges, aiming to reach new customers (Escobar, 2024). 
The main concern for Hilton is to ensure that it maintains competitive advantage in a fast-moving environment, a so-called ‘paradigm shift’ in the way the hospitality industry operates (Bettencourt, 2023). Sahota notes that Accor Hotels, a rival chain, uses AI to analyse guest preferences and their booking history, sending them personalised Advertisements (Sahota, 2024). The Marriott Hotel has created its own hotel in Fortnite, offering an immersive experience; the challenge for constant innovation is apparent (Escobar, 2024). 

5. Personal reflections
The following have been key learning points about emerging trends, important for a career in the marketing industry:
First, using segmentation to define a target audience and choosing the most appropriate social media to communicate. This is vital for a future marketing career and using AI to support this will be a core part of a marketing career. 
Second, the importance of digital disruption. It’s clear that millennials and Gen-Z automatically use social media: this is the main place they initially interact with hospitality organisations. When applying this to my future learning within a hospitality marketing setting, it’s vital to see presence on social media as the central strategy to drive bookings and revenue.  
Third, the marketing-mix is vital: considering the 16Ps is hugely useful in defining product placement within a market. For example, the concept of perdurability, not part of the original 4Ps marketing-mix, was useful. This theory could be used in a marketing role in the hospitality industry to refine the unique selling point of products within relevant sectors. 
Fourth, short-form videos and UGC are innovative and exciting ways of marketing. This can be applied to a future career in marketing by ensuring they are used, both in small and large businesses, as fun and cheap ways of marketing products.
Finally, the importance of emerging AI and AR for marketing in the hospitality industry. This could be applied to a future career in marketing in small organisations by using machine learning in platforms like Facebook, and in larger organisations by ensuring that investment in innovate AR is used to drive competitive advantage. 

6. Conclusions
First, digital disruption is real and must be embraced by all businesses (Chang & Chang, 2023). Second, segmentation is important; in future, this will be linked closely with the ability of AI to analyse huge amounts of data to provide personalised advertisements (Sahota, 2024). Third, short-form videos and UGC are key emerging marketing tools, used to reinforce brand image by providing ‘authenticity’ (Sharma, n.d.). Fourth, AI and AR innovation will be vital for hospitality in businesses of all sizes. Innovation around immersive experiences can be done at different scales, including smaller-scale immersive experiences of hotel rooms, or walk-throughs of a wedding experience, to using third-party gaming platforms for competitions. (Manjavidze, 2022) (Escobar, 2024) Fifth, issues remain important: we found that sustainability was a key issue, both for millennials and Gen-Z and for customers of all ages (Rudominer, nd). Businesses should not lose sight of the issues which underlie the media. 

7. Recommendations

For smaller businesses, like The Collection, with limited funds, just beginning to embrace digital disruption, innovation must be focused:

1. Use social media strategically to promote businesses. Digital disruption is real: social media is the key driver for millennials and Gen-Z to interact with, and access, a business.

2. Use innovative features inbuilt in social media, such as Facebook and Instagram Reels and AI machine learning in Facebook.  

3. Make use of short-form videos and UGC: these are innovative and fun, perceived as authentic by millennials and Gen-Z. 

4. Keep up-to-date with new social media. Hilton show that TikTok is now widely used by Gen-Z and videos, especially UGC, can garner high numbers of views. 

5. Use AI in a limited way to drive advertising; explore how this could be used to personalise and target marketing, and give customers an immersive experience. 

6. Ensure sustainability is front-and-centre: customers expect this; local sourcing of food, and reducing waste are minimum expectations. Even smaller brands which market themselves as eco-friendly must innovate to maintain competitive advantage.
Some of the above recommendations apply to larger businesses, especially number four; the recommendations below are specifically for larger businesses, with greater funds and capacity to innovate more:

1. Ensure customers’ concerns around sustainability are addressed. For larger hotel chains, achieving Net Zero is difficult yet expectations are high. Publishing a goal tracker and finding innovative and creative ways of ensuring sustainability are important. 

2. Invest heavily in AR to gain competitive advantage, going beyond immersive experiences of hotels to innovatively use other platforms to create excitement for potential customers.

3. Invest heavily in AI to allow analysis of large data and more granular personalised adverts to appeal to highly targeted audiences. 















References

Bagadiya, J. (2024) 'Facebook Advertisements 2024: A Complete Beginner’s Guide', Social Pilot, 
Available at: https://www.socialpilot.co/facebook-marketing/facebook-Ads (4 Jan 2024)
(Accessed 18 June 2024).
Bettencourt, J. (2023) How the hospitality industry is using AR, VR for the guest experience, 16 November. Available at: https://www.hotelmanagement.net/tech/how-hospitality-industry-using-ar-vr-guest-experience (Accessed 24 June 2024).
Bretous, M., (2024) '6 Short-Form Video Trends Marketers Should Watch in 2024 [New Data]', Hubspot, 22 April. Available at: https://blog.hubspot.com/marketing/short-form-video-trends#short-form-videos (Accessed 23 June 2024).
Bridebook (2024) UK Wedding Report 2024: The Eighth Annual Wedding Industry Report, [no place]: Bridebook.
Caradonio, J. (2022) 'The Hotel Industry’s Big Carbon Lie', Bloomberg, 19 July. Available at: https://www.bloomberg.com/news/articles/2022-07-19/embodied-carbon-is-dirty-secret-of-hotel-industry-greenwashing-eco-ratings (Accessed 23 June 2024).
Chaffey, D. & Ellis-Chadwick, F. (2019) Digital Marketing. 7th ed. Harlow: Pearson.
Chang, S.-H. & Chang, C.-W. (2023) 'The Impact of Digital Disruption: Influences of Digital Marketing and Social Media on Forming Digital Natives' Attitudes.' Sage Open, Volume July-September, pp. 1-10.
Content Science Review (2023) Millennial Consumption Factsheet. 
Available at: https://review.content-science.com/millennial-content-consumption-fact-sheet/#:~:text=So%2C%20how%20do%20millennials%20behave,power%20%E2%80%94%20an%20estimated%20%242.5%20trillion. (Accessed 18 June 2024).
Crockwell Farm (no date) Pricing.  Available at: https://www.crockwellfarm.co.uk/pricing/ Pricing (Accessed 19 June 2024).
Duan, Y., Hofer, C. & Aloysius, J. A. (2021) 'Association for Supply Chain Management Customers Care about Corporate Social Responsibility - And So Should You'. Association for Supply Chain Management, 13 October, Available at: https://www.ascm.org/ascm-insights/consumers-care-about-corporate-social-responsibility--and-so-should-you/ (Accessed 22 June 2024).
EHL Insights (2024) Hospitality News and Business Insights (2024 update). 
Available at: https://hospitalityinsights.ehl.edu/hospitality-industry-trends (Accessed 18 June 2024).
Escobar, M. C. (2024) Hilton Makes Its First Metaverse Move. Available at: https://hospitalitytech.com/hilton-makes-its-first-metaverse-move (Accessed 24 June 2024).
Froehlich, N. (2022) 'Understanding the differences in app use across generations', Forbes, 12 January. Available at:  https://www.forbes.com/sites/forbestechcouncil/2022/01/12/understanding-the-differences-in-mobile-app-use-across-generations/ (Accessed 18 June 2024).
Gilliland, N. (2019) Seven examples of hotel content marketing campaigns. Available at: https://econsultancy.com/seven-examples-of-hotel-content-marketing-campaigns/ (Accessed 23 June 2024).
Global Data (2024) Hilton Worldwide Holdings Inc – Digital Transformation Strategies. 
Available at: https://www.globaldata.com/store/report/hilton-worldwide-holdings-inc-enterprise-tech-analysis/ (Accessed 24 June 2024).
Grandey, A. A. & Morris, K. (2023) 'Robots Are Changing the Face of Customer Service', Harvard Business Review, March. Available at: https://hbr.org/2023/03/robots-are-changing-the-face-of-customer-service  (Accessed 24 June 2024).
Gribble, D. (2024) Hospitality Marketing Trends, [no place] DG Consulting.
Hilton Worldwide (2023) 2030 Goal Tracking. Available at: https://esg.hilton.com/wp-content/upload/sites/4/2024/05/2023-Goal-Tracking.pdf  (Accessed 23 June 2024).
Hilton Worldwide (2024a) Hilton. [Twitter]. Available at: https://www.tiktok.com/@hilton/video/7369623584316099883?lang=en (Accessed 23 June 2024).
Hilton Worldwide (2024b) Hilton Hotels. [Facebook] 14 June. Available at: https://www.facebook.com/HiltonHotels (Accessed 23 June 2024).
Hilton Worldwide (n.d.) Our Approach. Available at: https://esg.hilton.com/our-approach/ 
(Accessed 23 June 2024).
Ibis World (2023) Wedding Venues in the UK - Market Size, Industry Analysis, Trends and Forecasts (2024-2029) [Online]. Available at: https://www.ibisworld.com/united-kingdom/market-research-reports/wedding-venues-industry/#IndustryStatisticsAndTrends
(Accessed 18 June 2024).
Irvine, M. (2024) 'Facebook Ad Benchmarks for YOUR Industry [Data]', Wordstream, 20 February. Available at: https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmark/ (Accessed 23 June 2024).
Kotler, P., Armstrong, G., Harris, L. & He, H., (2017) Principles of Marketing. 7th ed. (Harlow: Pearson Education Limited).
Lee, R. & Legendre, T. (2023) 'Learning from Hilton Worldwide - Successful Corporate Social Responsibility Strategies' in Dixit S.K. and Piramanaygam S. (eds.) Teaching Cases in Tourism, Hospitality and Events. Wallingford: CABI, pp. 191-200.
Manjavidze, A. (2022) 'Augmented Reality in Hospitality Industry', Linkedin, 6 September
Available at: https://www.linkedin.com/pulse/popular-use-cases-augmented-reality-hospitality-ani-manjavidze/ (Accessed 24 June 2024).
Meta (2024) About Meta Advertisements placement. Available at: https://www.facebook.com/business/help/407108559393196?id=369787570424415&ref=fbb_Admanager_products (2024) (Accessed 23 June 2024).
Minzter-Sweeney, R. (2023) 'British marriage, zoomed out', Datawrapper, 15 June. Available at: https://blog.datawrapper.de/historical-marriage-age-britain/#:~:text=The%20average%20age%20of%20a,common%20sense%20can%20usually%20go. (Accessed 15 June 2024).
Mir-Bernal, P. & Sadaba, T. (2022) 'The ultimate theory of the marketing mix: A proposal for marketers and managers'. International Journal of Entrepreneurship, 26(4), pp. 1-22.
Noonan, A. & Rankin, P. C. (2017) 'Hilton Hotel Worldwide: A case study exploring corporate social responsibility and stakeholder management'. Journal of Hospitality and Tourism Cases, 5(4), pp. 15-27.
Pec, T. (2023) '7 Digital Marketing Trends And How To Stay Ahead of The Curve', Forbes, 21 March.Available at: https://www.forbes.com/sites/forbesagencycouncil/2023/03/21/7-digital-marketing-trends-and-how-to-stay-ahead-of-the-curve/(Accessed 24 June 2024).
Prunty, E. (2023) 'Key Digital Marketing Trends for 2024', The Digital Marketing Institute, 20 December. Available at: https://digitalmarketinginstitute.com/blog/key-digital-marketing-trends-for-2024 (Accessed 18 June 2024).
Rudominer, R. (n.d.). 'Corporate Social Responsibility Matters: Ignore Millennials at Your Peril', Georgetown University Center for Social Impact Communication at the School of Continuing Studies. Available at: https://csic.georgetown.edu/magazine/corporate-social-responsibility-matters-ignore-millennials-peril/ (Accessed 22 June 2024).
Sahota, N. (2024) 'AI in Hospitality: Elevating the Hotel Guest Experience Through Innovation', Forbes, 6 March. Available at: https://www.forbes.com/sites/neilsahota/2024/03/06/ai-in-hospitality-elevating-the-hotel-guest-experience-through-innovation/ (Accessed 23 June 2024).
Sharma, S. (n.d.). 'The Future Of UGC Marketing: Major Trends You'll Want To Watch', Shortstack. Available at: https://www.shortstack.com/blog/the-future-of-ugc-marketing-major-trends-youll-want-to-watch  (Accessed 18 June 2024).
Singer, M. F., Callendar, C. L., Ma, X. & Tham, S. M. (2023) 'Differences in perceived influencer authenticity: a comparison of Gen Z and Millennials' definitions of influencer authenticity during the de-influencer movement'. Online Global Media Communication, 2(3), pp. 351-378.
Stapleton, S. (2023). 'Reaching Millennials Through Digital Storytelling'. Linkedin, 8 February. Available at: https://www.linkedin.com/pulse/reaching-millennials-through-digital-storytelling-simon-stapleton/ (Accessed 23 June 2024).
Statista (2021) Average amount of hours spent per day on social media worldwide as of November 2021, by generation (in hours). 
Available at: https://www.statista.com/statistics/1314973/global-daily-time-spent-on-social-media-networks-generation/#:~:text=According%20to%20a%20global%20survey,day%20on%20online%20social%20platforms (Accessed 15 June 2024).
Statista (2023), Share of Gen-Z users in the United Kingdom engaging with selected social media platforms daily in October 2022. Available at:  https://www.statista.com/statistics/1341903/social-media-daily-usage-uk-gen-z/ (Accessed 15 June 2024).
Stobierski, T. (2021) '15 Eye-Opening Corporate Social Responsibility Statistics', Harvard Business School Online: Business Insights, 15 June. Available at: https://online.hbs.edu/blog/post/corporate-social-responsibility-statistics
(Accessed 22 June 2024).
The Access Group (2023) 'The Rise of AI in Hospitality: Trends, Opportunities and Challenges' The Access Group, 25 April. 
Available at: https://www.theaccessgroup.com/en-gb/blog/hos-ai-hospitality/ (Accessed 23 June 2024).
The Brand Hopper (2023) Breaking Down Marketing Strategy Of Hilton Hotels.
Available at: https://thebrandhopper.com/2023/09/24/breaking-down-hilton-marketing-strategy/ (Accessed 24 June 2024).
The Natural Wedding Company (2024). Eco Wedding Venues. 
Available at: https://thenaturalweddingcompany.co.uk/directory/wedding-venues/ (Accessed 22 June 2024).
The Venues Collection (2024a) The Venues Collection: Spaces to Eat, Spaces to Meet, Spaces to Celebrate. Available at: https://www.thevenuescollection.co.uk/ (Accessed 14 June 2024).
The Venues Collection (2024b) Future First Charter. Available at: https://www.thevenuescollection.co.uk/future-first-charter (Accessed 15 June 2024).
The Venues Collection (2024c) Weddings at Sedgebrook Hall. Available at: https://www.sedgebrookhall.co.uk/weddings (Accessed 22 June 2024).
The Venues Collection (2024d). Catering. Available at: https://www.sedgebrookhall.co.uk/weddings/catering (Accessed 22 June 2024).
The Venues Collection (n.d.) The Venues Collection. [Facebook]. Available at: https://www.facebook.com/TheVenuesCollection (Accessed 20 June 2024).



 
 

2

