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Abstract 

    The internet is the most significant element in the economy of the twenty-first century since it provides us with instant 

access to regional or worldwide audiences, generates millions of jobs, and 100,000 enterprises. Social media, which 

encompasses numerous rules and includes sites like Facebook, YouTube, Twitter, and LinkedIn, is managed by tiny groups 

with institutionally unified retail ideals. These regulations contain a promotion associate, a general connection, and their 

trading advancement to foster a client-focused culture. The hotel sector can benefit from the use of digital marketing. Media 

outlets including radio, television, and newspapers have developed over the past few decades into a connected marketing 

pathway that hotels can plan for. The allocation of actual hotel reservations, according to Amit Vyas (2018), is evidence 

that a digital marketing approach was successful. A framework with a strong foundation is provided by the digital marketing 

strategy model, which aids in projecting important growth activities and carrying out operations as required. 
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Introduction 

The internet, which has allowed us all to instantly contact with people around the world and given rise to millions of 

businesses that create jobs, is one of the economic engines of the twenty-first century [1]. The characteristics of 

multinational hotel groups frequently garner the most discussion [2,3], followed by the political and socioeconomic factors 

influencing their growth [4,], agreements and forms of association [5,6], operational and human resource management [7], 

and marketing-related challenges [8,9]. WOM is defined as "all informal communications directed at consumers through 

Internet-based technology related to the usage or characteristics of specific goods and services, or their sellers" [10]. In 

these circumstances, internet evaluations from other customers [11] who share their experiences offer information from a 

source that is thought to be more unbiased and trustworthy than company information [12]. In the past few years, a small 

subset of companies have begun using social media into their integrated marketing plans. A message with the client in 

mind is produced when sales promotion, advertising, and public relations are combined. LinkedIn, Facebook, Twitter, and 

other social We now have the ability to engage users in deep, unmatched ways because to YouTube's expansion. [13]. 

Due to the fact that the majority of NSD research has been on the financial services industry, one of the largest sectors 

globally, hospitality, has not been sufficiently investigated. The main distinction between the success criteria for developing 

new services and new goods is the potency of the elements [14]. The features of services, such as their intangibility, 

heterogeneity, and perishability, can be used to explain this [15]. The success rate for new service enterprises is around 

58% [16]. A project's success or failure is determined by taking a holistic strategy and skillfully managing a multitude of 

components, according to empirical research that examined the project-level success determinants. The success or failure 

of a project is not determined by how well one or a few tasks are managed.[17] 

The most significant works published in certain journals are recognized in the previously existing literature on hotel 

marketing [18], which also underlines the importance of future directions [19]. The management of human resources, 

marketing, and hotel operations all fall under the umbrella of adaptation. Because each of the relevant industries is too big 

to cover individually, the research only focuses on the marketing effects of this transformation. Numerous studies 

demonstrate that the centralized management of global hotel corporations has a significant impact on a property's 

operational and marketing success. [20]. 
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2. The concept of experiential marketing 

Experiential marketing was first covered by Pine II and Gilmore in their writings on the experience economy. Numerous 

more studies and publications expanded on it and introduced it [21]. According to Schmitt, who created experience 

marketing, each consumer who is engaged in events through direct observation and as a result encounters a few stimuli. 

Experience marketing refers to any activity that encourages initiative, independent thought, and purchase patterns [22]. 

Alistair claims that improving a variety of real, concrete, and exciting experiences is a key component of marketing that 

supports a claim. rather than viewing the campaign through the perspective of traditional advertising. Through interactions 

with it, customers are made to "feel" it through media like commercials, print ads, or electronic communications [23]. 

3. Digital Hotel Marketing Strategies That Work 

The use of digital marketing is essential in the hospitality industry. In recent years, hotels have stopped using conventional 

offline marketing tools including newspapers, television, radio, and websites. According to Amit Vyas, budget allocation 

is done properly. (2018) is crucial to the effectiveness of the hotel's digital marketing plan. Here is a list of some of the 

most well-liked advertising alternatives at the moment: Twitter, LinkedIn, and other social media platforms (including 

Snapchat and Instagram) make use of email marketing and external databases. Utilize display networks or Google AdWords 

for site evaluations, publisher networks, programmatic networks (targeting travelers through user-intent and contextual 

marketing), and search engine marketing (conducting direct marketing on specific websites) [24]. Describes the standard 

procedure for allocating funds for low- to medium-cost hotel advertising in 2018, drawing on twelve years of extensive 

experience in digital marketing. Fig 1: 

 

Fig.1 allocation advice for hotels' use of digital marketing in 2019 [25]. 

4. Hotel Industry Digital Marketing Strategies 

Academic studies haven't focused much on the performance impact of a hotel's digital marketing strategy, either directly 

or through the impact it has on online reviews [26]. Make it mandatory for lodging establishments to have a digital 

marketing plan and for hotel managers to keep a close eye on their internet reputation [27,28]. The model for a digital 

marketing strategy provides a framework that verifies the performance of all essential tactical development and operation 

actions and exhibits a solid framework. The author employed an SOSTAC planning of digital marketing to organize the 

design for the X hotel. The acronym for it is Situation Analysis, Goal, Strategy, Tactics, and Control (SOSTAC) [29]. 

5. varieties of hotels 

• Resort Hotels 

A resort is a full-service hotel that gives visitors access to a variety of amenities and leisure activities. The principal provider 

of the visiting experience is typically a hotel, which typically features one standout amenity or feature [30]. The location 

of the resort hotels is close to recognized natural wonders such lakes, mountains, oceans, and beaches. A Resort hotel 

usually have golf courses, sporting amenities like a swimming pool, ski slopes, tennis courts, and other indoor entertainment 

spaces because relaxing is frequently their major goal. The bulk of guests at these hotels are people with higher-than-
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average salaries who wish to relax and get away from their daily life. The majority of resort hotels are transient structures. 

A lot of resort hotels are now open all year round, despite recent changes in attitudes. Hill resorts, all-season resorts, health 

resorts, and winter resorts are additional classifications for resort hotels. [31]. 

• Boutique hotels 

Typically, boutique hotels provide excellent service and affordable accomodation. 

Boutique hotels distinguish out because they typically offer their clients genuine social or memorable experiences in addi

tion to interesting services [32]. 

• Commercial hotels 

As their name suggests, commercial hotels are typically located in the city's core and attract visitors from all over the world. 

The hotel constantly highlights the flourishing business district and provides services including parking and business center 

resources. A hotel's central location may lead some individuals to believe that all of its visitors are business travelers. 

However, the number of leisure visitors staying at the hotel is increasing yearly. A few commercial hotels also provide 

accommodations for repeat visitors [33]. 

6. Social Media promotion as the key approach for digital marketing 

• Online Review 

Customers' online product or service reviews are thought to be extremely important for both the business and potential 

clients. In fact, they are among the methods used by companies the most frequently to stimulate the interest of prospective 

customers [32,33].  

As a result, these potential customers are influenced by online reviews since they think they are sincere, trustworthy, 

advantageous, and objective. Customers really appreciate and trust reviews that have been submitted on independent review 

websites instead of using the business's own website. The two components that make up the majority of online assessments 

are the overall score and the comprehensive explanation. For instance, review websites like TripAdvisor let users rate a 

hotel's services on a 5-star scale and describe and comment on their experiences there. Customers waste a lot of time 

reading reviews provided by previous guests before making a hotel reservation [34]. They also take the time to verify the 

reviewer's credibility and the validity of the review sources. 

• Why costumers post reviews online? 

Customers can learn a lot from online evaluations since they have altered how consumers assess goods and services. 

According to research, the main reasons people write online reviews are to: [a] satisfy their own needs; [b] help other 

travelers; [c] benefit society; [d] increase their spending power; and [e] support hotel businesses.  

• Managing Review is a developing component of digital campaigns 

The hotel sector relies heavily on online reviews and comments on reviews as a route for customer interaction. However, 

the firm as a whole is vulnerable to how eWOM (Virtual Word of Mouth) and an organization's online reputation are 

managed. Businesses might publicly thank customers for positive reviews or make an effort to change the atmosphere in 

order to openly address customer issues and improve perceptions. Four out of five users thought hotels that reacted to 

reviews cared more about their guests, according to a study of the review websites Trust You and TripAdvisor [35], and 

85% of users thought a thoughtful response to a comment would improve their opinion of the hotel. 

The following elements are the primary causes of negative evaluations in the hotel business, according to a qualitative 

analysis of 500 unfavorable online hotel reviews: Unfriendly staff, troublesome reservations, subpar services, a lack of 

answers to inquiries, and poor complaint handling [35] are all common complaints. 
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7. Conclusions 

This study highlights the importance of marketing in the hotel industry, demonstrating that it is vital for both individual 

hotels and the hospitality sector as a whole. The availability of premium, cost-effective promotional goods is advantageous 

for online marketing. Regular hotel website optimization will increase bookings. The study advises hoteliers to use 

bookin.com to create an online strategy before embracing Facebook marketing. When hotel marketing is executed 

effectively, the hotel's image and its standing relative to competitors become clear, making its services easily recognizable. 

As a result, consumers may view the hotel's logo or brand as a promise of a certain level of quality. 
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