ANALYSIS OF THE PROSPECTS AND PROBLEMS OF E-MARKETING IN THE HOSPITALITY INDUSTRY IN NIGERIA

ABSTRACT
This study investigated the prospects and problems of e-marketing in the hospitality industry, using Residential hotel, Abuja as case study. Due to the nature of data needed, quantitative research was employed in this research and results were analyzed using statistical procedures. The study made use of questionnaire in collecting data for analysis. The study showed that the impact of e-marketing on business in general will minimize the marketing costs by transforming from traditional/offline marketing to a mix of offline and online marketing with a focus on the online marketing, and the cost per unique users will decrease. The study recommended that we should avoid creating multiple pages of weak content just to generate search traffic. Instead, focus on a consumer-centric approach that will build your word of mouth marketing, and use a multi-attribution report to see how many assisted conversions are a result of organic site visitors.

CHAPTER ONE

INTRODUCTION

1.1    BACKGROUND OF THE STUDY

According to the definition provided by the American Marketing Association (2008), marketing refers to “an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders. In essence, marketing is a consumer-oriented philosophy or way of doing business; companies that are consumer oriented will put consumers’ needs and wants on their top priority (Ajahz, 2019). From this perspective, the ultimate goal of marketing is therefore to create and retain profitable customers by satisfying their demands. It is worth noting that the goal of retaining profitable customers is particularly challenging in Asia including Hong Kong. This is because people in this region tend to be more group oriented and the word-of-mouth effects are especially strong (Dickinson, 2013).

Hospitality marketing is unique because it deals with the tangible product, like a bed in the hotel or food in the restaurant, but it also deals with the intangible aspects of the hospitality and tourism industry. It is about the experience in a trip and social status it brings eating in a fine-dining restaurant. Hospitality marketing is very critical in the success of any hospitality and tourism product, organization and tourist destination. Proper marketing effort promotes a product or service that fills the needs and wants of the consumers and at the same time, bring profits to the organization or country that features it.

E-marketing is any marketing done online via websites or other online tools and resources. eMarketing can include paid services while other methods are virtually free. A wide variety of eMarketing methods are at your disposal, including: direct email, SMS/text messaging, blogs, webpages, banners, videos, images, ads, social media, search engines, and much, much more(Krishnamurthy, and Singh, 2005).

1.2    STATEMENT OF THE PROBLEM

It has been emphasized that the immense contribution of internet towards the development of the hospitality industry and the country as a whole is enormous and that organizations from all over the world now depend almost on the use of internet (ICT) to manage and market their services. Therefore those who have not as yet adopted ICT in their operations to take a critical look at it.

The contribution of the hospitality industry to the overall growth of the economy of Nigeria cannot be overemphasized. For the hospitality industry to succeed, the need for efficient and responsive hotel subsector which incorporates modern trend of business and customer service cannot be ignored. The efficiency and smart services provided attributable to e-business present a bigger opportunity to firms, industry and the country as a whole necessitating the availability of knowledge through research(Zelsser, 1996).

Scepticism about e-marketing has always been a barrier to reaping the benefits inherent in its adoption especially in the developing countries where information and communication technology (ICT) is yet to see its best days.

To many businesses, the use of its existing structures, systems and methods help managers and operators remain in their comfort zone without many challenges. E-business however presents a more contrasting option and its adoption brings more benefits and provides global competitiveness for modern business.

1.3    OBJECTIVES OF THE STUDY

The objectives of the study are to find out the following:

1.      To identify the benefits of e-business to the hospitality industry in Nigeria.

2.      To determine the whether e-marketing bring challenges to customers’ of the hospitality and tourism industry.

3.      To find out whether there is possible ways of correcting the  electronic threats 

1.4    RESEARCH QUESTIONS

The following research questions were stated to guide this study:

(a)     Are there the benefits of e-business to the hospitality industry in Nigeria?

b)      Does e-marketing bring challenges to customers’ of the hospitality and tourism industry?

(c)     Are there possible ways of correcting the electronic threats?

1.5    SIGNIFICANCE OF THE STUDY

The significance of this study can be seen in the fact that the outcome can be applied in the development of national policy framework as a guide for e-marketing (i.e. e-business) adoption. The study will improve our understanding of the following issues as they apply in the Nigerian situation.

It shows the relevance of e-business in hospitality for a developing country like Nigeria.

It reveals the benefits derived from adopting e-marketing

It addresses the challenges that prevent firms from taking advantage of e-business.

It provides the basis of future research into the adoption of e-business in other sectors of the Nigeria economy.

1.6    SCOPE OF THE STUDY

The study concerns about prospects and problems of e-marketing in the hospitality industry using Idems Ultimate Hotel, Uyo. The study will focus on the concept of e-marketing, hotel industry e-marketing as well as benefits of e-marketing and services to customer services.

1.7    LIMITATION OF THE STUDY

a)      Financial constraint: Insufficient fund tends to impede the    efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).

b)      Time constraint: The researcher will simultaneously engage in       this study with other academic work. This consequently will cut     down on the time devoted for the research work.

1.8    ORGANIZATION OF THE STUDY
This research was structured into five chapters. Chapter one is the introduction covering background of the study. Chapter two is the review of related literature while research methodology was presented in chapter three. In the forth chapter, the data collected were presented, analyzed and interpreted. The work is summarized, concluded and recommendations made in chapter five.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

Chapter Summary

2.1
CONCEPTUAL FRAMEWORK

The Hospitality Industry

Hitherto, attempts to define commercial hospitality have tended to focus on the clustering and defining of groups of industrial activity (see for example Jones 1996). As Momsen, (2009) point out, this approach that has dominated the thinking of most academics and practitioners is one that takes a ‘narrow, commercial, economic and industrial perspective’ which leads to definitions that are ‘highly circular and have limited utility. In recent years, however, the debate has been stimulated by the work of Galston & Baehler, (1995) who, in an edited work, present a range of different views of hospitality from the philosophical to the commercial, and include several interesting perspectives such as humour, the role of media and postmodernism. Perhaps the most significant contribution of this work is the exploration of the concept of hospitality in the three domains of the social, the private and the commercial environments. This led to a vigorous debate (Slattery 2002, Brotherton 2002, Slattery 2003, Brotherton 2003, Jones 2004b) with Slattery (2002) cited in Goeldner & Ritchie (2006), challenging what he characterises as the ‘threedomain approach’, and claiming that it excludes important aspects of the industry to the extent that ‘it is portrayed as the poor relation’ when compared with hospitality in the social and private domains. Indeed, Slattery (2002) is clear in his view that; ‘Hotels, restaurants, bars and the other hospitality venues are businesses where the critical relationship is between sellers and buyers. The buyers are not guests, they are customers. The relationship is not philanthropic it is economic.’ Having criticised the ‘three domainers’ conception’, Slattery presents his hospitality contexts model which structures the industry under four headings: Free-standing Hospitality Businesses, Hospitality in Leisure Venues, Hospitality in Travel Venues, and Subsidised Hospitality. Although this is an approach that harks back to the industrial classifications models mentioned earlier, it is interesting to note that the notion of hospitality contexts has similarities with the three domains approach; that is, both seek to define hospitality within the context of the environments within which it takes place. Whilst Higham & Cohen, (2011) look at the wider contexts of private, social, and commercial hospitality, Slattery (2002) focuses on the contextual sub-divisions of commercial hospitality. It is unfortunate that despite having identified the weaknesses of extant definitions of hospitality, and presented an alternative three domains approach, the authors in Lashley and Morrison (2000) fail to explore the implications of hospitality in the social and private domain for the practice of hospitality in the commercial domain. Put simply, the question might be asked, how might commercial hospitality be made more hospitable? In the same text, Higham & Cohen, (2011) offer a definition of hospitality.‘A contemporaneous human exchange, which is voluntarily entered into, and designed to enhance the mutual well being of the parties concerned through the provision of accommodation, and/or food, and/or drink’ which, despite their claim that it ‘captures the generic essence of hospitality’, actually fails to capture any sense of the exciting, vibrant and creative industry in the real world. As Slattery (2002) states, this is a, ‘denuded and sterile conception of commercial hospitality and hospitality management’. In addition, the Yiola and Akintunde (2011) definition highlights the preoccupation with the paraphernalia of hospitableness centred around food, drink and accommodation (Jurowski and Gursoy, (2004); and the provision of these through service. This has manifest itself in a preoccupation with customer service, service delivery and service quality. This is an approach that is dominated by the perspectives of supply and suppliers, it not one that customers recognise, it is not the language that customers use, and it is not an approach that reflects the consumer experience or demand perspective (Karatepe and Olugbade, 2009). The retention of a customer perspective is essential to the effective delivery of hospitality products; customers do not buy service delivery, they buy experiences; they do not buy service quality, they buy memories; they do not buy food and drink, they buy meal experiences. This was recognised as early as the 1960s when Hopkins, J.L., (2012) published his seminal work Marketing the Meal Experience, however, its true implications for the business have never been adequately explored. Lorenzoni and Pidgeon (2006) consideration of private hospitality and commercial hospitality domains predates Lashley and Morrison, and more significantly, extends the analysis to present a model of commercial hospitality. Lorenzoni and Pidgeon (2006) then explores the implications of the “hospitality metaphor” for customer service organizations. These implications include understanding the guest, supporting host employees, generosity, managing social protocols, defining the type of hospitality relationship, and the importance of the human resource function. Braithwaite (2004) develops this approach in his paper on hospitality under “extreme circumstances” suggesting the additional dimension of identifying and enhancing the occasion, and reiterating the importance of generosity and memories. As mentioned earlier, the limited academic debate has been dominated by the application of generic business and management theory. Indeed, as the orphans of the academic world, hospitality academics have perhaps jumped too readily into the world of services management, with little consideration for the true relevance and implications of this perspective for the concept of hospitality and the international hospitality industry. The assumption that the world of hospitality is analogous to services such as banking, finance and insurance is questionable, and intuitively hospitality would appear to be significantly different to these services. Indeed, consumer research that has sought to apply generic service sector models to hospitality, such as SERVQUAL, has found significant differences to the extent that new models have been developed with different dimensions of consumer satisfaction including DINESERV and LODGSERV (Hopkins, 2012).

Segmentation Of The Hospitality Industry

The hotel industry is one of the most diverse and dynamic industries in the world. In order to understand the customers, it is necessary to divide the whole market into subsets.“Market segmentation is the process of dividing the total perceived market into subsets, of which each of the potential customers have characteristics in common, which lead to similar demand needs for a product or service” (Kelleher, T. (2006). Since the main reason behind marketing is to find a way of satisfying customers’ need in a new or better way, dividing the market into different segments will allow the hotel to focus on the segment that provides the best opportunity for its product and services. Successful hotels recognize that the taste and preferences, needs, lifestyles, family size and composition of guests differs from one another and are able to follow a policy which increases market demand for their products by focusing their marketing efforts at a sub-group of customers. Sometimes the hotel might need to choose more than one segment to concentrate on. For example, the needs of a family to book a hotel room is different from that of a business person who comes to the city for business purposes. In the case of a business person the hotel will need to ensure that there are phone services, internet connection for the guest. Creating a niche within a market segmentation helps the hotel to have focus on the market segment and be able to fully deliver the benefit of the product to the customer. (Freeman (1984) If the aim of marketing is to influence demand, then knowing more about the current customers as well as prospective customers will be the key to effective marketing campaigns. To put it in other words, the more a company knows about its core customer the better it will be able to create value that meets their needs and also put into use marketing efforts that are needed to influence the purchasing decisions of such customers. (Baehler, (1995) The importance of market segmentation cannot be overemphasized. It helps the hotel to divide the total market and identify the needs of the sub-group. Segmentation is the first step taken when engaging in a marketing process that involves developing products that meet the need of the customers. When a product meets the customers’ needs and expectation, they will usually come back for more and more. This will definitely result in a good relationship between the hotel and its customers. Moreover, it is necessary to divide the market into different groups and subgroups when setting the market objectives. Having a deep knowledge about the target customer for the company’s product helps in planning, setting the budget and controlling the marketing activities. (Baehler, 1995)There are different views surrounding the concept of market segmentation, some marketers believe that the variations in strategy and tact from one segment to another will cause the market behavior and response to change. Others think that a company should only make marketing policies and techniques for each of the segments which the company decides to focus on. Whichever view one has about the subject of segmentation in the hotel industry, the ultimate goal remains the same; combining various hotel services and market appeal to fully satisfy the need of the guest in the best possible way. (Goeldner & Ritchie 2006) As already noted above, there are various techniques that can be used in segmenting the market. One on the leading authorities in marketing, Kotler, identifies four bases for the segmentation of the consumer market. These includes; geographical, demographic, psychographic and behavioral segmentation According to Kotler, the demographic segmentation which includes variables such as the age, gender, education, occupation, income, ethnicity, nationality, race, and religion of the customers is one of the common ways of dividing the targeted market because it is closely associated with customers’ wants and needs and it can be easily measured. (Kotler et al. 2009, 342.) Psychographic segmentation focuses on measuring a guest’s mental attitudes and psychological make-up. In other words, psychographic segmentation uses psychological attributes to determine the behavior pattern of the customer. Many marketers use this to learn more about the customers’ lifestyle and attitudes. The rationale behind the division of customers into this segment is the belief that customers with common values tend to have similar purchasing patterns. A hotel can obtain psychographic information by using surveys and questionnaires to ask questions about the target market’s interest and opinion on some particular activities. Sometimes it may be necessary to draw up multiple questions and the customers can be requested to make ratings. Nowadays, the task has been made easier with the development of many computer software programs which help in accessing the result of the questionnaire and categorizing the customers based on their response to the survey. (Middleton et al. 2007, Kotler et al. 2009, 349.) A lot of marketers have suggested three major variables that can be used in developing psychographic profiles; the activities, interests and opinions of the customers. Another way of segmenting the hotel market is by considering the geography when grouping the customers. The group can be divided based on the customers’ countries, states, regions, municipalities or cities. The company can then focus it operations on one or more units within the segmentation. A company can also use mapping software to show the geographical location of its customer. There are various approaches to using geographical segmentation in analyzing the target market. Some approaches combine geographical segmentation with demographic segmentation in order to have a better description and understanding of the customers. (Kotler et al. 2009, 341.) Marketers use behavioral segmentation to divide the market based on the customers’ pattern of behavior. Behavioral segmentation is usually based on the benefit the customers seek to get from using a product, how they use a product, spending pattern, and their loyalty to a certain brand. In the hotel industry, it can be based on the frequency at which a guest travels or uses hotel services. For instance, a business traveler may use hotel rooms and services for fifteen times or more in a year whereas a leisure traveler or tourist may only travel once or twice in a year. Knowing the behavioral variable may be helpful to the hotel in planning their services to enhance the experience customers get from lodging with them. (Middleton et al. 2007, 106.) Having discussed what market segmentation is within the hotel industry, one may tend to argue about its usefulness in the hotel industry. A simple answer to this is that the process of segmentation makes the hotel work easier. The task of knowing what the targeted customer wants or expects from the hotel is simplified by market segmentation because it allows hotel management to design sensitive marketing which is flexible enough to accommodate the changes in the market environment. Furthermore, it is difficult to have two guests that have exactly the nature and character, however, it is still possible to find some similarities among them concerning their needs or expectations of hotel services. The concept of market segmentation allows the hotel to identify customers with similar needs and make effective business decisions. (Jha 2010, 57.)

Growth And Development Of Hospitality Industry

If there is one occupation that has transformed itself from a simple enterprise into a burgeoning complex, and giant industry with an array of specialists working separately and yet collectively, utilizing the logic of economic magic of division of the modern day economy, it is advertising. According to Bidemi Osunbiyi (1999). Advertising And Practice, he noted, “by the close of this 20th century, and judging by it’s phenomenal growth, it is, reasonable, accurate to say that advertising not only has turned full cycle but that it has come of age as well. Time and distance are no longer barriers in carrying advertisement massage to the entire world within seconds.During the evolutionary stage; the first advertisement where vocal, that is street wheels used by peddlers to hawk their wares. Greeks made extensive use of this form by shouting announcements of the sale of cattle and slaves. Printed advertisements also developed early. In Rome, signs were pasted up proclaiming circuses and gladiator matches. Examples of poster advertisement have also been found in Pompeii and Cartage. They usually consisted of drawing and scanty copy because few people could read. The signs advertised the goods of individual merchants. It was the advent of the printing press in 1455 that created the growth impetus for advertising. The first newspaper appeared in England - the weekly News in 1622. Henry Sampson, a historian, recalls that the first achievement was for the return of a stolen horse. In 1630, a Paris doctor also said to have opened a shop where advertisement could be posted for three days. By 1650, such offices had sprouted and this was the beginning of the centralization of advertising. The breaking of new ground characterized the growth history of advertising in 1800s. Creativity and imagination become added impetus owing to the arrival of display advertising in the early part of that century. Prior to the period, newspapers and magazine advertising were limited to short, column sizes and latter were expanded with illustrations. In 1849, Volney B. Palmer became American first significant advertising agent representing over 1,300 newspapers. He solicited businesses from advertisers, wrote copy for them, and placed advertisement in a public media channel. However, it was not until 1870 that the modern advertising agency was born. Two competing agents, J. Walter Thompson and N.W. Ayer, in an attempt to serve their clients better introduce the writing of copy by specialists was introduced. By 1876, N.W. Ayer, one of the world largest advertising agency had (20) twenty employees. The horizons of advertising were expanded by P.T. Barnun with his “tantalizing and Sensational Promotional Campaigns, partly owing to his advertising and self promotion, Barnum became an internationally famous entrepreneur. Another innovative stride occurred and displayed by W.J. Hammer in London. Like bush fire, the practice spread wildly. Early in the 20th century, Albat. D. Lasker, who became on of American’s leading advertising practitioners, turned copy writing into a big business. A significant incident in the 1900’S was the worlds war 1, during the period advertising was used effectively .Britain used it to Marshall war energies–enlisting, conservation etc. In the US the total advertising expenditure was rising progressively about half a billion dollars. In 1918, advertising became almost as important as industrial production itself. Even today the advertising scene is simply unimaginable. In the United States alone “everyday” wrote Leo Bogart in 1967,4.2 billion advertising, message pour fourth from 1754 daily newspapers, millions of other from 8151 weeklies and 1.4 billons more each day from 4147 magazines and periodicals. There are 3895 am and 1336 fm stations broadcasting an average of 730,000 commercial a day and 770 television stations broadcast 100,000 commercials a day, advertising itself has moved from an enterprise into big business, advertising age, reporting about the level of development of the business in us in 1972 indicates that everybody who advertised in 1972 manufacturing companies service operators, retailers wholesalers, distributors, associations, labour unions, schools, churches, government, politician, individuals spent an estimated $23billion.

Marketing 

A lot of people, including some who have an idea about business and hotel management, do not have a clear understanding regarding the true meaning of marketing. They think that marketing is the same thing as advertising or selling a product to customers. These people are shocked when being told that selling and advertising are just a small part of marketing and the most important aspects of marketing happen before the products are brought into the market. (Kotler et al. 2009, 8-9). Due to this reason, it is important to make a clarification between the daily usage of the word “marketing” and the way the concept is used by marketing professionals. Kotler, one of the leading authorities in the field of marketing gives a definition of marketing from the managerial perspective as “a social and managerial process by which individuals and organizations obtain what they need and want through creating and exchanging value with others”. He goes further to explain it in detail by referring to marketing as a process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. (Kotler & Armstrong 2010, 29.) This definition gives an insight into how marketing managers view marketing. Perhaps, the definition given by the American Marketing association (AMA) will also help to clear some of the misconceptions on marketing and give a deeper understanding to it. According to them “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, partners and society at large”( AMA 2013). Cristian Gronroos gives a new perspective to the definition of marketing by laying more emphasis on the customer in his definition. To him marketing is “a customer focus that permeates organizational functions and processes and geared towards marketing through value proposition, enabling the fulfilment of individual expectations created by such promises and fulfilling such expectations through support to customers’ value-generating process, thereby supporting value creation in the firm’s as well as its customers’ and other stakeholders’ processes” (Gronroos 2006, 395–417). From the definitions above, one can see that marketing is a broad concept that encompasses more than selling and advertising. We can agree that much of decisions relating to marketing are taken before the product or services come into the market. In fact, the goal of marketing is to make selling and advertising unnecessary. At this juncture, it is necessary to write about how it came into the hotel industry in order to fully appreciate its importance in the hotel industry.

Marketing In Hospitality Industry
Marketing started as a result of economic and business pressure due to a need which arises to focus on embracing a set of managerial measures in order to satisfy customers’ needs. The evolution of marketing in the hotel industry is similar to every other industry. The main reason for the marketing in the hotel business is because of the growth in the number of guests who are in need of accommodation and the increase in competitions by the accommodation service providers. Moreover, the hotel industry is becoming a more and more mature market whereby the competition is increasing globally and winning customers becomes a problem. Therefore, there is a huge shift to marketing. (Cooper et al. 2008, 511.).

Marketing orientations

The concept of marketing orientations often comes up during the process of determining whom priority should be given to when a company makes decisions. Market environment changes over time. Nowadays, most companies consider the customers as the most important factor to which all marketing should be orientated. There are basically many models of marketing orientations. Among the most popular ones are the production, product, sales and marketing orientations. These are explained below:
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GRAPH 1: Marketing Orientation (Adapted from http://www.learnmarketing.net/orientations.htm)
Under this type of orientation, mass production is the key. Companies that adopt this type of marketing philosophy believe that if products are produced on a large scale, costs can be reduced while a profit is maximized in return irrespective of demand for the product. In the hotel industry, hotel units that practice this type of orientation believe in having large buildings with many rooms and try to minimize the running costs of the hotel by employing fewer workers, reducing overall costs and the fixed costs of the operation are usually the goal. This was very common in the early 1900.

A product oriented company focuses on making a high quality product with functional features which make it superior to that of the competitors, without making relevant market research to know what the customers need. The company that uses this approach believes that a superior product will automatically sell itself in the market. Applying this philosophy into hotel industry, the goal is to have facilities that go beyond regular to luxurious facilities with the hope that guests will automatically embrace the hotel product since it is superior to the ones provided by the rivals. The shortfall of using this approach is that the outcome of it is not guaranteed since it is not known whether or not the guests wanted the product. A sales orientated company makes products without much research whether or not the product is needed in the market place. This marketing orientation is built around the philosophy that customers will not buy a product or service unless they are persuaded to buy. Companies that use this approach spend a lot of money on advertising and promotion. The goal is to make sure that they sell their product irrespective of what the customer or the market really needs. A sales orientated company believe that an aggressive sales method is the key to success in business. A marketing orientated company focuses all its business activities on satisfying the customers’ needs. A company that adopts this approach usually considers the customer the king and its primary goal is to deliver value to its customer. To achieve this, the company spends a lot of time and researches how to meet the needs and expectations of the customers. The customers are the center focus during product development as well as when implementing the company’s marketing strategies. The application of market research on a continuous basis gives companies of this type a marketing edge in understanding the needs of the customer. Moreover, they are able to establish a positive relationship with the customers and get feedback concerning the customers’ satisfaction with the product. This helps in improving and inventing new products as the market changes.

Market Positioning Of Hospitality Services

Marketing of hotel services cannot be discussed without mentioning market positioning. According to Kotler “positioning is the act of designing the company’s offerings and image to occupy a distinctive place in the mind of the target market”. The rationale of positioning hotel services is to create a brand in the minds of the customers so that the company can maximize the benefit it’s derived from the customers. Positioning a product in the mind of the customers also helps the hotel in differentiating its product and services from that of its competitors. Much of the emphasis of position is based on what the guest will receive or benefit by lodging in the hotel or using its services. Of course, the ultimate goal of positioning is to have a win-win situation whereby both hotel service provider and the guests can benefit from the transaction. In order to achieve effective and efficient positioning, it is a prerequisite that the hotel is able to identify the target market, its competitors and the ideal points-of-parity and points-of-difference brand association. (Kotler et al. 2009, 361-362.) Once the hotel’s product and services have been positioned in the right place within the mind of the target customers, the hotel can make the right investment in utilizing its resources and skills in the market place. That is, the right product or service is placed on the market at a cost effective price (Kotler et al. 2009, 374.).

Market Strategy in Hospitality Industry

The hotel industry is so competitive that it requires the hotel to formulate a dynamic mechanism which can adapt to the changes in the market environment, the competitiveness of the market as well as the economic climate. The ultimate goal of having a marketing strategy is usually to identify opportunity to serve the market in a way that is profitable and effective enough to the extent that it becomes difficult if not impossible for another company to take up the venture without running into losses. Some authors believe that at the initial stage of starting a hotel business, the hotel will not make a profit, even in the second year the hotel will only break even and the hotel may start to make a little profit from the third year. On the other hand, other marketers in the hotel industry think that the hotel can start to make a profit immediately from the first year of entering into the industry if the right marketing strategies were used. An hotelier that wants to achieve success needs to have a deep understanding of marketing and how to combine various marketing elements such as the price, product promotion and distribution.
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Graph 4. Overall Marketing Strategy (Adapted from: Jha 2010, 264)

The above graph is a representation of the entire marketing strategy of a hotel. A hotel needs to use different combinations of various inputs such as advertising marketing channels, personal selling, and advertising and so on to get the desired return on investment. It is common to see society changes in its value and needs so hotel marketers also have to change the overall marketing strategy to fit the changes in society. (Jha 2010, 261.).

Digital marketing in Hospitality industry

Digital marketing is a term that is used to describe the use of ICT (information and communication technology) in marketing. In the hotel industry, digital marketing includes the use of internet-based marketing as well as other kinds of activities that are based on digital technology such as email, phone communication, and interactive digital television. Nowadays, digital marketing is becoming an integrated and vital part of marketing activities (Kotler et al. 2009, 118). There are several ways through which digital marketing is conducted by hotels. These ways are referred to as digital marketing communication.

E-Marketing

The term 'digital marketing' was first used in the 1990s. In the 2000s and the 2010s, digital marketing became more sophisticated as an effective way to create a relationship with the consumer that has depth and relevance. While the term 'digital marketing' may not have been used until the 1990s, digital marketing itself has roots to the mid-1980s when the SoftAd Group, now ChannelNet, developed advertising campaigns for several major automobile companies, wherein people would send in reader reply cards found in magazines and receive in return floppy disks that contained multimedia content promoting various cars and offering free test drives.

The rapid evolution of digital media has created new opportunities and avenues for advertising and marketing. Fueled by the proliferation of devices to access digital media, this has led to the exponential growth of digital advertising.

In 2012 and 2013 statistics showed digital marketing remained a growing field. Digital media growth is estimated at 4.5 trillion online ads served annually with digital media spend at 48% growth in 2010. An increasing portion of advertising stems from businesses employing Online Behavioral Advertising (OBA) to tailor advertising for Internet users. Though an innovative resource, OBA raises concern with regards to consumer privacy and data protection. Such implications are important considerations for responsible communications. Digital marketing is often referred to as 'online marketing', 'internet marketing' or 'web marketing'. The term 'digital marketing' has grown in popularity over time, particularly in certain countries. In the USA for example, 'online marketing' is still prevalent, and in Italy it is referred to as 'web marketing,' but in the UK and worldwide, 'digital marketing' has become the most common term, especially after the year 2013.

Digital technologies are becoming increasingly important in most sectors of economic activity. Due to high levels of interconnectivity, the Internet has been likened to the wheel and the airplane in terms of its ability to affect the future development of business and society. Consequently, the Internet has provided the impetus for many companies to rethink the role of technology, and evidence already indicates the extent of its global impact. An interview was conducted with Mr. Yazan Taha, Digital Media Manager in MEC Agency, a global marketing company that specializes in online marketing. In the interview we discussed the importance of digital marketing, and its impact on business.

eMarketing is any marketing done online via websites or other online tools and resources. eMarketing can include paid services while other methods are virtually free. A wide variety of eMarketing methods are at your disposal, including: direct email, SMS/text messaging, blogs, webpages, banners, videos, images, ads, social media, search engines, and much, much more. There are several main categories of eMarketing activities. Businesses may choose to engage in several or all of the eMarketing activities depending on the goals of the company, product types, target market, company capacity and other decision-making criteria.

Today‘s small businesses face an increasingly unstable marketplace rife with change. Dominating the Changes in the macro environment are technological advances affecting telecommunications and Information processing. The technology of the Internet has altered forever the market environment of small and mid-sized business operations (Fojt, 1996).

The Internet has revolutionized communication, allowing individuals and organizations to overcome geographical and time constraints (Harris & Rae, 2009).

Marketing is probably one of the areas most affected due to the possibilities offered in online Communications (Krishnamurthy, 2006; Krishnamurthy and Singh, 2005; Sheth and Arma, 2005). 

The internet provides leverage for small businesses because it has significantly reduced the cost of marketing, and created mechanisms whereby individuals can make use of other people‘s connections to raise their own business profile in a systematic way through blogging and online networking (Harris et al., 2008).

Online marketing communications (OMC) 

has grown to be an important part of a company‘s promotional mix (Adegoke, 2004).

With the increased use of online tools and platforms, individuals can share their opinions, insights, experiences, and perspectives with each other through many different forms (e.g., text messages, images, audios, and videos) (Thevenot, 2007). With rapid changes in information technology, online activities are now performed via a new form of communication technology, known as ̳Web 2.0‘ or social media (Gretzel, Kang, & Lee, 2008).

Social media has now created a shift in traditional marketing, allowing  companies  to  create  lasting  relationships  and  one-on-one  relationships,  as  opposed  to  a  one-

many  relationship,  for  a  very  low  cost  (Gardhamer,  2010). Content  generated  in  social  media  include  a variety of new and emerging sources of online information that are created, initiated, circulated, and used by consumers with the intent of educating each other about products and services (Blackshaw&Nazzaro, 2006).Consumer-generated  media  content  is  therefore rapidly  gaining  popularity  as  part  of  the  decision making  process  for  purchases  whereby  consumer  fans  are  inadvertently  engaged  in  the  promotion  of  a company‘s brand, products and services (Britt, 2011). By using social media, consumers, have a profound influence  on  the  economy  and  the  businesses  that  operate  within  it. Online  platforms  such  as  social network  sites  allow  users  to  establish  interpersonal  networks  mainly  because  they  provide  them  with communication   tools   (e.g.,   text,   video,   photos),   and   users   are   more   capable   of   interacting   and communicating  with  others  (Qualman,  2009).Their  potential  to  connect  and  interact  with  an  extremely large  cohort  has  obviously  caught  the  attention  of  businesses  and  organisations  around  the  globe  as  a means  of  communicating  with,  and  learning  about,  their  customers. Today‘s best  businesses  and marketers are learning to profitably navigate this new landscape (Qualman, 2009).

Hotel Industry E-Marketing

E-marketing is the new trend of marketing extensively acquiring by hotel industry. The traditional marketing strategy of hotel industry now not performing very well; in place e-marketing is taking the driver’s seat. The travel industry survives as one of the better performing sectors in e-commerce. With no fulfillment and no need for online payments, the hotel industry is well positioned to capture the full potential of ecommerce while avoiding many of its risks. “Currently, in Hong Kong, China, Taiwan and South Korea, approximately 5% to 10% of all lodgings are booked through the Internet, with 2004 estimates approaching 20%. This would follow the U.S. trend where hotels are reporting that up to 30% of all lodging is booked through online channels. Despite the burst of the Internet bubble, the promise of the Internet for hoteliers is still real: Online distribution can reduce costs, attract affluent customers and lessen dependency on more traditional and expensive distribution channels.”

The Relationship Between e-Marketing And Hospitality Industry

E-marketing is also known as Internet marketing, web marketing, online marketing or digital marketing. It is growing at a dramatic pace in the hospitality industry and is significantly impacting the business behaviors since it drives more revenue than traditional marketing. A successful e-marketing strategy should comprise a set of specific e-actions that help hoteliers reach their planned objectives. These e-actions can be grouped into the following five main sections (A to E): A/ Search Engine Marketing (SEM): The large majority of Internet surfers use search engines to find information about hotels or travel destinations online. This makes search engines one of the most effective tools in driving targeted traffic to a hotel’s or destination’s website. 

Challenges Of E-marketing In Hospitality Industry

Right Technology

According to the Standard English dictionary it states that the right technology is the branch of knowledge that deals with the creation and use of technical means and their interrelation with life, society, and the environment, drawing upon such subjects as industrial arts, engineering, applied science, and pure science.

Finding the right technologies is the most biggest concern for marketers. Oftentimes, this is because feedback on technology is scattered. Marketers might turn to colleagues, friends in the industry, and/or analyst reports to figure out which technologies best fit their needs - only to find that feedback is spread across emails, social media, and so on from people of varied reputability. 

Social Media Management

The common challenges to your business as a result of social media may include deciding upon what kind of content to upload to social media, how often, and in what formats. Additional concerns involve choosing a team or individual to lead and execute a social media strategy, and maintaining accountability.

Solution: To overcome the inherent challenges of running a successful social media campaign, start with process, then input strategy. This means refocusing on a disciplined process for execution, management, and accountability, and later focusing on content

A bad reputation. 

A lot of money spent on Internet marketing over the past few years was wasted. Why? One big reason is that the stock market distorted company valuations and rewarded (or at least failed to penalize) profligate attempts to drive traffic or acquire customers -even if only temporarily.

Now e-marketing has a bad reputation. And half-baked metrics such as click-through rates (CTRs) still paint a picture of inefficacy and failure. Plenty of evidence shows that the Web is the most cost-effective branding medium available, but the Net’s reputation will need to be rebuilt one success at a time.

Marketing integration. 

Most major marketing efforts utilize multiple channels, on- and offline. Email, Web advertising, and viral Internet marketing should serve concrete, measurable objectives as part of an integrated campaign. 

But coordinating e-marketing with other marketing efforts is an underdeveloped art. Some companies have successfully linked the Net to under-the-cap promotions or to teaser campaigns for new product launches. But all too often the Internet is tacked on at the end of a marketing plan. Determining the strengths (and weaknesses) of the Net relative to other channels is a project we all should be working on.

Traditional advertising dollars. 

The discrepancy between the amount of time people spend online and the amount top advertisers spend there is enormous. According to a recent (Morgan Stanley Dean Witter) report, the top six advertisers spend less than one percent of their advertising dollars on the Web. With dot-com ad spending in decline, attracting traditional advertisers (mainly by addressing the four issues above) is the key to the industry’s growth.

Finding an Executive Sponsor

Having an executive sponsor usually means having someone in a highly placed position pushing your agenda for you. While finding one is eighth on the list of top marketing challenges, we've found this priority has become significantly more important for marketers in 2015 as compared to 2014. Specifically, finding an executive sponsor was more than 7X as likely to be cited as a challenge in 2015 as it was in 2014.

This makes sense, given that our survey respondents skewed toward SMBs: Marketers who are highly focused on securing more budget (and proving the ROI of their marketing spend) are likely interested in getting executives on their side to secure buy-in for inbound marketing practices.

Managing Your Website

Managing a website was the third biggest challenge for marketers in 2015 -- especially for small companies fighting to reach the growth phase, as well as for nonprofit organizations. For nonprofits, managing a website was actually the #1 concern, ranking above providing ROI and securing more budget.

But, chances are, your website's performance is high on your list of priorities. It's an asset that works around the clock to draw in visitors, convert them, and help you hit your goals, after all. 

Issues with website management includes a variety of different factors, from writing and optimizing the content to designing beautiful webpages. Here are a few things marketers can do to deal with this challenge.

Prospects/Modelling e-marketing Strategies in Hospitality 

This study focuses on the extent at which e-marketing mix is used to plan the promotion of the hotel industry online. More specifically, the study is based on the traditional marketing mix– i.e. the 4P’s (Product – Place-Price-Promotion) –and whether this can be implemented to digital marketing; whether it is possible to go from traditional marketing to e-marketing and whether this can be applied to the tourism industry. At a later stage, there were many upgrades, variations and amendments of this traditional model that shall be discussed later on in this paper in order to examine how it can work in the case of digital marketing. In order, however, to better understand marketing mix, we must first analyse how it was formed into a model upon which most promotional strategies and tactics are based. The four traditional parameters are the result of transformations of the definition of marketing that gradually led to these parameters as the basic components of the strategy planning process. In other words, the marketing mix philosophy derives from the conceptual approach to marketing. An early reference is Butler’s definition (1911) that describes the concept of marketing as all the things done by the promoter for a product before the product is promoted for sale or advertisement. The fact that this definition refers to a product is important. Even though it is an old definition, its reference to a product indicates that from the very beginning the process of marketing was based primarily on the product features. Shaw’s conceptual approach (1916) is also important since it adds the issue of price, referring specifically to price policies. Culliton (1948) describes marketing as a mixer of ingredients while Frey (1956) refers to product supply and the methods and tools for the promotion of supply and the product in general. The development of the definition and its relation to the marketing mix approach is established by Kenyon (1958) who refers to a mixing process and later McCarthy (1960) who clearly refers to the 4P’s, namely these four axes that constitute this approach. Marketing mix has been widely amended and transformed such as for example, the 7P’s that are composed of the following elements: Product, Price, Place, Promotion, Personnel, Procedure management, Physical assets (Yasanallah and Vahid, 2012). The 4C’s approach is of particular interest since its fundamental difference from the traditional 4P’s is that it is more people oriented as it mainly emphasizes customer service and satisfaction and not just the direct business profit (Shahhosseini and Ardahaey, 2011). One of the most important applications of the traditional marketing mix is its use for online promotion, that is to say when marketing mix is transformed into e-marketing. In the tourism industry, online promotion is widely used either for the direct promotion of the tourism product or the identification of tourism groups with specific features, or for market research on the needs and wants of tourists or potential tourists. Apart, however, from the promotional tactics, internet applications in tourism often reduce operational cost leading to the return of benefits to tourists and increasing reservations for tourism businesses (Buhalis, 2003).
2.2
THEORETICAL FRAMEWORK

New marketing theory

The online marketing should be based on the consumer’s abilities to select and choose in the interaction with the multiple Brands over the Internet.After a while came an enhancement in targeting advertising, understanding how websites build and keep audiences, and acquiring deeper insights into online consumers and their media, and buying patterns. Added to that, new technologies and broadband adoption enabled advertisers to make enormous creative leaps and create landmark campaigns. These leaps are likely to continue as marketing and advertising are increasingly peopled with individuals for whom the internet, eBay, Amazon, Google, and YouTube were always there, and which played some role in forming their worldviews, just as television, film, radio, and print did for previous generations. Based on these experiments the marketers are moving towards the three new models of advertising:• On Demand model, is based on consumers' abilities to select and choose their content and interactions with brands. • The engagement model, where visitors are engaged in the product or service. • Advertising as service to consumers, where the simplicity of a website becomes an advantage.

The Roots of Relationship Marketing 

Marketing relationships as phenomena are probably as old as any trade 

relationship. They have also been examined for considerably longer than the current discussion generally suggests. We propose that the current relationship marketing discussion is primarily derived from the four sources indicated in The choice of these research traditions as “roots” is based on our own earlier research and reflection (see Halinen, 1994; Möller, 1992, 1994), and on later suggestions by Brodie et al. (1997), Coviello et al. (1997), Gummesson (1996), Morgan and Hunt (1994), and Mattsson (1997). The selected traditions have emerged and developed within the marketing discipline, and they all put  emphasis on the external relationships of a company, particularly on customer  relationships. As we see it, these four marketing traditions have contributed most  to the shift from viewing marketing exchange as a transactional phenomenon to  viewing it as on-going relationships. They have also given theoretical and  practical content to the relationship-marketing concept. Only a brief description  is given at this point.

2.3 CHAPTER SUMMARY

In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of the hospitality industry, segmentation of the hospitality industry, growth and development of hospitality industry, marketing, marketing in hospitality industry, marketing orientations, market positioning of hospitality services, market strategy in hospitality industry, digital marketing in hospitality industry, e-marketing, online marketing communications (omc), hotel industry e-marketing, the relationship between e-marketing and hospitality industry, challenges of e-marketing in hospitality industry etc. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the relevant literature.
CHAPTER THREE

RESEARCH METHODOLOGY

3.1 INTRODUCTION

In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.

3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e. mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3 POPULATION SAMPLING SIZE

The population for the study will consist of executives and their subordinates in the organization which is charged with the application of management by objectives to attain organizational goals in the organization.

This study was carried out on the prospects and problems of e-marketing in the hospitality industry using Idems Ultimate Hotel, Uyo as a case study. Hence, the population of this study comprises of the staff  of Idems Ultimate Hotel, Uyo.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.   
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of the entire staff of Idems Ultimate Hotel, Uyo, the researcher conveniently selected 37 participants(from marketing department, administrative  department and top officers) as sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS 

In analyzing the data collected from research questions the researcher used frequency and simple percentages tables. 
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of thirty seven (37) questionnaires were administered to respondents of which thirty five(35) were returned and validated.. For this study a total of  35 was validated for the analysis.

4.2
DATA PRESENTATION

The table below shows the summary of the survey. A sample of 37 was calculated for this study. A total of 35 responses were received and validated. For this study a total of 35 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	37
	100

	Received  
	35
	92.68

	Validated
	35
	92.68


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	10
	28.57%

	Female
	25
	71.43%

	Age
	
	

	20-30
	24
	68.57%

	30-40
	9
	25.71%

	41-50
	0
	0%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	30
	85.71%

	MASTERS
	5
	14.29%

	PHD
	0
	0%

	Marital Status
	
	

	Single
	21
	60%

	Married
	14
	40%

	Separated
	0
	0%

	Divorced
	0
	0%

	Widowed
	0
	0%


Source: Field Survey, 2021

4.3
 ANSWERING RESEARCH QUESTIONS

Question 1: Are there the benefits of e-business to the hospitality industry in Nigeria?
Table 4.3:  Respondent on question 1
	Options
	Frequency
	Percentages

	Yes
	20
	58

	No
	04
	11

	Undecided
	11
	31

	Total
	35
	100


 Source: Field Survey, 2021

From table 4.3 above, 58% of the respondents said yes, 11% of the respondents said no, while the remaining 31% of the respondents were undecided.

Question 2: Does e-marketing bring challenges to customers’ of the hospitality and tourism industry?
Table 4.4:  Respondent on question 2
	Options
	Frequency
	Percentages

	Yes
	27
	77

	No
	0
	0

	Undecided
	08
	23

	Total
	35
	100


 Source: Field Survey, 2021

From table 4.5 above, 77% of the respondents said yes, while the remaining 23% of the respondents were undecided. There was no record for no.

Question 3: Are there possible ways of correcting the electronic threats?
Table 4.5:  Respondent on question 5
	Options
	Frequency
	Percentages

	Yes
	22
	63

	No
	05
	14

	Undecided
	08
	23

	Total
	35
	100


 Source: Field Survey, 2021

From table 4.5 above, 63% of the respondents said yes, 14% of the respondents said no, while the remaining 23% of the respondents were undecided.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter contains summary of the study findings, conclusions drawn, and recommendations arising from the study.

5.2 Summary

In this study, our focus was on the prospects and problems of e-marketing in the hospitality industry using Idems Ultimate Hotel, Uyo as a case study. The study is was specifically focused on identify the benefits of e-business to the hospitality industry in Nigeria,  determine the whether e-marketing bring challenges to customers’ of the hospitality and tourism industry, and find out whether there is possible ways of correcting the  electronic threats.

The study adopted the survey research design and randomly enrolled participants in the study. A total of 35 responses were validated from the enrolled participants where all respondent were staff  of Idems Ultimate Hotel, Uyo, Akwa Ibom State.
E-marketing is the way you communicate and send your product or service message to your customers through the online channels, and the main e-marketing channels are social media: “anything that relates to the two way of communications,” video advertising, contents marketing, digital direct marketing, and mobile advertising.

The main tasks that digital marketers deal with on a daily basis are choosing the best channels to promote their client’s business, to utilize these channels to get the best of to gain the highest reach, to coordinate between publishers or suppliers of online services and the client. And also to generate e-marketing plans and then launch the digital campaign based on these plans.

A E-marketing Plan starts with a meeting between the client and the media team to discuss the client’s business, the product/service, and the client objective out of this upcoming marketing plan, which is referred to by marketers as “the briefing.” After listening to the client’s needs, the team conducts internal research through utilizing the save data they have, which is “the records” or the database (which might be provided by the client) in order for the marketing team to analyze the data to identify what problem the client has and where the gaps are in his current marketing plan.

During a briefing meeting, the client will typically mention that his product is high quality, has a good performance and competitive price, but it is not being purchased. Therefore, the marketing team does their analysis on the data and the current marketing plan, which the client has by using SWAT analysis, root causes analysis.

Next, the marketers start targeting the suitable audience for this product.The process of knowing the suitable audience for that product is determined by knowing the customers behavior, demographics, and psychographic of the customers.

After collecting all of this data about the client, business, the market, and the targeted audience, the marketers start launching their marketing plan implementation by investing in the correct way and on the appropriate channels.

KPIs are set before the launching of any campaign and the marketers continue to monitor the outcomes and indicators of the campaign throughout its duration. Based on those figures they transfer the budget to the highly responded channels and that’s how media marketers optimize the marketing campaign.

Based on this interview, I am convinced that by using the technology of the digital media, we can target the right customer for our product. In other words we can predict those who are willing to buy our product based on various statistics and insights from the customer such as what they are eating, their age, gender, income, and even last places they visited. For example, knowing that a customer opened an advertisement on a website for 20 seconds will indicate that he was curious about that product. The next time he visits the website, marketers can change that ads into something that will attract the same “future customer” such as a discount, an offer, or even a prize. This is called retargeting; a very smart approach to e-marketing.

The main challenges that are facing this sector of marketing in the region in particular is the client himself because of the lack of awareness and knowledge of the benefits of e-marketing, which is better than spending a lot of money on offline or traditional marketing. As Mr. Taha mentioned, “the cost of unique users online is less than 0.01 JOD, unlike the offline costs per user which is up to 100 JOD sometimes”.

The disadvantage of e-marketing is that we have to track the channel contents, such as the website or online portals contents to ensure brand safety. We don’t want the client’s ads beside a breaking news story about ISIS human rights abuses or content that utilizes racist remarks. With offline marketing, such issues are not likely to happen.

At the end, it is about the product or the service that the client is providing for the market. To build a good brand image in the mind of customers is critical, because based on studies, the mind of a normal person absorbs 3 main brands, so client should build a good brand to compete with in the market and this product must be engineered well, be up-to-date, and needed by the customers.

5.3 Conclusion

The impact of e-marketing on business in general will minimize the marketing costs by transforming from traditional/offline marketing to a mix of offline and online marketing with a focus on the online marketing, and the cost per unique users will decrease. For example, the 10,000 JOD investments on an offline advertisement will attract less than 6,000 users, but with the same amount of money online, at least 100,000 users will be attracted and consequently may be interested in your product.

Online marketing also will increase your product and awareness of your business because in Jordan and worldwide the online marketing channels are the highest reach.

Promoting your business online eventually will lead to an increase in product sales because you do the right targeting. If you placed your ads in a newspaper, you don’t know who will read your ads, or if you placed an outdoor sign in The University street-Amman, you don’t know who will see your ads. With e-marketing you do 100% true targeting, so your product will be profitable and you will reach more people.

Brands can now be direct sellers, content producers, bloggers, tweeters and even friends without having to rely on media to deliver those messages. Consumers can seek out those brands, connect with them through social networks, tweet about them, and instantaneously let all their friends know what they think about them or what they plan to buy.

5.4 Recommendations

E-marketing is the twenty-first century palette for communications, branding, and advertising campaigns, a tool with virtually infinite possibilities, uses, and outcomes. However, we both know that marketing an organization or business online is not without its various limitations and difficulties. For one reason or another, you may need help with your online strategies for marketing in this regards organisations are being advised to not rely heavily on rankings as a barometer of progress, and similarly, avoid creating multiple pages of weak content just to generate search traffic. Instead, focus on a consumer-centric approach that will build your word of mouth marketing, and use a multi-attribution report to see how many assisted conversions are a result of organic site visitors.

Every marketer faces different challenges. Although they typically share similar goals, some teams are stuck on hiring top talent, while others are having trouble finding the right technology for their needs.

Whatever the case may be, there’s always at least one area that one can stand to improve. In other words, there’s always room to optimize the various components of your strategy and turn e-marketing into an even more effective revenue generator.

5.5 Further Research

Further research on the same topic can enrich knowledge on the motives of e-marketing in the hospitality industry. This could be done by deploying and arriving with concrete solutions in order to provide more insight on those challenges.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age 

20-30
[  ]

31-40
[  ]

41-50   [  ]
51 and above [  ]

Educational level

BSC/HND
[  ]

MSC/PGDE
[  ]

PHD

[  ]

Others……………………………………………….. (please indicate)

Marital Status

Single

[  ]

Married 
[  ]

Separated 
[  ]

Divorced
[  ]
Widowed
[  ]

SECTION B
Question 1: Are there the benefits of e-business to the hospitality industry in Nigeria?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 2: Does e-business promote growth and profitability in the hospitality industry in Nigeria?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 3: Does e-marketing bring challenges to customers’ of the hospitality and tourism industry?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 4: Are there possible ways of correcting the electronic threats?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


