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Digital Marketing Techniques in the Hospitality Industry
[bookmark: _GoBack]Question 1: Advantages and Disadvantages
Search Engine Marketing
Search Engine Marketing offers many benefits in the promotion and placement of products and services. First, it is highly measurable, especially with the presence of analytical tools like Google Ads. Besides, SEM allows real-time monitoring of marketing results, and the user only gets to pay for the result (pay per click); thus, the maximum spending can be controlled (Khosrow-Pour, 2019). However, it has a higher long-term cost, and there is a high level of competition because of its popularity.
Web 2.0
In telemarketing, user-generated content usually reduced the content burden, which saves both time and money. In most cases, content creation is outsourced from third-parties. Quality content also results in improved reach and engagement with (Search Engine Optimization) SEO benefits. Possible disadvantages of UGC are harmful content, legal issues, and the need for constant monitoring.
Email Marketing
Email marketing can significantly improve brand recognition and establish industry expertise by sharing important information about the business to many people (Hudson & Hudson, 2017). It is also quick and cost-effective. One disadvantage of email marketing is that it can be tough to stand out; it frustrates potential customers because most hate receiving spam emails.
Mobile Marketing
Mobile marketing is advantageous because it allows a business to reach a broader market with instantaneous results. Most people use mobile phones compared to computers. Its primary disadvantage is that the platforms are too diverse.
Websites
Websites allow a business to reach a wider audience, anyone, anywhere, and anytime. Through a website, customers can access crucial information about the company, and it may be linked to all other forms of telemarketing. Disadvantages include unreliability, crashes, downtimes, and negative publicity (Singh, 2015). 
Question 2
As a sales and marketing manager, I would incorporate all of the E-marketing techniques in the strategy to achieve maximum results and reach a wider audience. Website marketing offers more significant potential for hospitality business exposure, increased sales, and advertising (Hudson, 2014). Lack of a website makes a business to lose out on potential profits, customers, and sales. Websites can also be used to generate brand awareness and revenues. 
Search Engine Marketing is also an effective way of growing the Hotel business. Through paid advertisements, advertisements can appear on search results. It offers a business the chance to place an ad in front of the right customer at the right time (Bowie et al., 2017). User Generated content marketing will also be an essential technique in the overall E-marketing strategy. Customers are always ready to rave about products and services on the internet through reviews, posts, and comments. In recent times, hashtags have become an effective way of generating viral content, which in turn, boosts business.
No E-marketing strategy is complete without email marketing. The technique is most preferred because emails can be personalized to target a specific group of people, which allows a business to develop and maintain a personal relationship with the customer gradually. Finally, mobile marketing will be important because it is multi-channel and can target a broad audience, using smartphones through mobile applications, websites, short text messages, and multimedia messages.











References
Top of Form
Bowie, D., Buttle, F., Brookes, M., & Mariussen, A. (2017). Hospitality marketing. London:	Routledge, Taylor & Francis Group.
Bottom of Form
Top of Form
Hudson, S. (2014). Tourism and hospitality marketing: A global perspective. Los Angeles:	SAGE.
Bottom of Form
Top of Form
Hudson, S., & Hudson, L. (2017). Marketing for tourism, hospitality & events: A global &	digital approach. Los Angeles [etc.: Sage.
Bottom of Form
Top of Form
Khosrow-Pour, M. (2019). Advanced methodologies and technologies in digital marketing and	entrepreneurship.
Bottom of Form
Top of Form
Singh, N. (2015). Digital Hospitality Marketing. Lanham: Centrum Press.
Bottom of Form


