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Abstract: 

Influencer marketing has become a significant concept in the hospitality sector, transforming traditional 

marketing and customer engagement methods. This research paper aims to investigate the impact of 

meaningful collaborations among the stakeholders within the hospitality industry. Additionally, it 

focuses on its impact on brand awareness, customer collaboration, and booking rates. By analysing a 

range of social media influencers, this study aims to explore effective strategies and outcomes for 

marketing campaigns. The insights gained will provide a deeper understanding of how strategic 

partnerships can be leveraged to optimize investments and foster growth in the hospitality industry. The 

study is exploratory in nature with elements of primary and secondary data with a qualitative approach. 

A stratified sampling was used to ensure representation of different hospitality establishments (hotels, 

restaurants, etc.), influencer categories (mega, macro, micro, nano influencers) and the other 

stakeholders of the industry. The findings of this research will contribute to a deeper understanding of 

influencer marketing within the hotel industry and offer practical recommendations for hotel managers 

and marketing professionals seeking to leverage these strategies to enhance their brand and market 

presence. 
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INTRODUCTION: 

Influencer marketing in the hospitality industry involves working with people who have built reputations 

and large followings on social media platforms to promote hospitality experiences and services. 

Influencers use their authenticity and credibility to influence consumer perceptions and behaviors, 

creating an opportunity for hospitality brands to reach their audiences in a more engaging format. This 

form of marketing is characterized by strategic partnerships in the form of sponsored content, reviews, 

and experiential advertising designed to highlight a hospitality brand's unique offerings. Research shows 

that meaningful collaborations with influencers can increase brand awareness, especially among younger 

demographics like millennials and Gen Z, who value authenticity and relatable content. These 

partnerships often lead to improved consumer perceptions of a brand's authenticity and encourage the 

generation of user-generated content that acts as social proof and adds credibility to advertising efforts. 

In a time when the hotel sector is marked by fierce rivalry, companies are always looking for new and 

creative ways to improve their brand image and market positioning. In recent years, the use of influencer 

marketing strategies in the hospitality industry has increased significantly as companies seek innovative 

ways to improve brand awareness and drive meaningful customer engagement. This modern marketing 
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approach has become a core concept that allows hospitality companies to leverage an authentic, relatable 

voice to build connections with their audiences. By leveraging the wide reach and authenticity of social 

media influencers, brands can effectively articulate their message and build deeper, more personal 

connections with potential customers. This transformation represents a significant departure from 

traditional marketing strategies that often lack a personal touch and rely on generic advertising tactics 

that are unlikely to resonate with today's consumers. 

The focus of this study is to systematically explore the impact of meaningful collaboration between 

influencers and various stakeholders in the hospitality industry. In particular, the study explores the 

extent to which these partnerships impact brand awareness, improve customer collaboration, and 

ultimately impact booking rates for hotel services. The objective of this study focuses on three main 

areas. First, to analyze the impact of collaboration with influencers on brand awareness and recognition 

in a competitive market. Second, to evaluate the level of customer loyalty, especially among younger 

demographics such as millennials and Gen Z. Third, to examine how the implementation of an effective 

influencer marketing strategy can lead to increased direct bookings. 

Through a comprehensive analysis of different social media influencers and their various marketing 

strategies, this study aims to provide valuable insights on how hospitality companies can optimize their 

investments in collaboration with influencers. By understanding the dynamics of these partnerships, this 

study aims to illuminate the path by which the hospitality industry can drive growth, strengthen brand 

loyalty, and ultimately achieve greater success in an increasingly digital market. This study not only 

contributes to the academic debate surrounding influencer marketing, but also serves as a practical guide 

for practitioners looking to navigate the complexities of modern hospitality marketing. 

 

OBJECTIVES:  

This paper is based on the following main objectives- 

1. To analyze the effect on brand awareness and brand recognition in the competitive market. 

2. To evaluate customer engagement particularly among Millennials and Gen Z. 

3. To explore how influencer marketing strategies can enhance booking rates. 

 

RESEARCH METHODOLOGY: 

The study is exploratory in nature with elements of primary and secondary data with a qualitative 

approach. The primary data is collected through surveys, questionnaire and direct interviews with the 

hospitality business owners, marketing managers, influencers, guests, gen Z hospitality students 

specifically in Guwahati. The secondary data is collected through literature review of relevant papers, 

academic articles, industry reports, blogs and social media.   

Sampling: A stratified sampling was used to ensure representation of different hospitality establishments 

(hotels, restaurants, etc.), influencer categories (mega, macro, micro, nano influencers) and other 

stakeholders of the hospitality industry. 

 

LITERATURE REVIEW:  

Literature suggests that meaningful influencer collaborations can have a significant impact on the 

hospitality industry by increasing brand trust, driving consumer engagement, and improving overall 

business performance. Understanding these dynamics is important for hospitality marketers looking to 

leverage influencer partnerships. 
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A study by Jin and Ryu (2021) explores the relationship between influencer credibility and brand trust in 

the hospitality industry. The authors highlight that influencer credibility has a significant impact on 

consumers’ perceptions of the brands they promote. Their findings suggest that when influencers are 

perceived as trustworthy, consumers are more likely to build trust in the associated hospitality brand, 

leading to increased engagement and loyalty. The study highlights the importance of selecting 

influencers whose values align with the brand’s identity, which ultimately leads to more meaningful 

collaborations. 

In their study, De Veirman, Cauberghe, and Hudders (2022) focus on the dynamics of consumer 

engagement driven by influencer collaborations in the hospitality industry. The authors point out that 

meaningful interactions between influencers and their audiences lead to increased consumer 

engagement, which is crucial for brand awareness and reputation. Their findings indicate that influencers 

who share personal experiences related to the hotel brand, such as hotel stays and restaurant visits, can 

build deeper connections with their followers, leading to increased interest and higher visit rates. This 

highlights the role of storytelling in influencer marketing, where authentic stories resonate with 

consumers. 

Furthermore, a comprehensive study by Lou and Yuan (2023) investigates the quantitative impact of 

influencer collaborations on the financial performance of hospitality companies. The authors analyze 

various metrics, such as revenue growth, customer acquisition costs, and social media engagement rates, 

before and after influencer campaigns. Their results show a positive correlation between well-executed 

influencer collaborations and improved business performance. They argue that meaningful partnerships 

not only improve brand image, but also lead to a visible increase in bookings and customer loyalty. 

 

DISCUSSIONS AND FINDINGS: 

1. Increased Brand Visibility: The utilization of meaningful collaborations with influencers has been 

empirically shown to significantly enhance the visibility and recognition of hospitality brands within 

their target markets. Such partnerships foster increased brand awareness by leveraging the established 

authority and reach of influencers, thereby facilitating brand penetration in competitive landscapes. This 

amplified visibility leads to improved brand recall among potential customers, allowing brands to 

establish a more prominent presence in consumers' minds. As followers engage with influencer-

generated content, the likelihood of brand recognition increases, underscoring the potential for these 

collaborations to transform brand perception and consumer awareness. 

2. Enhanced Customer Trust: The role of influencers in cultivating trust and authenticity cannot be 

overstated. Influencer marketing engenders a unique dynamic where followers are more inclined to 

regard the recommendations of trusted influencers as credible. As a result, the authenticity projected by 

influencers positively impacts customer engagement and fosters brand loyalty. Empirical studies have 

indicated that followers who perceive influencers as trustworthy are more likely to engage with and 

remain loyal to the associated brand, thereby cementing a reciprocal relationship between brand and 

consumer. This phenomenon highlights the critical importance of influencer credibility in shaping 

consumer attitudes and behaviours towards hospitality brands. 

3. Higher Booking Rates: A plethora of evidence indicates that strategically implemented influencer 

marketing campaigns have a direct correlation with increased booking rates for hospitality services. This 

is particularly evident when influencers share authentic narratives regarding their experiences at hotels 

or other destinations. The genuine promotion of services not only enhances the perceived value of the 
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brand but also encourages potential customers to take actionable steps toward booking. Therefore, the 

authenticity and relatability of influencers are essential components of effective marketing strategies, as 

they resonate deeply with target audiences, ultimately driving higher conversion rates in the form of 

bookings. 

4. Diverse Influencer Impact: The impact of influencer collaborations is not monolithic; it varies 

considerably based on the type of influencer employed in marketing campaigns. Research suggests that 

micro and nano influencers often yield significantly higher engagement rates than their macro 

counterparts. This disparity can be attributed to the perceived authenticity and intimate connections that 

smaller influencers maintain with their audiences, which engenders deeper emotional engagement. 

Consequently, hospitality brands are encouraged to adopt a more strategic approach to influencer 

selection, carefully assessing the influencer's audience demographics, engagement metrics, and 

authenticity to maximize the effectiveness of their marketing endeavours. 

5. Content and Message Alignment: The alignment of an influencer's values and messaging with those 

of the hospitality brand is paramount to the success of collaborative marketing campaigns. The degree of 

alignment significantly influences campaign outcomes, as congruence between the influencer's persona 

and the brand's core values enhances the authenticity and credibility of the promotional efforts. 

Therefore, the selection of appropriate influencers—whose beliefs and messaging resonate with the 

brand’s identity—is a critical consideration for marketers seeking to optimize engagement and 

conversion rates. This alignment not only fortifies the campaign's integrity but also fosters a genuine 

connection that enhances the consumer's overall experience with the brand. 

 

RECOMMENDATIONS:  

Here are some recommendations for the hospitality businesses: 

1. Select Meaningful Influencers: To ensure authenticity, hospitality companies should prioritize 

meaningful influencers whose content and values align with their brand and target audience. 

2. Develop clear campaign goals: Set specific goals for your influencer partnerships, focusing on 

brand awareness, engagement metrics and direct booking conversions. 

3. Create a comprehensive creative brief: Develop a detailed brief outlining campaign expectation, 

content requirements, and brand messaging to effectively guide your influencer collaboration. 

4. Engage throughout the campaign: Maintain an ongoing relationship with influencers throughout 

the campaign to receive real-time feedback and engagement, fostering authentic storytelling and 

audience interaction. 

5. Track and analyse performance: Leverage analytics tools to monitor the success of your influencer 

collaboration, focusing on key performance indicators (KPIs) such as reach, engagement, booking 

conversions, and overall ROI to provide information to refine your marketing strategy going 

forward.   

By implementing these recommendations, can maximize the potential of influencer collaboration to 

achieve meaningful growth and engagement in the contemporary age.  

 

CONCLUSION:  

The conclusion of this study on the impact of meaningful influencer collaborations on hospitality 

businesses is that it is clear that such partnerships play a vital role in shaping brand awareness, 

increasing customer engagement, and boosting booking rates. The results suggest that influencer 
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collaborations foster authentic connections between brands and consumers, especially among millennials 

and Gen Z, who value relatable and authentic experiences. 

Furthermore, these collaborations not only help strengthen brand awareness in a competitive 

marketplace, but also demonstrate the potential to significantly impact consumer behaviour and 

decision-making processes. The strategic use of influencer marketing has proven to be an essential tool 

for hospitality businesses looking to grow in an increasingly digital environment, providing an 

opportunity to leverage targeting to create personalized customer experiences. 

As the hospitality industry continues to adapt to changing market dynamics, incorporating influencer 

collaborations is not just a trend, it is a necessity for sustainable growth and competitive advantage. The 

study highlights the importance of carefully curated partnerships that reflect values. This strengthens 

brand loyalty and promotes long-term success. These collaborations will undoubtedly play a key role in 

the ongoing transformation of the hospitality industry, and future research could explore their evolving 

nature. 
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