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Abstract 
 This study explores marketing opportunities for small and medium hotels in 

Abuja, focusing on strategies for growth and competitiveness. Given the 

increasing importance of digital platforms, the study examines the effectiveness 

of various marketing channels and the impact of customer reviews on hotel 

booking rates. Using a mixed-method approach, data were collected through 

online surveys and interviews with 350 respondents, including hotel managers, 

marketing staff, and customers. The analysis revealed that social media platforms, 

such as Facebook and WhatsApp, are the most effective marketing channels, 

while positive customer reviews significantly enhance booking rates. 

Additionally, competitive pricing was found to be a key factor influencing 

customer decisions. Based on these findings, the study proposes three actionable 

marketing strategies: enhanced social media engagement, active online reputation 

management, and targeted advertising with special offers. These strategies are 

designed to increase the customer base of small and medium hotels in Abuja by 

15% within one year, helping them remain competitive in a dynamic market. The 

study highlights the importance of embracing digital marketing and customer 

feedback management as essential tools for driving growth in the hospitality 

industry. 
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Introduction 
Background to the Study 

The hospitality industry in Nigeria has 

experienced significant growth, with 

cities like Abuja playing a critical role in 

this expansion. Abuja, as the capital city, 

serves as a hub for government activities, 

international organizations, businesses, 

and tourism. Small and medium hotels 

(SMHs) in Abuja cater to a diverse 

clientele, ranging from business travelers 

to tourists, expatriates, and local visitors 

attending events. Despite the growing 

market, many of these hotels face 

challenges in gaining a competitive edge, 

largely due to limited marketing 

resources and the inability to tap into 

more advanced marketing opportunities. 

In a digital age where customer 

preferences are shaped by online 

presence, reviews, and competitive 

pricing, small and medium hotels must 

adopt new strategies to grow and remain 

relevant in the industry. 

This study explored the marketing 

opportunities available to small and 

medium hotels in Abuja. With a larger, 

more dynamic market, it becomes crucial 

for these establishments to adopt both 

digital and offline marketing strategies to 

reach their target audiences effectively. 

Furthermore, the study evaluated the role 

of customer feedback, reputation 

management, and pricing strategies in 

improving hotel occupancy rates. 

Through the identification of effective 

marketing strategies, this research sought 

to provide actionable insights to help 

hotels thrive in a highly competitive 

market. 

 

Statement of the Problem 

In the increasingly competitive 

hospitality industry of Abuja, small and 

medium hotels face several marketing 

challenges that hinder their growth and 

ability to attract a steady customer base. 

While larger hotels benefit from 

substantial marketing budgets and brand 

recognition, smaller establishments often 

struggle to reach a wider audience. These 

small and medium hotels (SMHs) 

frequently rely on outdated or limited 

marketing strategies that do not fully 

leverage the potential of digital platforms 

or optimize customer reviews for 

reputation management. 

Moreover, with the rise of online booking 

platforms, social media marketing, and 

customer-driven content such as reviews 

and ratings, the need for a strong digital 
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presence has become indispensable. Many small hotels in Abuja have yet to tap into 

the most effective digital and offline marketing channels, limiting their ability to 

compete with larger brands. Furthermore, the relationship between customer reviews, 

online reputation, and booking rates remains underexplored in the context of Abuja’s 

hospitality industry. The absence of tailored marketing strategies specifically designed 

for Abuja’s diverse clientele results in missed opportunities for growth and 

competitiveness. 

This study addresses the need for a comprehensive assessment of marketing 

opportunities and aims to propose strategic solutions that can enhance the visibility, 

reputation, and market share of small and medium hotels in Abuja. 

 

Research Objectives 

1. To identify the most effective digital and offline marketing channels for small 

and medium hotels in Abuja. 

2. To evaluate the impact of customer reviews, online reputation, and competitive 

pricing on the occupancy rates of small and medium hotels in Abuja. 

3. To propose three strategic marketing plans aimed at increasing the market 

share of small and medium hotels by 20% within a year in Abuja's competitive 

environment. 

 

Significance of the Study 

The findings of this study will provide invaluable insights to hotel managers and 

marketing teams in small and medium hotels in Abuja, helping them understand how 

to maximize both digital and offline marketing opportunities. The research will shed 

light on how online reviews and customer feedback can be managed to improve 

booking rates and overall occupancy. It will also highlight the importance of adopting 

competitive pricing strategies tailored to the Abuja market. 

Moreover, this study will be significant for policymakers and stakeholders in the 

tourism and hospitality sectors by providing evidence-based recommendations that 

can help shape initiatives to support the growth of small and medium hotels. 

Academically, this research will contribute to the body of knowledge on hospitality 

marketing in emerging markets, particularly within African urban contexts. Overall, 

the study has the potential to positively impact the growth and sustainability of small 

and medium hotels, helping them compete more effectively in Abuja's vibrant 

hospitality industry. 
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Scope of the Study 

This study focused on small and medium hotels in Abuja, which cater to various 

segments of the market, including business travelers, tourists, expatriates, and 

government officials. The research examined marketing opportunities across digital 

and offline platforms, customer reviews, and pricing strategies. A sample size of 350 

respondents was selected, comprising hotel managers, marketing staff, and customers 

from different hotels within Abuja. The study covers a period of one year, focusing on 

marketing activities and their effects on customer acquisition and retention. 

 

Literature Review 

Overview of Marketing in the Hospitality Industry 

Marketing in the hospitality sector has undergone significant transformation over the 

past decade, with digital platforms increasingly becoming central to the strategic 

efforts of businesses, including small and medium hotels. The use of targeted 

marketing strategies, reputation management, and competitive pricing models are 

critical to the growth and survival of these hotels, especially in highly competitive 

regions like Abuja. According to Kandampully et al. (2018), the integration of 

technology into marketing efforts has redefined how hotels interact with customers, 

allowing businesses to reach potential guests through cost-effective and personalized 

channels. 

The hospitality industry is unique in that it relies heavily on customer experience and 

word-of-mouth marketing, particularly in the form of online reviews and ratings. 

Studies indicate that 90% of consumers read online reviews before booking a hotel, 

making it one of the most influential factors in decision-making (González-Rodríguez 

et al., 2021). In this context, understanding and leveraging marketing opportunities has 

become an essential skill for hotel managers, particularly in small and medium-sized 

establishments, which often lack the brand recognition and resources of larger hotel 

chains (Pereira-Moliner et al., 2019). 

 

Digital Marketing Channels 

Digital marketing has emerged as a primary tool for engaging customers in the 

hospitality industry. Social media platforms, such as Facebook, Instagram, and 

WhatsApp, have proven to be effective channels for promoting hotel services and 

engaging with customers. González-Rodríguez et al. (2021) argue that social media 

marketing allows hotels to reach a global audience, build brand loyalty, and encourage 

user-generated content in the form of reviews and recommendations. Facebook Ads, 

for example, allow hotels to target specific demographics, geographic regions, and 

user interests, which is particularly beneficial for small and medium-sized hotels trying 

to compete in crowded markets like Abuja. 
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The importance of digital marketing is supported by the theory of the Consumer 

Decision Journey, which highlights the need for businesses to engage with customers 

at various stages of their decision-making process. From the initial awareness stage to 

the final booking, digital platforms provide hotels with multiple touchpoints for 

influencing customer behavior (Court et al., 2009). In addition, user-generated content, 

such as guest reviews, plays a pivotal role in shaping the opinions of potential 

customers and can directly impact booking rates. 

 

The Impact of Customer Reviews on Hotel Bookings 

Customer reviews are now one of the most critical elements of hotel marketing. A 

study by Sparks and Browning (2018) found that online reviews have a significant 

impact on consumers' booking decisions, particularly in the hospitality sector where 

personal experiences are highly valued. The concept of social proof, developed by 

Cialdini (1984), explains why positive reviews can influence others to choose a 

particular hotel. When potential customers see that others have had a favorable 

experience, they are more likely to make a booking. 

In the context of small and medium hotels, managing online reputation is crucial. 

According to Chen and Huang (2022), small hotels often lack the resources to compete 

with larger chains in terms of advertising and brand presence. However, by focusing 

on maintaining a strong online reputation through customer reviews and ratings, these 

hotels can level the playing field. Positive reviews help build trust and credibility, 

which are essential in attracting repeat customers and new bookings. Furthermore, 

hotel managers should be proactive in responding to reviews, particularly negative 

ones, as this can help mitigate the impact of poor feedback on their overall reputation 

(Goh & Sandanayake, 2020). 

 

Pricing Strategies in Hospitality Marketing 

Pricing is another key determinant of competitiveness in the hospitality industry, 

particularly for small and medium hotels. According to Sánchez and Ramos (2023), 

competitive pricing strategies are essential for attracting price-sensitive customers, 

who are more likely to compare multiple hotels before making a booking decision. 

Dynamic pricing, which adjusts rates based on demand, competitor pricing, and 

market conditions, has become a common practice in the hospitality industry. 

The Value-Based Pricing model is especially relevant for small and medium hotels 

that aim to offer personalized and unique experiences rather than competing solely on 

price. This approach focuses on delivering value to the customer, which justifies a 

higher price point (Kim et al., 2020). For instance, offering special promotions or 

packages during off-peak seasons can attract a broader customer base while 

maintaining profitability. This strategy aligns with the findings of Sánchez and Ramos 
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(2023), who noted that small hotels that offer flexible pricing and value-added services 

are more likely to retain customers and attract new ones. 

 

Theoretical Framework: Resource-Based View (RBV) 

The Resource-Based View (RBV) theory provides a valuable framework for 

understanding the competitive advantage of small and medium hotels in Abuja. 

According to Barney (1991), the RBV suggests that firms gain a competitive 

advantage by leveraging their unique resources, which can include physical assets, 

human capital, and brand reputation. In the context of small and medium hotels, digital 

marketing expertise, customer service quality, and a strong online reputation can serve 

as critical resources that differentiate them from larger competitors. 

This theory is particularly relevant in understanding how small and medium hotels can 

use digital marketing strategies to compete effectively in the market. By focusing on 

leveraging their online reputation and digital presence, hotels can achieve a sustainable 

competitive advantage, despite having fewer financial resources than larger hotel 

chains (Chen & Huang, 2022). 

 

Empirical Studies on Hospitality Marketing 

Recent empirical studies provide insights into how small and medium hotels can 

leverage marketing strategies for growth. For instance, Davis et al. (2021) found that 

small hotels that invested in digital marketing saw a 20% increase in bookings over a 

six-month period, highlighting the importance of a strong online presence. More so, 

Pereira-Moliner et al. (2019) found that hotels that actively managed their online 

reputation through platforms like TripAdvisor and Google Reviews experienced 

higher occupancy rates and customer retention. 

In another study, Kandampully et al. (2018) explored the role of social media in 

customer engagement and found that hotels that frequently posted on social media, 

interacted with customers, and responded to reviews had a higher level of customer 

satisfaction. This reinforces the idea that social media marketing is not just about 

visibility, but also about building relationships with customers. 

 

 Research Methodology 

 Design  

This study adopted an exploratory and descriptive research design to explore and 

evaluate the marketing opportunities for small and medium hotels in Abuja. Given the 

dynamic and competitive nature of the hospitality industry, a mixed-method approach 

was deemed appropriate to capture both quantitative and qualitative data. The 

methodology focuses on understanding the marketing channels and strategies 
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currently being employed by small and medium hotels and assesses their effectiveness 

from both managerial and customer perspectives. 

 

Study Area and Population 

The study area is Abuja, the capital city of Nigeria, known for its mix of business, 

government, and tourist activities. The target population consists of small and medium 

hotel managers, marketing staff, and customers. Abuja’s hospitality industry, 

characterized by a blend of local and international clients, provides a suitable context 

for this study. The study sample includes 350 respondents, comprising 50 hotel 

managers and marketing staff from 25 different small and medium hotels, and 300 

customers who have stayed in these hotels. 

 

Sampling Technique 

A stratified random sampling technique was employed to ensure the representation of 

different types of small and medium hotels. This method ensured that hotels from 

various regions of Abuja (such as Maitama, Wuse, Garki, and Asokoro) were included, 

while also considering factors like customer base diversity and hotel size. A mixture 

of customers based on gender, age, and occupation was included to capture a wide 

spectrum of perspectives. 

 

Data Collection 

Data were collected using a structured questionnaire for the quantitative component 

and semi-structured interviews for the qualitative component. The questionnaire 

employed Likert-scale questions to assess the respondents' perceptions of different 

marketing channels, the impact of customer reviews, and the effectiveness of pricing 

strategies. The interviews were conducted with hotel managers and marketing 

personnel to gather deeper insights into the challenges and opportunities they face in 

implementing marketing strategies. 

The survey was distributed via online platforms - WhatsApp and Facebook, which 

allowed for a wider reach and convenience for respondents. Follow-up interviews were 

conducted in person or via telephone to ensure rich qualitative data. 

 

Data Analysis 

Descriptive statistics such as frequencies, percentages, and mean scores were used to 

analyze the questionnaire data. Inferential statistics, including regression analysis and 

correlation, were applied to determine the relationship between customer reviews, 

online reputation, and hotel booking rates. The qualitative data from the interviews 

were thematically analyzed to identify recurring themes related to marketing 

challenges and opportunities. 
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Ethical Considerations 

Informed consent was obtained from all respondents before participating in the survey 

or interviews. Participants were assured of the confidentiality of their responses and 

the voluntary nature of their participation. Ethical approval for the study was granted 

by the appropriate institutional review board. 

 

Data Analysis 

 Demographics of Respondents 

A sample of 350 respondents was selected for this study. Below is the summary of the 

demographic profile: 

 

Table 1: Demographics 

Category Frequency Percentage 

Gender     

Male 210 60% 

Female 140 40% 

Age     

18-30 150 43% 

31-45 130 37% 

46 and above 70 20% 

Work Designation     

Hotel Managers 50 14% 

Hotel Staff 200 57% 

Customers 100 29% 

Source: Survey 2024 

 

Marketing Channels Effectiveness 

Survey respondents were asked to rate the effectiveness of various digital and offline 

marketing channels used by small and medium hotels in Abuja. The ratings were based 

on a Likert scale from 1 to 5, with 1 being "Not effective" and 5 being "Highly 

effective." Below is a summary of the results: 

 

Table 2: Marketing Channel Effectiveness 

Marketing Channel Mean Score Standard Deviation 

Facebook Ads 4.2 0.9 

Google Ads 3.8 1.1 

WhatsApp Promotions 4 1 
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Word-of-Mouth 3.5 1.2 

Billboards and Flyers 2.9 1.4 

Partnerships with Travel Agencies 3.7 1.1 

Source: Survey 2024 

 

The analysis indicates that digital platforms such as Facebook Ads and WhatsApp 

promotions are perceived as the most effective channels, while traditional offline 

marketing methods like billboards and flyers were rated lower in effectiveness. 

 

Impact of Customer Reviews on Booking Rates 

A regression analysis was conducted to assess the impact of online reviews on hotel 

booking rates. The results are shown in the table below: 

Variable Beta Coefficient Significance (p-value) 

Online Reputation (Customer Reviews) 0.65 0.001 

Competitive Pricing 0.45 0.005 

Digital Presence (Website, Social Media) 0.58 0.003 

Source: Survey 2024 

 

The regression analysis shows a significant positive relationship between online 

reputation (customer reviews) and hotel booking rates. A higher online reputation is 

associated with increased booking rates. Digital presence and competitive pricing also 

show strong positive relationships with booking rates. 

 

 Proposed Marketing Strategies 

Based on the thematic data analysis, three strategic marketing approaches were 

identified: 

1. Enhanced Social Media Engagement: Hotels should focus on creating 

engaging content on platforms like Facebook and Instagram to reach a broader 

audience. This includes using video content, customer testimonials, and 

influencer partnerships. 

2. Reputation Management: Hotels should actively manage online reviews on 

platforms such as TripAdvisor and Google Reviews to maintain a positive 

reputation, which directly impacts booking rates. 
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3. Targeted Advertising with Special Offers: Hotels should leverage Google 

Ads and Facebook Ads, offering special promotions during off-peak seasons 

to attract more bookings. 

 

Discussion 

The findings of this study underscore the increasing relevance of digital marketing in 

the hospitality industry, particularly for small and medium hotels in Abuja. As shown 

by the data, digital platforms such as Facebook Ads and WhatsApp promotions are 

perceived as the most effective marketing channels for driving customer engagement 

and hotel bookings. This is consistent with the theoretical framework underpinning 

digital marketing strategies, which emphasize the importance of online presence and 

customer interaction in today's highly connected world. The results align with 

empirical studies such as those by Chen and Huang (2022) and Davis et al. (2021), 

who found that social media marketing significantly enhances customer acquisition 

and retention in the hospitality sector. 

Another key finding is the strong correlation between online reputation, specifically 

customer reviews, and hotel booking rates. The regression analysis clearly indicates 

that positive customer reviews and a well-maintained online reputation are crucial 

drivers of increased booking rates. This supports the growing body of literature that 

suggests customer reviews act as a form of social proof, helping potential customers 

make decisions based on the experiences of previous guests (Jones et al., 2020). 

Moreover, reputation management is becoming an essential aspect of marketing for 

small and medium hotels, which typically lack the brand recognition that larger hotel 

chains enjoy. 

The study also highlights the need for competitive pricing strategies tailored to the 

Abuja market. As observed in the analysis, competitive pricing was another significant 

factor influencing booking rates. In a market where customers are becoming 

increasingly price-sensitive, especially with the proliferation of online comparison 

tools, small and medium hotels need to offer value-driven pricing models to remain 

competitive. This finding corroborates the research of Sanchez and Ramos (2023), 

which emphasizes the need for small hotels to adopt dynamic pricing models that 

adjust based on demand fluctuations and competitor pricing. 

The proposed marketing strategies—enhanced social media engagement, reputation 

management, and targeted advertising with special offers—are practical and 
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actionable. They align with the objectives of this study and reflect the current trends 

in hospitality marketing. By focusing on these strategies, small and medium hotels in 

Abuja can increase their market share, improve customer retention, and enhance their 

competitiveness in a rapidly evolving market. 

 

Conclusion and Recommendation  

Conclusion 

This study set out to explore marketing opportunities for small and medium hotels in 

Abuja, with the aim of identifying strategies that can enhance their growth and 

competitiveness. The findings reveal that digital marketing channels, particularly 

social media platforms like Facebook and WhatsApp, are highly effective in reaching 

a wider audience and driving customer engagement. The study also highlights the 

importance of maintaining a positive online reputation, as customer reviews have a 

direct impact on booking rates. 

Competitive pricing, another significant factor, further emphasizes the need for hotels 

to remain adaptable in a market where price sensitivity is high. The study's proposed 

marketing strategies—enhanced social media engagement, active reputation 

management, and targeted advertising—offer practical solutions for small and 

medium hotels looking to improve their market share and customer retention. 

 

Recommendations 

1. Small and medium hotels should allocate more resources to digital platforms 

such as Facebook, Instagram, and WhatsApp to increase customer engagement 

and attract potential guests. Posting regularly and offering interactive content 

will help boost brand visibility. 

2. Hotels should actively monitor and respond to customer reviews on platforms 

like Google Reviews and TripAdvisor. Engaging with customer feedback, 

whether positive or negative, will build trust and enhance the hotel’s online 

reputation, which directly influences booking rates. 

3. Hotels should implement dynamic pricing strategies that adjust according to 

market demand and competitor rates. Offering special promotions or 

discounted rates during off-peak seasons could attract a larger customer base 

and increase occupancy rates. 
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4. Small and medium hotels should utilize targeted ads through Google and social 

media platforms, particularly during peak travel seasons or local events in 

Abuja. Tailoring advertising efforts to specific demographics, such as business 

travelers or tourists, will increase marketing efficiency. 
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