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Executive Summary 
The report has evaluated how an integrated strategy of Extended Marketing Mix (7Ps) can be designed to tackle marketing development sustainability within the hospitality market in the case of TUI BLUE. The paper has focused on the emerging significance of sustainable tourism and evolving customer demands of responsible tourist experiences. The environmental responsibility, authentic experiences and quality services have been found to be more important to the travellers in the process of choosing a hotel. The STP analysis has also established the following target market segments of TUI BLUE like eco-conscious travellers, experience-seeking customers and international leisure travellers. The report has determined the contribution of experience marketing and service design towards enhancing customer satisfaction and brand loyalty. The analysis of 7ps has been done with the way Product, Price, Place, Promotion, People, Process and Physical Evidence have helped in the creation of sustainable values. Distribution channel trade-offs between direct booking and Online Travel Agencies have also been put into consideration in the analysis. An implementation plan, including a 12-month implementation plan, budget and KPI framework have been created to facilitate real-life application. The purpose for which the suggested strategy has been proposed is to enhance sustainable positioning of TUI BLUE as well as enhance customer relationships and competitive edge in the hotel industry. 
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[bookmark: _Toc240658442]1. Introduction 
As new trends in customer demands and more concerns about environmental awareness have emerged, sustainable hospitality has become a top priority in the tourism industry. However, travellers do not focus on basic kinds of accommodation but require hotels to offer them huge experiences through environmental and social effects. Thus, hospitality organisations need to have good marketing strategies, which build customer value and sustainable development.
Long-term marketing mix (7Ps) offers a simple platform on which to examine the ways the ideas of hospitality brands can evolve and convey their sustainable experiences. This model entails Product, Price, Place, Promotion, People, Process and Physical Evidence, which are influencing the customer perceptions, satisfaction and loyalty. These dimensions have to work together in a sustainable hospitality sector as clients not only think about the values and practices that underlie the brand but also about the service that they receive.
The report will be targeted at TUI BLUE that is a hospitality brand of TUI Group and how a strategy of integrating 7Ps would contribute towards sustainable development of the market. The analysis of the market trends and consumer behaviour, is then followed by brand segmentation, targeting and positioning. It then explores the effects of experience marketing, service design, channel of distribution and sustainable service practices. Finally, an implementation plan along with budget plans, and key performance indicator (KPI) are developed to improve the sustainable hospitality marketing strategy of TUI BLUE.
[bookmark: _cmqulgakxicj][bookmark: _Toc240658443]2. Market & Consumer Behaviour Analysis 
[bookmark: _1tkk8vsy8d6f][bookmark: _Toc240658444]2.1 Sustainable Tourism Market Trends 
With the increasing concern travellers are attributing to the effects of tourism on the environment and on social issues, sustainable tourism is on the rise in the world tourism market. Current customers require hotels to be waste-minimising, to be good in their resources and to contribute back to the communities they operate in and at the same time providing a comfortable stay (Mishra & Kumar, 2024). In 2030, the sustainable tourism market in the world is estimated to be $7369.37bn (Figure 1). Such a huge projected market size is a growth opportunity to TUI BLUE. However, the brand should be highly alert to make sure that sustainability is not an elusive aspect of the hotel experience but should be used as a marketing tool. Increasing customer interest also translates to increasing competition, since more green products and services are developed by hospitality brands (Pilelienė et al., 2024). TUI BLUE will thus have to work on the areas of combining its sustainability initiatives with quality services and experiences alongside the local experiences and customer values. This would help the brand to stay up to date with the changing traveller experiences and in addition, better position the brand in the sustainable hospitality environmental scenery. 
[image: ]
Figure 1: Sustainable tourism market size
(The Business Research Company, 2025)
[bookmark: _yt4k6sca8f09][bookmark: _Toc240658445]2.2 Consumer Behaviour in Sustainable Hospitality 
Environmental awareness, and the personal values as well as the price and anticipated hospitality experience are all part of the consumer behaviour of sustainable hospitality. Eco- tourists can also choose to be hosted at a hotel that minimises waste, conserves energy and development of the community (Shang et al., 2023). The reason for rising eco-tourism is increasing surface heat, like Figure 2 shows the temperature data of 1910-2021 for Asia, Africa, Europe and North America.
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Figure 2: Surface temperature 
(Shang et al., 2023)
Nonetheless, sustainability might not be critical in the final decision of the book. The other factors that are important to the customers include the price, location, comfort, reviews and service quality. This presents a challenge to TUI BLUE because the green practices must create a tangible value to customers instead of making their life more complicated by making things more costly and less convenient without an apparent value on which to be based. Relevancy is also applicable to trust of the customers (Palacios-Florencio et al., 2021). The brand image can be harmed due to ambiguous or exaggerated claims of sustainability. TUI BLUE hence needs to streamline its environmental processes to be understood by customers to be user-friendly when making a reservation and in their stay at the hotel. A compromise between responsible behaviour and comforting, quality and local experience would resemble a more suitable approach to meet customer expectations and help to establish closer relationships with the environmentally conscious travellers. 
[bookmark: _15pjqncno5g][bookmark: _Toc240658446]2.3 Experience Marketing and Service Design 
Experience marketing is concerned with establishing meaningful emotional relationships among customers and a brand as opposed to delivering a mere service. As the trend towards green tourism takes center stage, customers have begun to focus more on comfort-based, environmentally friendly and experiences that involve local experience in its purest form (Demir et al., 2021). In TUI BLUE, customer satisfaction can be improved by providing sustainable experiences such as local cultural experiences, wellness services and responsible hotel practices, through making holidays more memorable and more valuable (Tui-blue.com, 2022). Figure 3 shows its current hotels with sustainable certifications.
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Figure 3: TUI BLUE hotels with sustainability certificates
(Tui-blue.com, 2022)
Service design makes a significant contribution as well as the hospitality services are designed with the help of various types of communication with customers such as booking, arrival, accommodation and communication after staying. Effort of customers can be minimized by creating effective service process design that may assist in enhancing overall holiday experience. In response, TUI BLUE can also educate its customers on sustainability activities in the customer journey by providing transparent customer information about environmental activities, digital and personalised suggestions (TUI BLUE, 2024). There is a close correlation between brand loyalty and customer satisfaction since customers are able to make repeat visits after they are satisfied and report favourably. By having sustainability activities evident and linked to high-quality service, customers will tend to have loyalty in a sustainable hospitality. However, it may not be the right fit to only focus on environmental activities as customers need to be able to have convenience, reliability and value for money (Happonen et al., 2022). Thus, TUI BLUE must be able to strike a balance between the sustainability and quality and service delivery. By incorporating experience marketing and good service design, the brand can develop improved customer relationships as well as increase its competitive advantage in the green tourism market.
[bookmark: _uxzqyhcvtf6n][bookmark: _Toc240658447]3. Segmentation, Targeting, and Positioning (STP) 
[bookmark: _v6afidckpw1j][bookmark: _Toc240658448]3.1 Market Segmentation 
TUI BLUE can segment its sustainable hospitality market according to the different customer characteristics:
· Demographic: TUI BLUE may target the youth (25-34 years), the middle-aged (35-54 years) and older people (55 years or older) as they have the means to spend on good experiences in holidays. Such categories can include the possibilities of comfort and wellness, sustainability and customized travelling services (Seyfi & Hall, 2024). Other segments are families and couples, who would like to have comfortable and responsibility travel products.
· Geographic segmentation: The international travellers are aware of sustainable tourism and TUI BLUE can address them. Depending on local weather and taste the interests of local travel can be promoted to various destinations.
· Psychographic segmentation: Single travellers who are environmentally friendly, health-conscious, and also customers who appreciate the importance of local culture are key segments. Such customers desire to remain in a hotel which coincides on environmental and life values (Schönherr & Pikkemaat, 2024).
· Behavioural segmentation: The brand can target the repeat customers those who make decisions more sustainably and those who are interested in responsible accommodation. Such societies would be readily willing to embrace the idea of establishing a long-term relationship between them and the sustainable hotel brands (Popșa, 2023).
[bookmark: _xgjie2v9nte1][bookmark: _Toc240658449]3.2 Targeting Strategy 
The targeting strategy TUI BLUE uses should be segmentation of consumers who appreciate experience-based and sustainable holidays.
· Eco-conscious customers: There is an opportunity that the brand can attract customers who care a lot about this aspect when staying in a hotel, as environmental responsibility, and want to resort to the hotels with eco-sustainable practices. It is because eco-tourism market is rising rapidly and it will reach $838.50bn by 2032 (Figure 4).
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Figure 4: Global eco-tourism market rise
(Spherical Insights, 2024)
· Experience-seeking travellers: Wellness-oriented, local culture-oriented, personalised holiday experience are a perfect type of customers to target. Accommodation is not as important to them as other types of jobs.
· International leisure tourism: TUI BLUE can seek to target European and international tourists who seek to get believable service, comfort and responsible tourism (Salleh et al., 2022).
· Repeat customers: Customers who tend to visit the hotel frequently should be retained by a hotel by involving them in personalised communication with the clients and building brand loyalty since customers who visit the hotel frequently may promote long term growth.
[bookmark: _po2rrkvgdth8][bookmark: _Toc240658450]3.3 Positioning Strategy 
TUI BLUE will position itself as a sustainable lifestyle hotel brand which incorporates responsible tourism with quality of holiday experiences. The brand can differentiate in the form of providing green accommodation, wellness and experiences of the locals and services provided to the visitors that are personal. Compared to the normal hotel industry, where accommodation is the primary concern of the hotel, TUI BLUE can invest into the value of real experiences that resonate with the destinations of the customers and also alleviate environmental degradation (Kreye, 2026). The positioning should be centred around sustainable holidays without jeopardising comfort and quality. This will help in attracting the responsible travellers who do not wish responsible decisions to come at the expense of convenience, relaxation and good reliable service. When communicated properly, the sustainability practices can be effectively utilized to earn customer trust and competitiveness of TUI BLUE in the green tourism industry.
[bookmark: _4wr4ig93wx4k][bookmark: _Toc240658451]4. Extended Tourism Marketing Mix (7 Ps) 
[bookmark: _8sai9ih3qtq4][bookmark: _Toc240658452]4.1 Sustainable Hospitality Best Practice Analysis
The sustainable hospitality programs can be well-known examples of how to blend environmental responsibility and value to the customer in tourism brands. Combining the concept of sustainability with the notions of wellness and safeguarding the strong local culture and environment, Six Senses focuses on luxury experiences in their resorts (Pakpahan et al., 2022). However, the company's model of its gifts brings a sustainable correlation between sustainability and customer feeling. The luxurious stance can limit access to priceless traveller. TUI BLUE will be able to embrace its emphasis on meaningful experiences and it will continue to have a broader market strategy.
The responsible tourism model followed by Intrepid Travel encourages small group tourism, interacting with the local community and environmentalism least harm (Cheer et al., 2021). This will enable increased authenticity and will enable customers to explore destinations in a more sustainable manner. However, this model can be principally applied in respect to travel experiences as opposed to hotel-based services, where it may prove hard to directly apply the model to the TUI BLUE hospitality services and activities.
These are but a few that could be learned by TUI BLUE when it is formulating its 7Ps strategy. The brand will be poised to have a mix of the experience-oriented sustainability solution implemented by Six Senses and that implemented by Intrepid Travel local connection and responsible tourism (Farhadi Uonaki et al., 2022). The hotel will have to foresee the market by fitting the sustainability of Product, Price, Place, Promotion, People, Process and Physical Evidence rather than requiring physical evidence to be an isolated activity. This will help the brand to create congruent customer experiences, build trust and expand its existence in the sustainable hospitality sector.
[bookmark: _p29h33wd0npm][bookmark: _Toc240658453]4.2 Extended 7Ps of marketing mix
Products
Sustainable and experience-based hospitality should be the focus of the product strategy of TUI BLUE. The brand would be able to provide us with a comfortable stay and wellness experiences, local culture and responsible tourism (TUI Group, 2026). The aspects of sustainability, such as energy-efficient buildings, reduced waste creation and minimised local services, could be used to add customer value. But quality and convenience must be coupled with sustainability because as much as customers need environmentally friendly options, they need a nice holiday as well. This strategy can assist TUI BLUE to establish more differentiation in its competitive hospitality world.
Price
TUI BLUE should base its pricing on value-based ideas of sustainable experiences. Direct booking channels will assist the brand in keeping better customer relations, less reliance on third-party commissions, and gathering customer information. Whereas OTA (Online Travel Agency) like Booking.com and Expedia possess a greater number of customers and are available to new customers (Tsai, 2023). The trade-off is that OTAs raise visibility and might decrease profitability. As such, TUI BLUE will have to strike a balance by providing direct booking incentives and reflective OTA relationships.
Place
Place defines how the customers will get and consume hospitality services of TUI BLUE. A multi-channel distribution strategy should be used as it is necessary to target various customer bases in the foreign markets. The official site can enhance customer relationships, generate personalised offers and offer more control over the customer experience by direct booking on the official site (Business TUI BLUE, 2024). That said, the Online Travel Agencies (OTAs), such as Booking.com and Expedia, have the abilities to spread brand awareness and grab unaware households. It is also more costly in the distribution costs in terms of commission rates given by these avenues. So, TUI BLUE needs to adopt a middle ground between enhancing the advantages of direct booking and taking advantage of OTAs to increase the market coverage and the number of customers.
Promotion
Promotion needs to play a key role in instilling the sanity of sustainability to TUI BLUE and gaining customer confidence. The digital marketing channels where the brand should share the sustainable hotel practices, local experiences and responsible tourism activities include social media, online marketing and email marketing (Paulo et al., 2022). Information and customer reviews created by users and testimonials can be used to make the message of sustainability closer to the truth and encourage more active customer participation. However, the sustainability communication must be clear and adequate as ambiguous statements may be the cause of greenwashing suspicion. TUI BLUE needs to concentrate on clear promotional messages that communicate its environmental activities, even as it relates to sustainability and comfort, quality and unforgettable holiday experiences. The plan will be in a position to enhance brand loyalty and foster relationships with sustainability-conscious travellers.
People
A large part of the hospitality marketing consideration is represented by people since all the employees are face-to-face contacts of the customer. TUI BLUE employees strive to improve their service quality through communicating, problem-solving and their ability to implement sustainable practices in their interaction with the guests. By developing strong customer trust and highlighting the renewed efforts of sustainability, with the awareness of the brand's environmental values of the brand previously instilled within themselves, leaders are in a better place to communicate (Jovanovic, 2026). Not only should there be increased training on how to behave responsibly in their operations, but also on how to relate to their customers. But the sustainability goals would be complicated in a situation where we have employees of varying service levels or those who fail to impart the brand values. 
Process
The process is applicable to customer perception in the sense that there are series of service touchpoints with the guests in a hotel. TUI BLUE should ensure the booking, arrival, stay and departure are convenient, quick and user-friendly. The online solutions would also make it more convenient such as online check-in and customer-focused communication and help with sustainable operations due to the reduced use of paper (tui-blue.com, 2023). Other ethical practices should also be adopted by the brand in day-to-day activities which should involve minimisation of waste and good management of resources. Nevertheless, sustainable processes and service delivery should not bother the guests or reduce the service delivery. This hotel will have to do the balancing of the sustainability of operations with convenient and reliable service delivery to customers in attaining the positive experience of hospitality.
Physical Evidence
Physical evidence would aid customers to draw a line between quality and life of an intangible hospitality service. As there is no opportunity to test an option, as the customers have not experienced it, the perceptions will rely on the obvious aspects like hotel design, the hotel facilities inside the rooms, the restaurants and the sustainability certification. Physical features should be exploited to prove how TUI BLUE is environmentally responsible, by operating energy-saving mechanisms, recycling and consuming less single-use plastic (tui-blue.com, 2026). These visible actions will be able to make sustainability a bit more familiar to customers, and create brand equity..
[bookmark: _9uwddgezm4r7][bookmark: _Toc240658454]4.3 Integrated 7Ps Matrix for TUI BLUE Market Development 
A 7Ps marketing framework can be integrated to enable TUI BLUE to relate sustainability with customer value and development of the market in the long run. Sustainability should not be a process but a standalone activity, but the brand is expected to take it into account in its entire marketing decisions.
	7Ps Element
	Current Focus
	Market Development Strategy

	Product
	TUI BLUE provides wellness, accommodation and activities locally in its provision of holidays. 
	Customise more towards sustainable experiences such as local culture experiences, wellness and meaningful travel experiences. 

	Price
	The hotel must be able to deliver value instead of making an emphasis on the low pricing. 
	Adopt sustainable pricing strategies that include delightful bonuses on making bookings online as an encouragement in brand loyalty. 

	Place
	Direct booking channels and external distribution platforms can be utilised by TUI BLUE. 
	Use Online Travel Agencies (OTAs) to book directly and offer tailored products, as bookings would be more internationalised and reach new people. 

	Promotion
	The concept of sustainability communication assists in brand awareness and communication with customers. 
	Take part in clear digital marketing, testimonials and social media content to communicate sustainability efforts and avoid the ambiguity of green statements within customers. 

	People
	The quality of service and customer experience are determined by the employees. 
	Provide sustainability training to the employees to ensure that they can provide usual service and stir the message about an environmentally sustainable brand to their customers. 

	Process
	The processes of the service are essential to the convenience and satisfaction of the customers. 
	Encourage online booking, Customer relationship and smooth operations without going into the execution of effective service delivery. 

	Physical Evidence
	The perceptions of customers are based on the hotel properties and the apparentness of sustainability. 
	Visualise the elements of sustainability environmentally friendly facilities, well-planned and well-informed environmental practices. 


Table 1: Extended 7Ps of marketing mix for TUI BLUE
(Self-developed)
The integrated matrix demonstrates the correspondence between customer experience and the operational practices with marketing communication is the foundation of sustainable market development of TUI BLUE (Table 1). Taking a sustainable product as an example, environmentally conscious travellers would be keen on buying sustainable products, but with visual effects that they can observe (Laheri et al., 2024). Similarly, effective processes and involvement of the employees ensure that the guarantee of sustainability can be translated in the guest experience. Therefore, it can create a stable sustainable brand image and promote customer satisfaction and competitive advantage in a hospitality industry with the help of the 7Ps approach. 
[bookmark: _chvstksrw6nf][bookmark: _Toc240658455]5. Implementation, Budgeting & KPIs 
[bookmark: _octkm5z2o4uf][bookmark: _Toc240658456]5.1 Implementation Plan 
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Figure 5: Implementation plan for TUI BLUE sustainable marketing
(Self-developed)
To implement sustainable marketing strategy, TUI BLUE has a 12-month plan to do so that consists of four key phases (Figure 5):
Phase 1: Planning and awareness (Months 1-3)
· Identify target customer segments
· Develop better sustainability marketing communications.
· Create internet resources which show green activities.
· Provide training on sustainability communication to the employees.
Phase 2: Customer Interaction (Months 4-6)
· Present content and social media campaign.
· Enhance environmentally friendly hotel experiences.
· Provide firstcome best offers.
· Gather feedback data about customers over the Internet.
Phase 3- Conversion and Growth (Months 7-9)
· Maximise direct channel and OTA trips.
· Customise transactions on basis of customer preferences.
· Enhance collaborations with responsible tourism sites.
Phase 4: Loyalty and assessment (Months 10-12)
· Begin retention program and business.
· Measure the performance of campaigns with the help of KPIs.
· Increase sustainability communication in response to customers.
· Carry out improvements in future marketing.
This gradual strategy will make certain that TUI BLUE instills sustainable marketing techniques progressively since it equally monitors the response of the customers and the business performance. 
[bookmark: _ueoweuc9a5bx][bookmark: _Toc240658457]5.2 Budget Allocation 
	Budget Area
	Estimated Budget (€)
	Percentage

	Digital Marketing & Online Advertising
	€150,000
	27.3%

	Website & Direct Booking Development
	€80,000
	14.5%

	Sustainability Communication & Content
	€60,000
	10.9%

	Social Media & Influencer Marketing
	€50,000
	9.1%

	Employee Training & Development
	€40,000
	7.3%

	Sustainable Customer Experience Development
	€70,000
	12.7%

	CRM & Customer Loyalty Activities
	€35,000
	6.4%

	Market Research & Customer Feedback
	€25,000
	4.5%

	KPI Monitoring & Evaluation
	€15,000
	2.7%

	Contingency Fund
	€25,000
	4.5%

	Total Estimated Budget
	€550,000
	100%


Table 2: Estimated budget of sustainable marketing plan for TUI BLUE
(Self-developed)
The proposed budget of €550,000 will be spent on major areas where they will need to adopt the TUI BLUE sustainable marketing strategy (Table 2). They will put the majority of investments in online promotion and the development of contact and conversion of customers directly. To ensure the implementation and long-term markets development are successful, sustainability communication, the customer experience, employee training and the performance monitoring of the employees are also financed. 
[bookmark: _irko4uxax6bd][bookmark: _Toc240658458]5.3 KPIs and Measurement 
TUI BLUE should be in a position to have some Key Performance Indicators (KPIs) which they can use to reach the level of success of sustainable marketing approach. These measures can be applied in customer response measurement, performance of marketing and business outcome.
· Direct Booking Rate: This is a common rate of how many of the customers book via the TUI BLUE channels and it is a rate that determines the effectiveness of de-platforming OTAs (Boermans et al., 2024).
· Conversion Rate: It is a figure of the number of visitors to the site who subsequently make a reservation with the help of the marketing activity.
· Customer Acquisition Cost (CAC): This is a measure of the cost that is needed to acquire one customer and it is used to measure marketing efficiency (Remy et al., 2023).
· Customer Satisfaction Score (CSAT): This is an indicator of customer satisfaction with the services provided by hotels, sustainability and experience.
· Repeat Booking Rate: Evaluate the loyalty of the customers in terms of repeat customers (Solomenko & Charalabides, 2024).
· Social Media Engagement Rate: Use of the likes/shares/ comments to measure customer engagement with the sustainability content (Saini et al, 2023).
· Website Traffic Growth: Measures the increase or decrease of exposure and customer attraction on the internet.
· Sustainability Engagement Rate: Measures rate of customer engagement and experience of sustainability.
[bookmark: _rrtcuyv70akw][bookmark: _Toc240658459]Conclusion & Recommendations
[bookmark: _4bzk21qzwg9f][bookmark: _Toc240658460]Conclusion
The report has discussed the application of extended 7Ps marketing mix to the sustainable development of hospitality and the market by TUI BLUE. The analysis has established responsible tourism interest amongst the customers and other aspects such as comfort, price and quality service have remained significant factors in decision making to book. The TUI BLUE has been forced to find some middle-ground between customer value and the environment. Eco-conscious and experience-seeking and international leisure travellers have as well been discovered by the STP analysis as key customer groups. The 7Ps analysis has already presented the need to have sustainability included in product, price and in distribution, promotion, employees, service process and physical buildings. The direct and the OTA channel booking has come out with contrasting advantages and disadvantages that have predetermined the fair attitude to distribution. The implementation plan they have proposed has described a 12 months plan, which is supported by a proposed budget and quantifiable measures of KPIs. These initiatives have created a feasible way of customer satisfaction, customer loyalty and sustainable positioning of TUI BLUE to the market.
[bookmark: _z5ltkfx8b76y][bookmark: _Toc240658461]Recommendations
Boosting sustainable experiences: TUI BLUE should also develop a more intimate sustainable experience with the combination of the local culture, wellness and responsible tourism. This can be successful in enhancing customer value and brand loyalty.
Expanding direct booking incentive: The brand needs to increase the incentive of direct booking by providing personalised deals and customer loyalty benefits to enjoy improved customer relations and reduce dependency on OTA.
Employee training: TUI BLUE will need to offer frequent sustainability and services training to employees to make sure sustainability and service delivery is regular.
Transparent promotion: This will need to place their sustainability at centre of stage in the Internet site where the buyer would be more assured and this issue of greenwashing would be reduced or done away with.
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