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ABSTRACT 

This study focuses on the impact of marketing communication in promoting white filed hotel in Ilorin state. Validation and questionnaires was sued finding show that impact of marketing communication in promoting white field in Ilorin kwara state the problem falling the white hotel are language barriers lack of communication network new marketing trends. Its recommendation is that uses plain language whether you are working with someone knows your primary language as a secondary or you are tyring to communicate a deeply technical problem to your non technical.














CHAPTER ONE
INTRODUCTION 
	Marketing communication uses different marketing channels and tools ion combination : tomse and smji (2014) marketing communication channel.focus as any way a buisnes communicates a message to its desired market the market in general market or the market in genral. A market communication tools can be anything form advertising personal selling direct marketing sponsorship. Communication social meida and promotion to public relations (tomse and soji 2014)
	Marketing communication are made up of the marketing nice which is made of 4up price promotion place and product for a business (kusumawatied al 2014)
	Marketing communication includes advertising promotion sales branding comainging and online promotion brizan et al (2008) the process allows the public to know or understand a brand with growing technological and techniques the direct particpatnt of customer is made. This is done by including their ideas and brand promotion. Successful branching involves the targeting audience who appreciates the organization marketing program (David 2010).
	This project examines the impact of marketing communication in the hotel industry in nigeria. Consequently the focus on the nalysis is trnds in hotel industry and eatering for nigreia legal frame work for marketing communication public relation direct market and promotional sales as well as management of relation with service users marketing communication with the hotel industry is special and adopted to the needs of the tourist industry in hotel industry where the marketing concept of service users is fully implementation not only is the marketing department concerned but all employees 
	Namely the hotels business aim to establish relationship of between customer increase their satisfaction change the structure of cost of time build greater loyalty to customers and ultimately improve the performance by increase the hotel business income.


1.1 BACKGROUND OF THE STUDY 
While  field hotel was operation in year 2018 and ais owned by a kwaran in the diaspora dr. whole kajola he is a successful professioan and a business man whose family is based in Abuja but shuttles between the FCT and Kaduna while field hotel is situated in the low density residential area of Ilorin which lies in close proximity to the uisness hubs that host several major industries and multinational companies white field hotle is aclailmed for this warn hospitality gesture efficient service contemporary facilities and most importantly guest comfort.
	While filed hotel limited is a hotel that welcome its gurest with out standing services efficiency hatural wormth and inviting ambiecnce. They go the extra mile to make their customers stay a home away frm experience whether they go for business recreation wide away or pleasure. The hotel offer unmatched service and facilities.
	Also, they offer luxuries and comfortable well furnished rooms alsong with quality food and services. Their rooms are well appointed with all the modern comfort and amenities all their room are aesthetically designed fully furnished spacious wi fi enabled flat screen (led) color tv fridge cable t.v and earnpped with all the necessary comfortable of lfie.
	In white field hotel they have well maintained guest accommodation in six categories single standard excutive standard busness sulter queen suite and king suite with a board meeting room and business center for corporate guest each of the rooms ar designed to perfection with top class fretures and comfort the hotel has halls of difference capacity for event and conference the hotel has most vospitabel and friendly group of staff one will even ecounter in the emirate city.
1.2 STATEMENT OF RESEARCH PROBLEMS
Many new and powerful enterpreneours haile recently the nigeria hospitality industry. According to data available on tourism about 50% of the industry is less than 10 years old. This increase of enterpreneus in hospitality made the insutry more competitive than it had ever been through the number of customer has laso increase due to increased number of tourist some business people in the industry who were not used to competition are now required to make effort in the marketing of their produce and services. This study seeks to find out the impact the marketing communication have in promoting white hotel Ilorin kwara state.
1.3 AIM AND SPECIFIC OBJECTIVES 
· To examine the impact of marketing communication in promoting white field hotel in Ilorin kwara state
· To identify the various marketing communication tools white field hotel 
· To document the problem facing the marketing communication in white field hotel 
· To proffer possible solution in solving the facing the marketing communication in white field hotels.
1.4 RESEARCH QUESTIONS
· Whar are the various marketing communication tools in white field hotel 
· Are there any problems facing the marketing communication in while field hotels.
· What are the possible solution in solving the facing the marketing communication in white field hotel.
1.5 SIGNIFICANCE OF THE STUDY 
The study is important because it would help to diagnose the imporact of marketing communication in promoting white filed Ilorin this will enable appropriate authourities to effect necessary changes in marketing strategy. If required.
The study will help to assess level of marketing communication employed by the white field hotel to promote their product and services.
	Again the recommendations gives in the study will help in reshapping the marketing strategy communication that should be used in promoting product and services or hotels.
1.6 SCOPE OF STUDY 
The study focused or white filed hotel Ilorin kwara state to elecit information on the toru impact of marketing communication in promoting hote.
1.7 DEFINITION TERM 
· Impact : the force with which one thing hits each others 
· Marketing communication : is a fundamental and acomplex part of a company marketing effort 
· Promotion : so refer to the entitles set of activities which communicate the product brand or service ot the users 
· Marketing tools : ar etools that companies use to dvelop and promote teir product and service in this context the word tool reder to techniques strategies and material.






CHAPTER TWO 
REVIEW OF RELATED LITERATURE 
INTRODUCTION 
	This chapter focus on the review of some related literature reviewed have include that following broad substitute 
2.1 marketing communication in general 
2.2 impact of marketing communication in hotel
2.3 impact of marketing communication in tourism promoting 
2.4 white field hotel 
2.1 MARKETING COMMUNICATION IN GENERAL 
	According to prefer (2020) explain what marketing communication in general is no universal definition of marketing communication and there are many interpretation of the subject. Table 1.2 depicts some of the main orientation through which marketing communications have envolved.
	The origin of many definition rst with a promotional where the purpose was to use communicaton to persuade people to buy product and services. The focus was on product and one way communication and tere was a shone term perspective the expression marketing communication emerged as a wide range of tools and media evolved and as the scope of the tasks that these communication activities were expected to aacomplish expanded. In addition to professional reminding and reassuring customers were recognized as important aspects fo the communication effort. Direct marketing activities headed a new approach as one to oen two way communication began to shift the focus from master to personnel communication effort.
	Nowadays many definitions refer to an integrated perspective. This view has gathered movemtn over the last 10 years adnis even an integrated part of the maketing communication vovabulary. However this transition to an integrated perspective raises questions and debate about the purpose of marketing communication for example whole the focus extend beyond products. And service should corporate communication be integrated in the organization marketing communication should the range of stakeholders with the integrate perspective a strong strategies and long term orientation develop although the basic for many marketing communication strategies still appears to rest with a promotional mix orientation.
	Some of these interpretation fail to draw it out the key issue that marketing communication provide added value through enhanced product and organization symbolism. They also fail to recognize and is then context within which marketing communication flows mat impact upon the meaning and interpretation given to such messages its abilty to frame and associate offering with different environment is powerful today in an age where the world integration is used to express a variety of markting and communication related activities where corporate marketing is emerging as the next important development within the subject (balvanc and gray 2003) and where relationship marketing communication now need to embrance a wider remit to move beyond the product information model and become on integrated part of an organization over all communiation and rlatiionshiop management strategy. This perspective embrace communication as a one way two way interactive and dialogic approach necessary to meet the varying needs of different audiences. The integrateion stage fouces on the organization whre as the next development may hve its focus on the relationship tht an organized has with its various audience above all else marketing communication should be an audience oriented activity.
	Marketing communication mix consist of a set of tools (disciplines) that can be used in various com;bination and different degrees of intensity inorder to communicate with a target audience. In addition to those tools or method of communication there are the media or the mean by which marketing communication messages are conveyed. Tool and media should not be confused as they have different characteristic and seek to achieve different goals.
	There are five principal marketing communication tools advertsing sale promotion public relations direct marketing and personal selling however were have been some major changes in the environment and in the way organization communicate effect of the consumption of forign torist. Thorism today is at the turing pint o fits own development with the opening of completedly now tendencies wheateh religion culturl torism shorter braks in part (cukic 1987) observed from the perspecriveof consumerate quality of services in torim i.e its expectation are growing and increasing every day (steparovel al 2017) 
	Form a marketing point of view toruism is at stage of maturity characteristics by th saturation of the maket with existing way. Meeting tourism needs (evijarolic 2014) conservation marketing is important to  the hospitality industry especially marketing communications and the importance of marketing is ever growing day by day (yurievna and afradolyenla 2017) in the literature there are numerous definition according to which marketing is :
	Process of planning and excuting the concept of prices promotion and distribution of idea goods an services with the goal of achieving an exchange tht meet individual and organization goals (the definition of the American marketing association AMA) 
	A management process by which individual and group provide themselves with what they need and what they want through the orientation and exchange of product and values with othe r(kotter and keler 2006) 
	A complete system of interconnected activities for planning pricing promotion and distribution of product and services that meet the needs of current and potential customer (sentor 1967)
	According to image definitions marketing is a set of activities that are used to guide the flow of product and services from the producer to the consumr caser outsomer and client) evijanovic et al 2011) marketing was created to solve the problems of production and producers when the supply was higher than demand and the utinate goal was the ealization of the produced goods and the achievement of profit company. Today the essence of marketing in solving consumers problem faster and better than completion. According it is rightly pointed out that the achieving a competitive advantage is the same as having a pistol in the fight against knives (koker 2003) how marketing was changed since its inception to dat is also the fact that there is now two term with the concept of marketing in the interature : 1 business marketing relates to material goods that is product and services designed to solving some economics problem of man or organization 
2. social marketing is focused on solving some on economics problem of society related to the actulty dn safety of life (koter 2003)
	According to the same source in addition to some of the aforemention today are current :1) ecobloal marketing which aims to preserve the enviornemtn and the profi ) intellectual market involves the creation and sale o infroatnoi of ides not apply to material godos but to new value for people and societies relational marketing the central place take the orientation to the relationship between the target group in i.e the buyer user is indirectly introudcd into the organization through a certain value chair.
	Marketing is a process whose primary important is refected on the establishment of a communication flow between the proudcer and the uyr or consumer conjanovic et al 2009) however, in the hospitality industry the communication process is much more specific namely communication refers not only to communication between partner but also within the hotel among staff between staff and guest between partner but also within the hotel among companies define the rules of conduct to the communication process so as not to make improvisation which affects the entire process of communicatinog hotels and all stakeholdes (cervic 2013)
2.3 IMPACT OF MARKETING COMMUNICATIONG IN TOURISM PROMOTING 
	According to steven (2009) stated by impact of marketing communication  in tourism promoting is one of th evaluable service industries tht attract investors and foreign citizen from various nations with zeal to tour countries to observe natural features. The world toruisim organization (1996) defined toruism as comprising of : activities of persons travelling to and staying in place outside their usual environment for not more than one consecutive year and not less than 24 hour for leisure holiday business and other non remuneration purpose interaction of tourist business host government and hos community in our process of attracting and hosting these tourist and other visitors (Tunde 2012) 
	Marketing communication focus or the selection of appropriate marketing messages for a organization to communicates fundamentally it rest upon the management of key tools and media which can be used to deliver marketing messagers in an effective and integrated way while achieving communication and higher order objectives (kim and tommy 2013) marketing communication must be targetd to define audience largely because of the information rich nature of contemporary society : consumer are both indicated with media and marketing communications and extremely a ware of their own conscious abilty to screen out unwanted or irrelevant information (cabe 2012) marketing communication is knitted into tourism industry in ekiti state, most of the world tourist will recognize the area as one of the tourisim zone among developing countries in the world.
	According to mosting cited in Martha and Raymond 2008) for the world forty poorest countries tourism is the second most important source of forieign exchange after oil according to timothy such (2014) posit that tourism is an active and economically it liable industry that requires the ability to contrivosly adjust to customers satisfaction safety and enjoyment are the main focus of the industry. The study analyse essence in which marketing communication can publicize tourism activities with continous support of government policies of boost the industry in ekiti state nigeria.
2.4 WHITE FIELD HOTEL 
	According to thomos (2018) explained wht I a top class hotel in hotel in kwan state previous guest at the hotel have been more than wiving to extend their stay with friendly and accommodating staff the environment is neat and properly cared for which make ti a nice place for relaxation. The rooms are created in beautiful and bright colours with a discipline logic to the arrangement of the furniture it is located at plot 367 alogn gereu road off western reservoir road, ilorion . guest have always had a wonderful stay at white field hotel as the rooms aare spacious and well funished. The beds are comfortable and the toilets and bathrooms are well equipped the categories of rooms of offers are designed to maek guest have a wonderful and memeorabel stay in white field hotels. There is the ruby room, emerald room crystal room crystal suites sapphire room diamond room and amethyst room. The luxurioiusly furnished rooms have the following basic amenities beautiful painting kign size beds a classy modern bathroom with a stand in shower fridges safes wardrobes air conditioning unit face wipes and centertables. A key card system is available for guest to safetl access their rooms. A variety of mouth watering dishes is avialble to guest a the restaurant guest acan order for alchoholic and non alcoholic beverages at the bar louinge and an event hall is available where bar lounge and an event hall is available where social and corporate gatherings are held. Guest can get sorvenirs for loved ones a tteh gift shop. For fitness enthsiates a gym is available at white field hotels in order to keep there is also free wi fi access in each room.
	Guest have access to these room service laundary pos and atm services the hotel is heavily guardd and there are cctv comera on the premises.














CHAPTER THREE
RESEARCH METHODOLOGY 
INTRODUCTION 
	This chapter is divided in to two first part comprises of the study area as the second part focus on research desiging population data collection instrument variably of instrument method of the data acollection and data analyasis techniques/
3.1 STUDY AREA 
	Ilorin is the largest city and capital of kwara state in Ilorin south west nigeria it is situated south west in nigeria it is near a group of Yoruba people and it si located on the latitude of 8 30n with the population of 960,000 according to population censuss the longitude of 4010E kwara sstate southwest nigeria it covers an area of about 100km (kilometer_ 160m lagos railway and high way via Ibadan which intersection the city and it has an international air port 
3.2 RESEARCH DESIGN 
	The research design used I this study was to examine the impact of imarekting communication in promoting white field hotel in Ilorin kwara state. The research used pourpose design as suggested by ake to dn agu (2003) that purpose can be sued to represent the entire population.
3.3 POPULATION OF THE STUDY 
The population of the research comprises of 15 respondent 5 head of ogun worship and 10 of ogun worshipper.
3.4 SAMPLE SIZE AND SAMPLING PROCEDURE 
The researcher purposely selected number os head of ogun worships and 10 ogun worshipper each interview and questionnaires making total number of 15 respondent.
3.5 DATA COLLECTION INSTRUMENT
Interview scheduled and questionnaires tagged social cultural benefit of ogun festival in ondo town ondo state was designed by the researcher and used for collection of data for the study

VALIDATION OF INSTRUMENT 
The drafted questionnaire was given to the supervisor Mr. Adekunle J.O an expert in the field the rection and observation were incorporated into final draft. 
3.7 RELIABILITY OF THE INSTRUMENT 
The researcher administered “10” interviewed questionnaire scheduled to people at different location that ere not part of he esearcher their it ws correlated and the correlation coefficient 0.05 them the instrument was consider reliable.
3.8 METHOD OF DATA COLLECTION 
The researcher interviewed the head of ogun worshipper as to get the necessary information needed for the study. Some of the respondent were reluctant to respond be study some of the responded be with persuation of the researcher was able to collect enough percentage for the study.
3.9 DATA ANALYSIS TECHNIQUES 
The researcher will employ the descriptive analysis involving single percentage to analyse the data as this is one of the best methods in line with the objectives of the study.
The method of use is 
R X 100
Q       1
Where R represents the response to a given questionnaire 
Where Q represents total number of respondent. The data will be analysed through verbation questionnaire and spss support the issues being expressed.
















CHAPTER FOUR
DATA PRESENTATION DATA ANALYSIS 
 INTRODUCTION 
	This chapter focuses on findings of the study of the survey research. The aim of the study was to examine the impact of marketing communication in promoting white field hotel in Ilorin kwara state. This chapter is divided into three section contain characteristics of respondent like age sex profession education background religion and mental status.
4.1 DATA ANALYSIS AND INTERPRETATION 
	Data obtained from questionnaire and presented analysed and interpreted in this chapter four questionnaires wre ditribtued while the fourty questionnaires were returned with a rate of hundred percent.
	This research employed the descriptive analysis including simple percentage to analyse objectives of the study.
DATA PRESENTATION 
	The presentation of the data is expressed below based on the designs or the research guides 
SECTION A BIODATA OF THE RESPONDENTS TABLE 4.2
TABLE 4.1 DEMOGRAPHIC DATA OF RESPODENTS 
	AGE 
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Below 20 years
	-
	-
	-

	21-30 years 
	25
	83.3
	1ST

	31-40 years 
	4
	13.3
	2ND

	41 and above 
	1
	3.4
	3RD

	Total 
	30
	100
	

	SEX 
	
	
	

	Male 
	28
	93.4
	1ST

	Female 
	2
	6.6
	2ND

	Total 
	30
	100
	

	PROFESSIONAL 
	
	
	

	Student 
	
	
	

	Student civil servant
	
	
	

	Entrepreneur 
	
	
	

	Other
	
	
	

	Total 
	
	
	

	RELIGION 
	
	
	

	Christian 
	6
	20
	

	Muslim 
	24
	80
	

	Traditional 
	0
	0
	

	Total 
	30
	100
	

	EDUCATIONAL BACKGROUND 
	
	
	

	SSCE
	0
	
	

	HND/B.SC
	0
	0
	

	ND/NCE
	30
	0
	

	Other specify 
	0
	100
	

	Total 
	30
	100
	

	MARITAL STATUS 
	
	
	

	Single 
	4
	13.4
	

	Married 
	26
	86.4
	

	Divorced 
	0
	
	

	Total 
	30
	100
	

	POSITION 
	
	
	

	GM
	3
	10
	

	CSO
	3
	10
	

	DIRCTOR
	3
	10
	

	RECEPTINIST 
	3
	10
	

	MANAGEMENT 
	3
	10
	

	CUSTOMER 
	3
	10
	

	CLEANER
	3
	10
	

	PUROTIONZER
	3
	10
	

	TOTAL
	30
	100
	


source; survey field 2025.

	The above indicate age 83.3% of the respondent wre 20-30 year with 1st rank while 13.3% of the respondent were 31-40 years with 2nd rank and 3.4% were 41 and above. 
	From the above table shows that 93.4% of the respondent were male while 6.6% were female.
The above indicate86.6 of the respondent were married while 13.4% of the respondent were single 0% were ND/NCE while 100% were HND/B.sc and 0% were others.
The above table indicate that 80% of the respondents were muslim whiel 20% were Christian.
	From the above table shows that 10% of the respondent were G.M 10% were CSO 10% were directors, 10% receptionist, 10% were management 10% were gateman, 10% were manager, 10% were customer care, 10% cleaner 10% were purchaser.
TABLE 4.2 WHAT ARE THE MARKETING COMMUNICATION TOOLS 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Social media 
	6
	20
	2nd

	Personal selling 
	2
	6.6
	5th

	Referial 
	3
	10
	4th

	Publicity and sale promotion 
	15
	50
	1st

	Mutual communication 
	4
	13.4
	3rd

	Total 
	30
	100
	


sources : survey  field 2025
the above table shows that the responsible agree on the impact of marketing communication in promoting white field hotel in Ilorin kwara state. 20% agreed on social meida with the rank 2nd and 6.6% agreed personal selling while 10% agreed on referial and 50% agreed on publicity and sale promotion 13.4% agreed on mutual communication.
TABLE 4.3 PROBLEMS FACING THE MARKETING COMMUNICATION IN WHITE FIELD HOTEL 
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	Language barrier 
	3
	10
	2nd

	Lack of communication 
	3
	10
	2nd

	New marketing trends 
	21
	70
	1st

	Network 
	3
	10
	2nd

	Total 
	30
	100
	


sources : survey  field 2025
The above table shows problem facing the impact of marketing communication in white filed hotel 10% agreed on lack of communication while 10% were agreed on lack of language barrier 70% agreed on new marketing trends whle 10% agreed of network problem.
TABLE 4.4 POSSIBLE SOLUTION IN SOLVING THE PROBLEM FACING THE MARKETING COMMUNICTION IN WHTITEFIELD HOTEL IN ILORIN KWARA STATE.
	RESPONSES  
	FREQUENCY 
	PERCENTAGE 
	RANKS 

	The language barriers should be tackle by all
	6
	20
	2nd

	Various department in the orgnaztion 
	5
	16.7
	3rd

	Learning of how to communicate with some customer with different language 
	5
	16.7
	3rd

	Use the right communication tools 
	8
	16.7
	1st

	Focus on consistency 
	6
	26.6
	2nd

	Total 
	30
	100
	


sources : survey  field 2025
	from the above table shows that 20% of the respondent said that the language barrier should be tackle by all, 16.7% said that various department in th organization and 16.7% a some customer with different language while 26.6% agreed on use of right communication tools 20% said that focus on consistency.
DISCUSSION OF MAJOR FINDING
The research work relvealed majority of he respondent in study was male those between ages range between 20-30 years is te highest number the result equally shows tht the most of the respondent are married and the religion affiliation is mostly muslim.
	The result also shown the respondent qualifications which is HND/B.sc the result also revealed the issue above the impact of marketing communication in promoting white field hotel.
	The data collected reviewed that there are problem facing the impact of marketing communication in promoting whitefiled hotel with 26.7% say yes and 73.3% say no the major problem facing by whitefiled hotel include lack of communication lack of language barrier lack of network.
	Next so our urgent attention so as to solve these problem that face whitefiled hotel the above discussion indicate that there should be language barrier should be tackle by all various department in the organization uses of right communication tools focusing on consistency.




CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
INTRODUCTINO 
	This chapter discusses the summary conclusion and recommendation of the research which given based on the impact of marketing communication in promotiong white field hotel in Ilorin kwara state.
5.1 SUMMARY 
	In a nut shell this research work has carried out to investigate the impact of marketing out to marketing communication in promoting whitefiled in Ilorin. From the two source of primary data for this study. It is known that there are problem facing impact of marketing communication in promoting whitefield hotel.
5.2 CONCLUSION 
	This study clearly demonstrate the impact of marketing communication in promoting whitefield hotel in Ilorin kwara state which is the focus of this research.

5.3 RECOMMENDATIONS 
	Based on findings of the study the following recommendations are made to ensure marketing communication in whitefield hotel 
	Language barriers are common challenges in marketing communication and it can be tackle by the following 
	Use plan language whether you are working with someone who knows your primary language as a secondary or you are trying to communicate a deeply technical problem to your non technical co workers everyone should get in the habit of using plain language when ever possible.
	Use visual method of communication words often fail. Us dn when they do showing can be a lot more effective than telling use picture and diagram to explain complicated concepts.
	Be respectful language barriers like all barriers to communication can be frustrating they require patience understanding and consecretionsness.
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