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ABSTRACT

The e-marketing strategies and customer patronage in selected hotels in Umuahia North Local Government
Area of Abia State were assessed in this study. The objectives were to determine the extent of use of emarketing in hotels, determine how e-marketing affects customer patronage, assess the benefits of emarketing on customer patronage and assess the challenges facing e-marketing in hotels. The study adopted
the survey research design through the use of questionnaire where information was gathered from a primary
source. The total population of the study was 200 while the sample size was 133. Mean and frequency
distributions were used to analyze the research questions. The results of the different questionnaire items
collected revealed that the various extent of utilization of e-marketing by hotels includes social media
marketing (Face book, twitter, you-tube and Instagram), Search engine (Google), Affiliate marketing (third
party hosting) as well as instant messaging (Messenger, Whatsapp and Viber). Also the effect of e-marketing
on customer patronage include: increased client base, increased internet awareness, creating job opportunity
and improved sales. Benefits of e-marketing include: wider prospect reach, cost-effective approach, reduction
in cost through automation and use of electronic media, 24/7marketing, personalized one-on-one marketing,
increased interactivity and increased ability to track results and finally the challenges of e-marketing include
among others, marketing integration, privacy, increased integration with social networks, trigger-based e-mail
and special issues on e-marketing. It was thus concluded that e-marketing influences customer patronage of
hotels. The study therefore recommends amongst others, that other hotels that have not incorporated emarketing as part of their marketing strategy should try and incorporate it as it has a positive way of improving
customer patronage.
Keywords: e-marketing, strategies, customers, patronage, hotel.
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distinct value to the hotels. These come from the
INTRODUCTION
he recent growth of the Internet has offering of information online, the possibility of
considerably changed the operating establishing communications and exchange of
environment of the hotel industry. The Internet information and the conducting of transactions
has become an innovative marketing tool in offering online. The rapid adoption of Internet marketing by
travel information and online transactions (Doolin, hotels has yielded myriad studies of hospitality
Burgess and Cooper, 2002). The information-based internet adoption and its impact on hotel operation
nature of tourism products means that the Internet, (Hashim, Murphy, Purchase, and O'Connor, 2010;
which offers global reach and multimedia capability, Scaglione, Schegg, and Murphy, 2009). The website
is an increasingly important means of promoting and marketing is particularly useful for dealing with
distributing tourism services. Today, hotels' web intangible nature of the hotel service, and to gain a
presence is no longer exclusive to large hotels; competitive advantage (Baloglu and Pekcan, 2006).
internet marketing tool is not just for big hotel chains. For tourism organizations, the website content
The websites that are well-designed and easy to
allows them to engage customers' interest and
navigate provide independent hotels with an
participation,
to capture information about their
inexpensive and effective platform for marketing and
advertising, which potentially increase their preferences, and to use that information to provide
competitiveness in the marketplace (Lituchy and personalized services (Doolin,Burgess and Cooper
Rail, 2000; Merono-Cerdan and Soto-Acosta, 2007). 2002). Chung and Law (2003) indicated that well
designed hotel websites with useful information can
The website marketing can potentially provide
HATMAN Journal of Hospitality and Tourism Vol. 11 No. 2, 2021
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help increase sales volume and improve the receive from guest.
reputation of a hotel. Scaglione and Chris (2009) According to the definition provided by the American
analyzed revenue per available room before and Marketing Association (2008), marketing refers to
after hotels adopted websites and found that website “an organizational function and a set of processes for
adoption related positively to hotel performance. creating, communicating, and delivering value to
Merono-Cerdan and Soto-Acosta (2007) evaluated customers and for managing customer relationships
228 Spanish firms and found a positive relationship in ways that benefit the organization and its
between external web content and firm performance. stakeholders. In essence, marketing is a consumerAdditionally, e-information was found as critical for oriented philosophy or way of doing business;
enabling e-transaction to impact upon firm companies that are consumer oriented will put
performance.
consumers' needs and wants on their top priority.
Hotels have come up beyond what used to be in the From this perspective, the ultimate goal of marketing
years past in terms of customers (Chen, 2007). is therefore to create and retain profitable customers
Hotels now use innovative means in other to remain by satisfying their demands.
in the industry's competitive environment. Just like E-Marketing or electronic marketing refers to the
any other commercial establishment, hotels have application of marketing principles and techniques
functional compartments ranging from customer vía electronic media and more specifically the
service, human resources, finance, research and Internet. The terms e-Marketing, Internet marketing
development and facilities among others (Chiang, and online marketing, are frequently interchanged,
Tsai and Wang, 2004). The competition for having a and can often be considered synonymous. Estrategic location and adequate facilities that create Marketing is the process of marketing a brand using
delight to customers is now the priority in the minds of the Internet. It includes both direct response
marketing and indirect marketing elements and uses
the hotel investors.
Generally, the hotel business is challenging and a range of technologies to help connect businesses
thrilling and these pave ways for investors to become to their customers. By such a definition, e-Marketing
financially independent, bosses in their own right, encompasses all the activities a business conducts
create job opportunity and also increase self-esteem. via the worldwide web with the aim of attracting new
Besides, it gives owners the opportunity to be business, retaining current business and developing
creative in terms of meeting customers' its brand identity. E-marketing refers to the use of the
expectations. To record huge success in this aspect, Internet and digital media capabilities to help sell
efforts must be geared towards putting in place all your products or services. These digital technologies
essentials that will create customer satisfaction are a valuable addition to traditional marketing
because, customers are becoming more conscious approaches regardless of the size and type of
of their convenience, hence, want to be fulfilled. The business. E-marketing is also referred to as Internet
awaking consciousness in customers have marketing (i-marketing), online marketing or web
sharpened their knowledge horizon, thereby armed marketing. As with conventional marketing, ethem to the extent that customers are readily marketing is creating a strategy that helps
prepared to challenge bad service rendered. This businesses deliver the right messages and
increase in knowledge has reshaped end user product/services to the right audience. It consists of
service expectations from service provider. This all activities and processes with the purpose of
heightened knowledge has exposed the organization finding, attracting, winning and retaining customers,
of hotel businesses to embrace factors that are (Law and Hsu, 2005).
capable of enhancing customer patronage. This is Electronic marketing can also be considered as the
because the society depends on organizations, so equivalent to Internet marketing and Digital
also organizations depend on the society for survival Marketing. E-marketing involves the marketing of
and for achieving specific and desirable ends, products and services using electronic media
through services, products, and facilities offered to (David, 2017). E-Marketing is a process which easily
the members of the society. Therefore, effective trades off demands as per customer satisfaction by
customer service cannot be ignored in the realm of using the process of Planning, promoting, and pricing
achieving effective customer patronage in hotels. the different products and services with the help of
Wan, (2002) defined hotel patronage as the support, the internet. E-Marketing is preferred over the
encouragement, privilege, or financial aid that hotels traditional way of marketing because it offers
HATMAN Journal of Hospitality and Tourism Vol. 11 No. 2, 2021
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convenience to the customers and decreases Viral Marketing (Ho and Dempsey, 2010), Mobile
business expenses.
marketing (Smutkupt et al, 2010, Shankar et al, 2010,
The development of the internet has brought Tripathi, 2008) and E-mail marketing (Marinova et al,
unprecedented development in new methods of 2002) which include among others; social media
conducting business and transaction which has marketing, affiliate marketing, search engines,
affected different aspects of lives and professions instant messaging and picture advertising.
including marketing. Different definition has been Moreover, updates and innovations in the online
proffered for internet marketing. According to world are a must to attract customers and keep their
Chaffey, Gwinner, Gremler, and Bitner, (2000) interest constantly stimulated.
internet marketing involves the use of the internet It is perceived that the non-existence or poor
and other digital technologies to conduct marketing utilization of e-marketing has in one way or the other
activities. Kotler and Armstrong, (2004) viewed contributed to low patronage of hotels because
internet marketing as consisting of activities which clients find it difficult to come down to a location far
facilitate the sale of products and services and also from theirs when they are not sure it will be worth it.
promote customer relationships over the Internet. Some hotels do not follow up complaints neither do
The application of Online marketing, which is also they rectify customers' problems even after
referred to as internet marketing, makes use of responding to feedback. This has been a problem
interactive, virtual spaces for the aim of promoting associated with e-marketing. This unresponsive
and selling goods and services. In fact, new attitude of hotels has made them to be unable to
synchronous, internet-based communication identify customers' needs. Some of the hotels
technologies introduce flexibility, speed of time and provide customers' needs based on assumption
cost effectiveness in the conduct of business while others expect customers to make do with what
activities over the internet.
is available at the hotel at every point.
To gain competitive advantage in the demanding Most hotels do not have websites where customers
tourist market, it is important nowadays for a hotel can view their products while others who have do not
company to have its own website, promote its make good use of it. Only few hotels like the five star
products through social networks and mobile hotels have applications that can be downloaded on
applications, use e-mail as a channel of smart phones. This has limited the coverage of these
communication with its business partners and hotels because effective use of e-marketing widens
customers, and apply all available information- the coverage of every business organization and
communication technology (ICT). It needs to provide have in turn, affected hotel patronage. Hotels that
all information for potential clients in one place at any have effective websites should endeavor to respond
time of day, from anywhere in the world. That can be to feedbacks. A good customer relationship can be
possible by using innovative ways of communication affected through adequate and effective use of eand by adapting business operations to demanding marketing. Few studies have been conducted in Erequirements of the modern tourist market. This marketing; Alex-onyeocha and Iwuagwu (2015),
imposes the innovation of practices and the Kagendo (2015), Wisdom (2015), Olgha, Francis
implementation of new technologies in business and Joseph (2017) but none has been carried out on
processes. Therefore, there is a need for awareness customer patronage in Umuahia North. It is against
about the necessity of applying ICT in the hotel this backdrop that the study intends to examine ebusiness.
marketing strategies and customer patronage in
The online marketing is doubtless one of nowadays hotels.
most powerful advertising methods. All companies, This research therefore seeks to find a solution to
and notably in the Tourism and Hospitality industry, these identified problems associated with e-marking
are fiercely competing to lead and overwhelm the as it affects hotel patronage. The objectives of this
online space in order to shift market shares from study, therefore, are to:
competition, increase their online traffic and make i. determine the extent of use of e-marketing in
more profits. It is always required for any company hotels.
wishing to succeed its e-marketing strategy, to
ensure that all of its online space is well managed ii. determine how e-marketing affects customer
and that it is entirely under control. These strategies patronage in hotels.
are: digital marketing (Cheffey, 2013),
iii. assess the benefits of e-marketing on customer
HATMAN Journal of Hospitality and Tourism Vol. 11 No. 2, 2021
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Purposive sampling technique was used to select the
number of hotels to be sampled while convenient
sampling was used to select the respondents who
were willing and ready to partake in the study. This
work used primary data to collect data from the
respondents. The primary data were collected with
the use of a well-structured questionnaire that was
administered directly to the respondents. The
distributed questionnaire contained questions that
invoked responses from respondents. The
questionnaire was designed in a Likert summation
format where the responses of the respondents were
limited to a close ended format. Thus, the options
were presented in this form; 5- Strongly Agree (SA),
4-Agree (A), 3-Undecided (U), 2- Disagree (D), 1Strongly Disagree (SD) and 5- Very High Extent
(VHE), 4- High Extent (HE), 3-Low Extent (LE), 2Very Low Extent (VLE), 1-Not Applicable (NA). The
options have a weighted score of 5,4,3,2 and 1
respectively. This questionnaire was subjected to
face and content validation by three senior lecturers
in the Department of Hospitality Management and
Tourism of Michael Okpara University of Agriculture,
Umudike. The suggestions of the validators were
considered in producing the final instrument that was
used. Also, the researchers employed Test- retest
method to check its reliability. Cronbach alpha
coefficient was used to test the result. The instrument
showed a positive reliability result of +0.95 which is
an excellent reliability test result for the instrument.
Descriptive statistics of percentage, frequency and
mean distributions was used to analyze the
questions. The decision rule is that if the mean value
is above or equal to 3.0 accept but if it is below 3.0 do
not accept.

patronage in hotels.
iv. assess the challenges facing e-marketing in
hotels.
METHODOLOGY
This study adopted the survey research design. The
study area is Umuahia North. Umuahia North is a
Local Government Area in Abia State, Nigeria. Its
headquarters are in the city of Umuahia. It has an
area of 245 km² and a population of 220,660 at the
2006 census. The postal code of the area is
440.Umuahia North is located along the rail road that
lies between Port Harcourt to its south and Enugu city
to its north. Umuahia North indigenous ethnic group
are the Igbos (Wikipedia, 2019). The list of towns in
Umuahia North L.G.A include Umuahia, Umukabia,
Umuawa Alaocha, Umuda Isingwu, IhiteUde,
Umuekwule, Umuagu, Amaogwugwu and Ohuhu.
Umuahia north is a major city in Abia state and
contains many tourism and relaxation centers.
The population for the study include the staff of the six
(6) hotels selected from the fifty nine (59) registered
hotels in Umuahia North L.G.A as recorded by the
Abia State Tourism board in 2017. The total number
of the staff of these selected hotels amounted to 200
staff as gathered from a pre-survey conducted in
these hotels. For the sample size determination, Ten
percent (10%) of the registered hotels was used for
the study which is 5.9 (approximately 6 hotels).
Senior and junior staff from these six selected hotels
were used for the study. The hotels are Hotel Helson,
Ever green Hotel, Ice Grand Hotel, Villa Roy hotel,
Smile More Hotel and suites and Gado hotels all in
Umuahia North. The sample size of 133 was
determined from the population of 200 using Taro
Yamane formula.
Thus:

RESULTS
Table 1: Objective one- Extent at which
marketing is utilized by hotels
S/N Extent of utilization of VHE (%)
e-marketing

Sample size
n=
where n= sample size
N=population of the study=200
E=error estimate or error significance (5%)
To determine the sample size, since N=200

1

2
3
4

Therefore sample size,

5

N=

LE (%)

VLE (%) NA (%)

Mean score

Remark

)

100 (75.2) 28(21.1) 5(3.8)

0

0

4.7143

Accepted

33 (24.8)

67(50.4) 22(16.5) 8(6.0)

3(2.3)

3.8947

Accepted

46(34.6)

37(27.8) 50(37.6) 0

0

3.9699

Accepted

55(41.4)

29(21.8) 20(15.0) 29(21.8) 0

3.8271

Accepted

14(10.5)

13(9.8)

24(18.0) 48(36.1) 34(25.6) 2.4361

Not accepted

VHE=Very High Extent, HE=High Extent, LE=Low
Extent, NA=Not Applicable, n=133

=
=

Social
media
marketing
(Facebook, twitter,
you tube, Instagram)
Affiliate marketing
(third party hosting)
Search engine
(Google)
Instant messaging
(Messenger,
Whatsapp, Viber)
Picture advertising

HE (%)

e-

Table 1 presents the mean response of various
extent of utilization of e-marketing by hotels.

=133

Thus Sample size = 133.
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Table 3: Objective three-Benefits of e-marketing
on customer patronage

The various extent of utilization includes social media
marketing, affiliate marketing, search engine, instant
messaging and picture advertising. The decision
rule states that any mean below 3.0 is considered not
accepted while mean equal to or above 3.0 is
accepted. Based on the decision, among the five (5)
items stated, four (4) were accepted while one item
was not accepted. The result above showed that
social media marketing (face book, twitter, you tube
and Instagram) are utilized at a very high extent by
hotels with an accepted mean score of 4.71. Search
engine (google) with a mean score of 3.97 was also
accepted. Affiliate marketing (third party hosting) with
a mean score of 3.89 was equally accepted. Also
instant messaging (Messenger, Whatsapp, Viber)
with a mean score of 3.82 was accepted. However,
picture advertising with a mean score of 2.44 was not
accepted because it did not reach the acceptable
limit.

Effect of e
- SA (%)
marketing on
hotels

1

Increases client
base
Increases
internet
awareness
Creates more
job opportunities
Improves sales

2

3
4

A (%)

U (%)

D (%)

SD (%) Mean

Remark

3(2.3)

0

4.5489

Accepted

68(51.1) 43(32.3) 22(16.5) 0

0

4.3459

Accepted

56(42.1) 58(43.6) 15(11.3) 0

4(3.0)

4.2180

Accepted

10(7.5) 4(3.0)

4.2632

Accepted

89(66.9) 31(23.3) 10(7.5)

79(59.4) 28(21.1) 12(9.0)

SA (%)

1
2
3

4
5
6
7

Wider prospect reach
Cost-effective approach
Reduction in cost through
automation and use of
electronic media
24/7marketing
Personalized one -on-one
marketing
Increased interactivity
Increased ability to track
results

A (%)

U (%)

D (%)

SD (%) Mean

Remark

99 (74.4) 33 (24.8)
63 (47.4) 50 (37.6)
12 (9.0) 57 (42.9)

1 (0.8)
12 (9.0)
32 (24.1)

0
8 (6.0)
32 (24.1)

0
0
0

4.7368
4.2632
3.3684

Accepted
Accepted
Accepted

51 (38.3) 19 (14.3)
32 (24.1) 29 (21.8)

46 (34.6)
24 (18.0)

17 (12.8)
48 (36.1)

0
0

3.7820
3.3383

Accepted
Accepted

87 (65.4) 37 (27.8)
9 (6.8)
72 (54.1)

6 (4.5)
48 (36.1)

3 (2.3)
4 (3.0)

0
0

4.5639
3.6466

Accepted
Accepted

SA=strongly agreed, A=Agreed, U=Undecided,
D=Disagreed, SD=Strongly Disagreed, n=133
Table 3 above shows the benefits of e-marketing on
customer patronage. Seven items were listed and
among the seven stated items all were accepted by
the respondents. The stated items includes wider
prospect reach with the mean score of 4.74, Costeffective approach with the mean score 4.26,
Reduction in cost through automation and use of
electronic media with the mean score of 3.37,
24/7marketing with the mean score of 3.78,
personalized one-on-one marketing with the mean
score of 3.33, Increased interactivity with a mean
score of 4.56 as well as increased ability to track
results with mean score of 3.65. From the result
above, it is obvious that e-marketing has a lot of
benefits on customer patronage.

Table 2: Objective Two- Effect of e-marketing on
hotel patronage
S/N

S/N Benefits of e-marketing

Table 4: Objective Four- The challenges of emarketing on customer patronage
S/N
1
2
3
4

SA=strongly agreed, A=Agreed, U=Undecided,
D=Disagreed, SD=Strongly Disagreed, n=133
The effect of e-marketing on customer patronage
was itemized in Table 2 above. The four items that
were listed were accepted by the respondents as the
effect of e-marketing on customer patronage. The
items are increased client base with a mean score of
4.55 as well as increased internet awareness with a
mean score of 4.35 which were all accepted. The
respondents also agreed that it creates job
opportunity with a mean score of 4.22 as well as
improve sales (with a mean score of 4.26). These
were also accepted. Increase client base has the
highest mean of 4.55 and it was equally accepted.
This shows that e-marketing plays a very big role on
customer patronage.

5
6

Challenges of e marketing
Bad reputation
Marketing integration
New layer of e -mail
filtering
Increased integration
with social networks
Trigger- based e-mail
Special issues on e marketing

SA (%)

A (%)

U (%)

D (%)

SD (%)

Mean

Remark

3 (2.3)
53 (39.8)
0

9 (6.8)
23 (17.3)
9 (6.8)

54 (40.6)
28 (21.1)
67 (50.4)

38 (28.6)
26 (19.5)
52 (39.1)

29 (21.7)
3 (2.3)
5 (3.7)

2.3910
3.7293
2.6015

Not accepted
Accepted
Not accepted

69 (51.9)

36 (27.1)

21 (15.7)

4 (3.0)

3 (2.3)

4.2331

Accepted

21 (15.8)
10 (7.5)

45 (33.8)
39 (29.3)

38 (28.6)
40 (30.1)

26 (19.5)
39 (29.3)

3 (2.3)
4 (3.8)

3.4135
3.0752

Accepted
Accepted

SA=strongly agreed, A=Agreed, U=Undecided,
D=Disagreed, SD=Strongly Disagreed, n=133
Table 4 above shows the challenges facing emarketing on customer patronage. It is obvious that
e-marketing has many challenges facing it. Six items
were stated as the challenges facing e-marketing
and out of the six stated items four were accepted by
the respondents as the challenges facing emarketing on customer patronage while two items
were not accepted. The items includes bad
reputation with the mean score of 2.39 which was not
accepted, Marketing integration with the mean score
of 3.73 which was accepted, New layer of e-mail
filtering with the mean score of 2.60 which was not
accepted, Increased integration with social networks
with a mean score of 4.23 which was accepted,
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for media use, and provide norms, values,
Discussion of Findings
knowledge,
and laws for their members.
The findings from the study revealed that emarketing is utilized in a very high extent by many It was also found out that the benefits of e-marketing
hotels in Umuahia North L.G.A., Abia state. The include; wider prospect reach, cost-effective
method of utilization of e-marketing by these hotels approach, reduction in cost through automation and
includes social media marketing (Face book, Twitter, use of electronic media, 24/7 marketing,
You tube and Instagram), search engine (Google), personalized one-on-one marketing, increased
affiliate marketing (Third party hosting) and instant interactivity and increased ability to track results. This
messaging (Messenger, Whatsapp and Viber). result is in line with Merisavo (2008) that stated that
Social media has the highest score and it was highly the benefits of e-marketing include wider prospect
accepted while picture advertising recorded the reach, reduction in cost through automation and use
lowest and was not accepted. Picture advertising of electronic media, 24/7 marketing, personalized
was not accepted by the respondents because the one-on-one marketing and increased interactivity.
cost involved is high and they are not sure of its Finally, it was found out that the challenges of eefficiency. This results correlates with that of marketing include among others marketing
Kagendo (2015) that studied the influence of integration, privacy, increased integration with social
electronic marketing on customer retention. The networks, trigger-based e-mail and special issues on
findings revealed that the most commonly used e-marketing. This study compliments that of Clown
electronic marketing practices by Safaricom Limited and Baak (2013) that stated that all business
were as follows: social media marketing; audience processes has its own challenges and overcoming
participation, viral campaigns, customer feedback, those challenges will help to increase customer
offline communication; direct email, online patronage. Also, the website will never be visited if
partnership; widget marketing, affiliate marketing, there are no links to it. Viral marketing requires email
online public relation; publisher outreach, brand or social media websites to communicate the
protection, search engine optimization and paid message and search engines are useless without
websites to link to it.
search.
Also, the findings revealed the effect of e-marketing
on customer patronage. From the result obtained CONCLUSION
from the analysis, the effect of e-marketing include: This work attempted to evaluate the e-marketing
increase client base, increase internet awareness, strategies and customer patronage of selected
create job opportunity and improve sales. This result hotels in Umuahia North L.G.A of Abia state. The
is in accordance with Media System Dependency various extent of utilization of e-marketing by hotels
theory as postulated by Sandra Ball-Rokeach and were identified. Also the effect of e-marketing on
Melvin Defleur (1976). Media System Dependency hotel patronage was identified as well as the
Theory ties together the interrelations of broad social challenges of e-marketing. The study showed that
systems, mass media, and the individual into a the use of e-marketing influences patronage in hotels
comprehensive explanation of media effects. The in Umuahia North Local Government area of Abia
basic dependency hypothesis states that the more a State. Specifically, e-marketing is utilized in a very
person depends on media to meet needs, the more high extent by many hotels in Umuahia North L.G.A
important media will be in a person's life, and Abia State; it is very effective in increasing customer
therefore the more effect media will have on a patronage and is of great benefit though it is faced
person. Dependency on media emerges from three with some challenges. These findings will be used as
relationships. The relationship between the a guide on areas of improvement to effectively realize
society and the media: Within this relationship, the benefits of electronic marketing and its
media access and availability are regarded as contribution to customer patronage
important antecedents to an individual's experience
with the media. The relationship between the Recommendations
media and the audience: This relationship is the key The following recommendations were drawn from
variable in this theory because it affects how people the findings of this work:
might use a mass medium. The relationship 1. Hotels that have not incorporated e-marketing as
between the society and the audience: The part of their marketing strategy should try and
incorporate it as it has a positive way of improving
societies influence consumers' needs and motives
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customer patronage.
2. The importance of e-marketing cannot be over
emphasized as it has been shown to have a great
effect on hotels.
3. Hotels should use good strategies to eradicate or
minimize the challenges facing e-marketing so that
they can fully enjoy the benefits.
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WHAT IS HATMAN?
It is the professional body for the international hospitality industry. With around 3, 000 members in 36 states in Nigeria and Abuja, the
Hospitality and Tourism Management Association of Nigeria (HATMAN) is recognized throughout the nation.
Established in 1999, HATMAN’s national influence brings together individuals from all sectors of the hospitality and tourism industry
– airlines, resorts, hotels, contract catering, restaurants, fast food, pubs and clubs, hospitals, education, armed forces and the
teaching profession.
In its size and scope, it leads the hospitality and tourism world in Nigeria.
WHAT DO YOU NEED?
To succeed in the exciting fast growing changing hospitality and tourism industry, do you need?
Ø To be recognized as a professional
Ø To be very well informed and therefore impressively knowledgeable about latest industry trends and development?
Ø To meet other professionals and gain from their knowledge and experience?
Ø To be supported at every stage of career development?
You need to join HATMAN……
Why Join?
Ø HATMAN membership gives you status. Designatory letters identify members as professional managers. You will gain
recognition from your employers, colleagues and customers.
Ø We ensure that you keep up-to-date in our rapidly developing industry through HATMAN’s comprehensive information network,
quarterly newsletter, and journal, the Hatman Journal of Hospitality and Tourism.
Ø The Association represents a global network of like-minded colleagues of 3,000 professionals in 36 states of Nigeria and Abuja
who will respect you as a member.
Ø In today’s competitive employment market we provide exclusive job opportunities for members and access to lifelong learning.
How does this benefit you?
The benefits of membership are thoroughly practical. There are hundreds of ways in which we support our members on a day-to-day
basis.
Professional Recognition
In order to become a member of HATMAN, members must meet a high standard of management excellence. This is recognized by
designatory letters which may be used after your name to signify your status. In addition, companies are increasingly looking with
greater favour on applicants who are members of HATMAN for management posts.
HATMAN is the authoritative voice for hospitality and tourism in Nigeria, representing your views to government, education and
industry.
Keeping you informed
The HATMAN library is going to be one f the most comprehensive sources of information in the field of hotel, catering and tourism
operation with our relationship with Institute of Hospitality UK, having over 80,000 books and subscribing to industry journals. It
provides, free of charge to members, and invaluable source of reference.
Members receive a complimentary subscription to the excellent quarterly newsletter; purchase the Hatman Journal of Hospitality
and Tourism, containing informative technical articles on developments within the industry, the latest think in hospitality and tourism
management and views from its leaders.
Enhancing Your Career
The exclusive career progression opportunities available to members are;
HATMAN Job Register
Linking members searching for a new job to potential employers world-wide.
Internet Job Shop
A preview of the latest employment opportunities in the international hospitality and tourism industry.
Career Planning Intelligence
Fast access to geographic data, market analysis, sector trends and detailed company overviews, ensuring you are fully prepared to
make a successful career move.
In addition, members have access to a dedicated HATMAN advisor to provide objective and unbiased guidance on your career. The
Association also provides ‘Continuing Professional Development’ opportunities to keep your knowledge and skills fine tuned.
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Providing Networking Opportunities
Putting you in touch with over 15,000 local, national and international contacts, HATMAN seminars, conferences and social and
business meetings aim to extend your knowledge and understanding of the issues facing the industry – and enable you to learn from
the experience of other members.
It is not unknown for members to meet their next employer on these occasions! You may wish to make your own contribution to the
industry’s future. We welcome input from our members on various industry committees, working groups and advisory boards.
Plus Personal Benefits
Finally, a range of special offers and discounts is available including hotels, car hire, subscription to our journal and other
publications.
WHO should join HATMAN?
From students to chief executives, whether in your own business or a global organization, there is a membership grade to suit all
management levels.
Whilst the completion of certain hospitality courses automatically makes you eligible, we do recognize that many highly skilled
supervisors and managers come directly into the industry. For them we have a point’s assessment system which gives credit for
work-place learning and responsibility, which leads to membership. Wherever you are in your career, there is a membership grade
for you.
The grades are designed to assist career progression and reflect every stage of career development.
HATMAN Membership Grades
Hospitality and Tourism Management Association of Nigeria Membership Grades are as follows:
STUDENT MEMBER
AFFILIATE (AFHATMAN)
ASSOCIATE (AHATMAN)
MEMBER (MHATMAN)
FELLOW (FHATMAN)
AFFILIATE MEMBER (NON CORPORATE GRADE OF MEMBERSHIP)
This grade is open to those who wish to participate in, and learn about the work of the Hospitality and Tourism Management Association of Nigeria
and is assigned initially to all members on first joining the Association. Affiliate members do not have voting rights and cannot hold office.
Affiliate members are normally those not eligible for a higher membership grade or individuals studying for a recognized qualification in hospitality,
leisure or tourism.

ASSOCIATE (AHATMAN)
This is the first Membership grade of the Institute that confers designatory letters upon an individual (AHATMAN). Associate Members do not have
voting rights and cannot hold office. Associate Members will have met the following criteria:
Qualifications: a Hospitality or Tourism based qualification, a degree, foundation degree, diploma or equivalent comparable
qualification awarded by a Nigerian or internationally recognized organization.
Industry Experience: have achieved the appropriate Industry Experience Points in an entry level or supervisory management post
directly concerned with the hospitality, leisure and tourism industries, and/or in other areas of work.

- Continuing Professional Development: have shown evidence of an ongoing commitment to Continuing Professional
Development.
MEMBER (MHATMAN)
This grade of membership confers designatory letters upon an individual (MHATMAN). Members have full voting rights and can hold
office in the association. Members will have met the following criteria:
- Qualifications: have achieved Hospitality/Tourism qualification, a degree, foundation degree, diploma or equivalent comparable
qualification awarded by an international recognized institution.
- Industry Experience: Have achieved the appropriate Industry Experience Points in a management or senior management post
directly concerned with the hospitality, leisure and tourism industries, and/or in other relevant areas of work.
Continuing Professional Development: Have shown evidence of an ongoing commitment to Continuing Professional
Development
and have consistently participated in association's conferences.
FELLOW (FHATMAN)
This grade of membership confers designatory letters upon an individual (FHATMAN). Fellows have full voting rights and can hold
office in the association. Fellows will have met the following criteria:
Have made a significant personal contribution to the industry.
Have been in a Senior Management position for at least 5 years
Have been a Full Corporate Member (MHATMAN) of the association for at least five years or at the discretion of the
Executive Council be considered for direct entry in accordance with the relevant constitutional provisions.
Should be able to demonstrate a significant contribution to the aims and work of the association.
Have shown evidence of an ongoing commitment to Continuing Professional Development.
Applications for upgrading to Fellowship shall be supported by two Fellows of the association, who shall have knowledge
of the candidate for THREE years immediately preceding the application. Referees must not be members of the applicant's
immediate family circle.
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Direct Entry to Fellowship
In exceptional circumstances, the National Executive Council may admit directly into Fellowship, individuals who have made an
outstanding contribution to the industry. They must be able and willing, in the view of the Executive Council, to personally advance
the objectives of the Association and encourage others to pursue these objectives throughout a major segment of the industry. They
should be supported by three Fellows of the Hospitality and Tourism Management Association of Nigeria, one f whom acts as
proposer. This method of entry into Fellowship is not available by application; it is invitation only.
Student
Students following HATMAN accredited programmes of study are registered as student members and may upgrade to full
membership on graduation.

Apply now
The application process should take about two
weeks and we will keep you informed at every
stage

Applying is easy simply complete the application
form and forward with our application form fee of
N2,000, registration fee of N26,500 and one year
subscription fee for your category of membership
paid into designated HATMAN bank account

Immediate Benefits?

HATMAN Website: www.hatman2010.org

Whilst your application is being processed, please
feel free to sample our benefits and services free
of charge.
We will send you a welcome pack, containing
details of how to make the very best use of our
services.

UPGRADING
The membership committee may also upgrade you if it considers that you have contributed significantly to the upliftment of
the association and the industry. those who have acquired higher academic qualifications may also apply to the membership
committee for upgrade. Upgrading fee is N10,000 only.

Apply now!

National Executive Secretary

Visit www.hatman2010.org
Learn more about HATMAN,
Download Membership Form,
Complete form, attach credentials,
Ensure your referees endorse your form,
Pay appropriate fees to HATMAN bank
Account as shown on website,
Send your completed form and your bank slip to:

Hospitality and Tourism Management
Association of Nigeria (HATMAN)
Floor 5 suite 99,
Turaki Ali House (NNDC)
3 Kanta Road,
Kaduna, Nigeria.

You can also obtain printed membership
application forms from our state coordinators
as shown on website or directly from the
national secretariat.

Confirm receipt of your documents
and progress of your application on
phone:
08067992234, 08161883944,

Website-www.hatman2010.org
E-mail: nationalsec@hatman2010.org

HATMAN Journal of Hospitality and Tourism Vol. 11 No. 2, 2021
63

