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Abstract :

This research explores the importance of reverse
marketing as an innovative trend in the hotel industry. The
research aims to identify and know the mechanism of applying
reverse marketing as an innovative and modern tool in the hotel
industry and the extent of its contribution to the development of
the industry and harmony during major crises in the large
demand for hotel products or services, as well as knowing the
role of reverse marketing in assessing customer loyalty to the
hotel facility. To achieve the research goal, the theoretical
methodology was followed in listing the literature and research
elements. The research results indicated that reverse marketing
strategies have a major role in determining customer behavior in
hotels towards demand for hotel products and services. Some
recommendations were proposed and directed to hotel marketing
specialists. One of these recommendations was the necessity of
adopting reverse marketing methods gradually in hotel
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establishments, taking into account the conditions of market
anatomy, by reducing promotional costs and reducing discounts
granted to agents and distributors that deal with hotels.
Keywords: Reverse Marketing, Innovation, Marketing and Sales
Management, Hotel Industry.
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