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01/ TheMarket
Take a 30,000 ft v iew of the hospi ta l i ty industry and why market ing your property is

d i f ferent than ever before .
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W h e n l o o k i n g a t c o u n t r i e s t h a t d i r e c t l y c o n t r i b u t e d t h e m o s t t o g l o b a l G D P t h e
U n i t e d S t a t e s ’ t r a v e l a n d t o u r i s m i n d u s t r y c o n t r i b u t e d t h e l a r g e s t s u m a t
1 . 1 t r i l l i o n U . S . d o l l a r s i n 2 0 2 0 .

I n 2 0 2 2 , t h e W o r l d T r a v e l & T o u r i s m C o u n c i l i s p r o j e c t i n g a 2 2 8 % l e a p i n s p e n d i n g
i n t h e U n i t e d S t a t e s b y i n t e r n a t i o n a l t r a v e l e r s c o m p a r e d t o 2 0 2 1 .

D u r i n g t h a t s a m e y e a r , a p o l l w a s c o n d u c t e d t o d e t e r m i n e t h e g l o b a l s h a r e o f
h o t e l g u e s t s w h o w o u l d u s e a n a p p t o o p e n t h e d o o r o f t h e i r h o t e l r o o m . T h e
r e s u l t s i n d i c a t e d t h a t a l a r g e m a j o r i t y o f r e s p o n d e n t s , 7 3 % , w o u l d p r e f e r t o u s e a n
a p p t o o p e n t h e d o o r o f t h e i r r o o m . Statista

Statista

The hotel industry is still recovering
H o t e l s a c r o s s t h e [ U n i t e d S t a t e s ] a r e c o n t i n u i n g t o d i g o u t f r o m a t w o - y e a r p e r i o d
w h e r e t h e y l o s t a c o l l e c t i v e $ 1 1 1 . 8 b i l l i o n i n r o o m r e v e n u e a l o n e . A p a r t i a l
r e c o v e r y i n 2 0 2 2 w i l l n o t b e e n o u g h t o a l l o w h o t e l s t o c o m p l e t e l y p a y b a c k
l e n d e r s , f u l l y r e h i r e s t a f f , i n v e s t i n d e l a y e d p r o p e r t y i m p r o v e m e n t s , a n d r e f i l l
b u s i n e s s c a s h r e s e r v e s .

T h e p a n d e m i c b r o u g h t U . S . h o t e l o c c u p a n c y t o a h i s t o r i c l o w o f 2 4 . 5 % i n A p r i l
2 0 2 0 , a n d a n n u a l o c c u p a n c y f e l l t o 4 4 % f o r t h e y e a r . H o w e v e r , o c c u p a n c y r a t e s a r e
p r o j e c t e d t o c o n t i n u e t r e n d i n g u p w a r d i n 2 0 2 2 , a v e r a g i n g 6 3 . 4 % f o r t h e y e a r .

Technology and safety standards are shifting, faster than ever before.

The global economy needs tourism, and the United States is a key player.

American Hotel and Lodging Association

American Hotel and Lodging Association
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health cautious

exploring domestically

making up for lost time

staffing shortages

federal & local regulations

communicating
ammenity avilability

low inventory

inflation

oversaturation of digital media

HIGH DEMAND
INCREASED

COST

HIGH
EXPECTATIONS

watching for international
travel opportunities

BOOKING
THE PERFECT TRIP

I n a d i g i t a l w o r l d w h e r e v a c a t i o n a v a i l a b i l i t y a n d
a c c e s s i b i l i t y s e e m e d l i m i t l e s s , t h e p a n d e m i c b u i l t b a r r i e r s
b e t w e e n t h e t r a v e l e r , p r o v i d e r a n d m a r k e t l i k e w e ' v e n e v e r
s e e n b e f o r e . T h e d i g i t a l l a n d s c a p e a l l o w e d t r a v e l e r s t o
f e e d i n t o t h e i r w a n d e r l u s t a n d o n l y i n c r e a s e d t h e d e s i r e t o
p l a n & s a v e f o r v a c a t i o n s m i s s e d i n t h e l a s t t w o y e a r s .

A c c o r d i n g t o A c c e n t u r e ’ s 2 0 2 1 U . S . H o l i d a y S h o p p i n g
S u r v e y , 4 0 % o f U . S . c o n s u m e r s p l a n t o f o c u s o n s a v i n g f o r a
v a c a t i o n o r t r i p a w a y i n t h e f u t u r e . I t ' s t h e i r s e c o n d m o s t
i m p o r t a n t f i n a n c i a l p r i o r i t y a f t e r p a y i n g d o w n d e b t . W i t h
i n f l a t i o n o n t h e r i s e , w e c a n s e e a n i n c r e a s e o n v a l u e -
b a s e d t r a v e l , o r s a v i n g t o s p l u r g e o n a n n u a l v a c a t i o n s .

A c c o m p a n y i n g a n i n c r e a s e d d e m a n d f o r t r a v e l a r e s t a f f i n g
s h o r t a g e s . I n 2 0 2 0 , t h e h o t e l i n d u s t r y l o s t 7 1 0 , 0 0 0 m e m b e r s
o f i t s w o r k f o r c e a n d i t ' s s t i l l d o w n 7 % i n c o m p a r i s o n t o 2 0 1 9
e m p l o y m e n t a c c o r d i n g t o O x f o r d E c o n o m i c s . W i t h
i n c r e a s e d d e m a n d a n d l i m i t e d s t a f f , h i g h e x p e c t a t i o n s
w i l l n e e d t o b e c o n s i d e r e d .

T h e g o o d n e w s i s t h e h i g h d e m a n d i s a m u c h n e e d e d s i g h
o f r e l i e f f o r t h e h o s p i t a l i t y i n d u s t r y a f t e r a v e r y r o u g h f e w
y e a r s . I n J u l y 2 0 2 1 , p a n d e m i c t r a v e l p e a k e d t o m o r e t h a n
1 9 . 7 m i l l i o n n i g h t s s o l d i n J u l y 2 0 2 1 — a 3 . 9 % i n c r e a s e o v e r
2 0 1 9 l e v e l s ( + 2 3 . 9 % v s 2 0 2 0 ) , A i r D N A . W e w i l l c o n t i n u e t o
s e e t h i s u p w a r d t r e n d a s t r a v e l r e s t r i c t i o n s b e c o m e a n e w
s t a n d a r d a n d b o r d e r s r e o p e n .

revival of rural travel

ability to work anywhere

increased cleaning standards

P A G E 0 6
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02/ WhySocialMediaSecuresBookings
Socia l media al lows hotels and vacat ion renta ls to bui ld t rust and brand loyal ty

d i rect ly wi th i ts guests pr ior to arr iva l . I t g ives you an incredible opportun i ty to

cons is tent ly remind them of your of fer ings and can connects you to your guests on a

more personal level .



N o w m o r e t h a n e v e r , t r a v e l e r s a r e l o o k i n g f o r a n u n p a r a l l e l e x p e r i e n c e t h e y c a n
s h a r e w i t h o t h e r s - i f n o t i n p e r s o n - o n s o c i a l m e d i a , T h e n e w t r a v e l e r i s
s e a r c h i n g f o r v a c a t i o n s t h a t a r e u n i q u e , i m m e r s i v e a n d m e m o r a b l e .

T h e y s e e k o u t h o t e l s w h i c h p l a c e a p r e m i u m o n s a f e a n d s a n i t a r y e n v i r o n m e n t s ,
f l e x i b l e a n d n o - p e n a l t y b o o k i n g p o l i c i e s , c o n v e n i e n t c u s t o m e r s e r v i c e , s u s t a i n a b l e
p r o d u c t s , a n d a p o s i t i v e s o c i a l i m p a c t ( A H L A ) . Y o u r a b i l i t y t o f o s t e r r e l a t i o n s h i p s
w i t h y o u r g u e s t s o n s o c i a l m e d i a b e f o r e t h e y p l a c e a r e s e r v a t i o n g i v e s y o u t h e
o p p o r t u n i t y t o s p e a k t o w h a t ' s m o s t i m p o r t a n t t o t h e m , b e f o r e y o u r c o m p e t i t o r s
d o .

N o t o n l y t h a t , t h e M i l l e n n i a l m a r k e t i n p a r t i c u l a r i s c h a n g i n g t h e w a y t r a v e l
e x p e r i e n c e s a r e s h a r e d . A c c o r d i n g t o R E Q , 9 7 % o f M i l l e n n i a l t r a v e l e r s w i l l s h a r e
t h e i r t r a v e l e x p e r i e n c e s o n s o c i a l m e d i a , w i t h 2 i n 3 p o s t i n g o n c e a d a y .

T h i s i s y o u r o p p o r t u n i t y t o c a p i t a l i z e o n t h e s t r o n g e s t f o r m o f m a r k e t i n g , w o r d o f

m o u t h m a r k e t i n g , a t a b s o l u t e l y n o c h a r g e .

A s o c i a l m e d i a s t r a t e g y c u r a t e d b y a n a g e n c y t h a t u n d e r s t a n d s y o u r n i c h e , f o r m s
t h e n a r r a t i v e o f y o u r p r o p e r t y , e n g a g e s d i r e c t l y w i t h i n q u i r i n g g u e s t s , a n d
p o s i t i o n s y o u r p r o p e r t y a p a r t f r o m l o c a l c o m p e t i t i o n .

B u t d o n ' t t h i n k t h a t y o u n e e d t o p e r f e c t a l l 1 6 i n t e r n a t i o n a l s o c i a l p l a t f o r m s t o
m a k e a n i m p a c t .

P A G E 0 8

https://www.ahla.com/sites/default/files/AHLA%20SOTI%20Report%202022%201.24.22.pdf
https://req.co/insights/article/millennial-travel-trends-look-largest-generations-habits


T h e m o s t v i s u a l s o c i a l m e d i a
p l a t f o r m i n m a r k e t a n d h o l d s t h e
g r e a t e s t o p p o r t u n i t y t o c o n n e c t w i t h
c u r r e n t & f u t u r e c l i e n t e l e .

T a r g e t M a r k e t : M o s t l y m e n &
w o m e n 2 5 - 3 4 , 6 0 % o f u s e r s m a k i n g
m o r e t h a n $ 1 0 0 k

T h e A p p r o a c h : C o n s i s t e n t p o s t s
i n c r e a s e b r a n d a w a r e n e s s a n d
p e r s o n a l i z e i n t e r a c t i o n w i t h
f o l l o w e r s t h r o u g h S t o r i e s a n d R e e l s .

P u t b e s t k e p t s e c r e t f o r h o s p i t a l i t y
m a r k e t i n g i s P i n t e r e s t . I t i s r i p e f o r
g r o w t h i n h i g h l i g h t i n g t r a v e l
d e s t i n a t i o n s , f o o d & b e v e r a g e , a n d
h e a l t h & w e l l n e s s . P i n t e r e s t u s e r s
a r e p l a n n e r s a n d t h i s i s t h e
o p p o r t u n i t y t o f i n d g u e s t s b e f o r e
t h e y p l a n t h e i r n e x t v a c a t i o n .

T a r g e t M a r k e t : M o s t l y w o m e n a g e s
5 0 - 6 4 , 4 5 % o f u s e r s m a k i n g m o r e
t h a n $ 1 0 0 k .

T h e A p p r o a c h : A h e a l t h y m i x o f
t r a v e l f e a t u r e s , p r o p e r t y f e a t u r e s
a n d o r g a n i c a n d p a i d m e d i a . B i g g e s t
o p p o r t u n i t y f o r g r o w t h .

T h i n k o f F a c e b o o k a s y o u r
s t o r e f r o n t . I t i s t h e l a r g e s t s o c i a l
m e d i a p l a t f o r m t o d a t e , a n d i s t h e
l a r g e s t m a r k e t p l a c e f o r a d v e r t i s i n g .
O r g a n i c b u s i n e s s p a g e e n g a g e m e n t
r e m a i n s l o w , b u t F a c e b o o k i s a n
e s s e n t i a l f o r p a i d a d v e r t i s i n g .

T a r g e t M a r k e t : M e n & w o m e n o v e r
t h e a g e o f 2 5 , 7 0 % e a r n i n g m o r e
t h a n $ 7 5 k .

T h e A p p r o a c h : A p r e m i e r
o p p o r t u n i t y f o r a d v e r t i s i n g . M i n i m a l
o r g a n i c p r e s e n c e w i t h f o c u s o n
v i d e o .

A s o f J a n u a r y 2 0 2 2 , t h e r e a r e 1 7 m a j o r s o c i a l m e d i a p l a t f o r m s t h a t b o a s t a t
l e a s t 3 0 0 m i l l i o n a c t i v e u s e r s . W i t h s o m a n y o u t l e t s , i t ' s n e a r i m p o s s i b l e t o
p e r f e c t m a r k e t i n g o n e v e r y p l a t f o r m . H e r e a r e o u r t o p t h r e e p l a t f o r m s w e s e e
t h e m o s t s u c c e s s w i t h o u r c l i e n t s .

W W W . S A W G R A S S M K T G . C O M P A G E 0 9

https://www.statista.com/statistics/246204/share-of-us-internet-users-who-use-instagram-by-household-income/
https://influencermarketinghub.com/pinterest-stats/
https://sproutsocial.com/insights/facebook-stats-for-marketers/


W W W . S A W G R A S S M K T G . C O M P A G E 1 0

03/ AudityourInstagram
As one of the most act ive plat forms for Mi l lenn ia l t ravelers , Instagram is the ul t imate

connector to your guests . Take our 5-quest ion audi t to quick ly evaluate where your

team needs to focus the i r t ime.



I p o s t 2 - 3 t i m e s p e r w e e k .

n e v e r

I h a v e a n e n g a g e m e n t s c o r e h i g h e r t h a n 1 % o n 5 o r m o r e p o s t s .

s o m e t i m e s a l w a y s

1 3 4 5

n e v e r s o m e t i m e s a l w a y s

1 2 3 4 5

n e v e r s o m e t i m e s a l w a y s

1 2 3 4 5

I u s e h a s h t a g s r e g u l a r l y & k n o w m y n i c h e .

n e v e r s o m e t i m e s a l w a y s

1 2 3 4 5

I h a v e c o n s i s t e n t t r a f f i c t o m y w e b s i t e f r o m I n s t a g r a m & o f t e n r e c e i v e
i n q u i r e s f r o m D i r e c t M e s s a g e s .

n e v e r s o m e t i m e s a l w a y s

1 2 3 4 5

I r e c e i v e c o m p l i m e n t s , q u e s t i o n s , a n d i n t e r a c t i o n s ( l i k e t a g g i n g f r i e n d s ) o n
m y p o s t s .

5 - 1 0 p o i n t s

I f I n s t a g r a m i s n ' t y o u r c u p o f t e a , t h a t ' s o k a y . I t ' s a n e v e r - e v o l v i n g
p l a t f o r m a n d t h e r e ' s a l w a y s r o o m t o l e a r n . W e c a n h o p o n a s t r a t e g y
c a l l a n d w a l k y o u t h r o u g h t h e b a s i c s .

1 1 - 2 0 p o i n t s

Y o u s e e t h e p o t e n t i a l i n r e a c h i n g t h e n e x t g e n e r a t i o n o f t r a v e l e r s , b u t
y o u m a y n e e d a l i t t l e h e l p r e f i n i n g y o u r s t r a t e g y . D i v e i n t o y o u r
a n a l y t i c s a n d f i n d a p a t t e r n i n y o u r s u c c e s s f u l p o s t s .

2 1 - 2 5 p o i n t s

Y o u h a v e y o u r a u d i e n c e t h o r o u g h l y c o n n e c t e d a n d e n g a g e d w i t h y o u r
p r o p e r t y o n I n s t a g r a m a n d s e e y o u r s o c i a l p r o f i l e w o r k i n g f o r y o u . I f i t
b e c o m e s t i m e c o n s u m i n g - y o u h a v e t h e s t r a t e g y f i n e s s e d t o p a s s
a l o n g t o a n o t h e r t e a m m e m b e r t o r i n s e a n d r e p e a t .

Book a complimentary
social media audit session
with us today to review
your entire social
presence.

B O O K N O W

W W W . S A W G R A S S M K T G . C O M P A G E 1 1
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04/ TheScienceofSocialMedia
Having your team clear ly determine where success and opportun i ty l ie in soc ia l

media wi l l a l low you to effect ively determine the ROI of your soc ia l s t rategy .

Qual i fy ing your fo l lowers by interact ion is the f i rs t s tep to help move them through

your soc ia l funnel .
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C O N S I D E R A T I O N

W i t h a c o n c e n t r a t e d f o c u s o n t h r e e s o c i a l p l a t f o r m s , y o u ' l l f i n d m o r e p a t t e r n s a n d
t h e m e s w i t h i n y o u r s o c i a l c o n t e n t . T o g a u g e y o u r b o o k i n g r a t e f o r y o u r s o c i a l p l a n ,
y o u ' l l n e e d t o b e t t e r u n d e r s t a n d j u s t h o w q u a l i f i e d y o u r s o c i a l a u d i e n c e i s . T h e r e a r e
f o u r k e y s t e p s y o u r f o l l o w e r s t a k e w h e n m o v i n g t h r o u g h y o u r s o c i a l f u n n e l -
a w a r e n e s s , t r u s t b u i l d i n g , c o n s i d e r a t i o n a n d c o n v e r s i o n .

Y o u r s o c i a l m e d i a f u n n e l g i v e s y o u a g l i m p s e a t w h e r e y o u r f o l l o w e r s a r e i n t h e
d e c i s i o n - m a k i n g p r o c e s s a n d p r o v i d e s y o u i n s i g h t s o n w h a t y o u m a y n e e d t o a d j u s t t o
m e e t y o u r c o n v e r s i o n g o a l s .

W a n t t o b u i l d m o r e a w a r e n e s s ? H o w m a n y i m p r e s s i o n s a r e y o u g e t t i n g f r o m g e o t a g g i n g
a n d h a s h t a g s ?

D o y o u n e e d m o r e e n g a g i n g c o n t e n t ? T i m e t o r e t h i n k y o u r c o n t e n t a p p r o a c h .

W h a t ' s y o u r c l i c k t h r u r a t e ? A r e y o u a s k i n g p e o p l e t o v i s i t o r t a k e a n a c t i o n ?

P a u s i n g t o l o o k a t t h e a n a l y t i c s w i l l h e l p y o u c r e a t e a h i g h - f u n c t i o n i n g s o c i a l m e d i a
f u n n e l w h i c h s u p p o r t s y o u r m a r k e t i n g s t r a t e g y & r e v e n u e g o a l s .

Your Social Funnel

C O N V E R S I O N

A W A R E N E S S
P O S T L I K E O R F O L L O W

T R U S T B U I L D I N G
C O N S I S T E N T E N G A G E M E N T

( L I K E S , C O M M E N T S , S H A R E S )

C L I C K S

E X P L O R E S C T A

B O O K S
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05/ BenchmarkYourSuccess
Here 's an easy to use template to keep a keen eye on your soc ia l analyt ics and view

your growth rate every quarter .
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Followers

Posts

Avg Engagement
per post

Website Referral
Traffic

Bookings

January February March April May June July August September October November December

Q1
GROWTH

RATE

Q2
GROWTH

RATE

Q3
GROWTH

RATE

YoY
GROWTH

RATE

C h e c k i n g i n o n y o u r s o c i a l m e d i a a n a l y t i c s i s c r i t i c a l t o m o n i t o r i n g t h e h e a l t h o f
y o u r s o c i a l m e d i a s t r a t e g y . H a v e y o u r t e a m b e n c h m a r k y o u r s u c c e s s e v e r y
m o n t h o n e a c h p l a t f o r m w i t h o u r t e m p l a t e b e l o w .

GROWTH RATE
CALCULATION

present - past

past
x 100
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06/ TheSecretToSuccessfulSocialContent
Let 's help demyst i fy what i t takes to have successful soc ia l content . There are three

core areas your content needs to address to help connect and convert your fo l lowers .
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O n c e y o u h a v e b e n c h m a r k e d y o u r c u r r e n t s o c i a l i m p a c t , i t ' s t i m e t o d e v e l o p y o u r c o n t e n t
s t r a t e g y . W h i l e s o c i a l m e d i a s u c c e s s i s n ' t g a r n i s h e d o v e r n i g h t , t h e r e a r e t h r e e c o r e c o m p o n e n t s
t h a t a r e a t t r i b u t e d t o h i g h - p e r f o r m i n g s o c i a l p o s t s .

Understanding when your guests are
searching for escapes, where they are
searching and aligning it with how they find
your property.

Hint at what is achievable only at your
location. Photography, videography, and

graphics help connect & create this desire.

Uncover your guests greatest stressors and
alleviate them. Address them in your captions,
imagery, and ongoing communications.

Eighty percent of your social
content should be inspiring,
educational, or entertaining.
The remaining 20% should
be promotional.
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07/ TimingAroundSeasonalCelebrations
Understanding when guests begin the i r search for hol iday escapes is cr i t ica l to

increase your booking cons iderat ion . P interest has prov ided data points on when

users are search ing for seasonal celebrat ions and when you should be ta lk ing to

guests about upcoming hol idays .
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January February March April May June July August September October November December

New Years Eve

The Big Game

Lunar New Year

Valentine's Day

St. Patrick's Day

Spring Break

Easter

Mother's Day

Memorial Day

Graduation

Father's Day

Back to School

Halloween

Thanksgiving

Holiday

T h e c h a r t a b o v e i s d a t a c o m p i l e d b y P i n t e r e s t t o s h o w u s e r ' s s e a s o n a l s e a r c h b e h a v i o r i n 2 0 2 1 .

T i m i n g i s e v e r y t h i n g . B e l o w y o u ' l l f i n d t h e m o s t s e a r c h e d s e a s o n a l t h e m e s
t h r o u g h o u t t h e y e a r o n P i n t e r e s t . H i s t o r i c a l s o c i a l d a t a , l i k e t h i s , w i l l h e l p
y o u p l a n f o r p r o m o t i o n a l p a c k a g e s a s w e l l a s p a i d a d v e r t i s i n g c a m p a i g n s i n
t h e f u t u r e .
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08/ CreatingDesirablePhotography
Capt ivat ing photography and videography are the strongest market ing assets in soc ia l

media . By evok ing emot ion , des i re , and want , through the f ive senses , you ' l l increase

your hotel or vacat ion renta l v is ib i l i ty .
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G u e s t s w i l l d e c i d e o n h o w t h e y u s e t h e i r p u r c h a s i n g p o w e r b a s e d o n h o w t h e p r o p e r t y i s
v i s u a l l y p r e s e n t e d o n l i n e a n d i n m a r k e t i n g m a t e r i a l s . A s i d e f r o m o n l i n e r e v i e w s ,
p h o t o g r a p h y i s t h e m i t i g a t i n g f a c t o r a s t o w h e t h e r t h o s e d o l l a r s w i l l b e s p e n t w i t h y o u , o r
m o v e a l o n g t o t h e c o m p e t i t i o n .

P h o t o s o f h o t e l s a n d r e s o r t s p r o v i d e a p e r s o n w i t h t h e i r f i r s t i m p r e s s i o n o f t h e i r v a c a t i o n .
I t ' s t h e l y n c h p i n t o c r e a t i n g t h e l u r e a n d a p p e a l w h i l e i n f o r m i n g g u e s t s o f y o u r s p a c e .
H i r i n g a m a r k e t i n g a g e n c y t h a t h a s a p r o f e s s i o n a l p h o t o g r a p h e r w i l l e n s u r e t h a t y o u r
p r o p e r t i e s s y m m e t r y , a m b i a n c e a n d p e r f e c t a n g l e s a r e c a p t u r e d a s w e l l a s t h e u n i q u e n e s s
y o u r g u e s t s a r e s e a r c h i n g f o r .

E v e r y s o c i a l p o s t i n h o s p i t a l i t y m a r k e t i n g t a p s i n t o t h e v i e w e r s f i v e s e n s e s . H e r e a r e a f e w
e x a m p l e s o f c o m m o n t e x t u r e s y o u w o u l d f i n d w i t h i n y o u r f e e d a n d h o w t h e y c a p t u r e y o u r
s e n s e s .

S i g h t
C l e a n l i n e s , r o o m s y m m e t r y , m i n i m a l d é c o r , l u s h l a n d s c a p e s , c a l m s e a s .

T a s t e
B r e a k f a s t c r o i s s a n t , b u t t e r y p a s t a , b u b b l y p r o s e c c o , s h a r p c h e e s e s , c r u n c h y b r i o c h e .

T o u c h
f r e s h p l u s h l i n e n s , v e l v e t a c c e n t c h a i r s , f l o u r y s a n d , s o f t b u b b l e s .

S m e l l
f l o r a l b o u q u e t , g l o w i n g c a n d l e , a n y p l a t e d m e a l .

S o u n d
C r a s h i n g w a v e s , g e n t l e b r e e z e s , l i v e m u s i c i a n s , r u n n i n g w a t e r f a l l s h o w e r ,

I N S P I R A T I O N F O R Y O U R N E X T S H O O T
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W h a t i s t h e m o s t d e s i r a b l e s p a c e a t m y p r o p e r t y ?

W h e r e a r e t h e t o p t h r e e p l a c e s m y g u e s t s w i l l v i s i t / i n t e r a c t w i t h ?

W h a t f e a t u r e d o e s m y p r o p e r t y h a v e t h a t m y c o m p e t i t i o n d o e s n ' t ?

H o w c a n I i n c o r p o r a t e t h e f i v e s e n s e s i n t o m y s h o o t ?

W h a t a g e r a n g e a r e m y i d e a l g u e s t s ? W h a t w i l l t h e y b e d o i n g d u r i n g t h e i r s t a y a n d o u t s i d e o f o u r p r o p e r t y ?

W h a t i s m o s t i m p o r t a n t t o m y g u e s t ?

H o w c a n I l o c a l i z e m y p h o t o g r a p h y t o s h o w c a s e o u r d e s t i n a t i o n ?

B e f o r e h i r i n g a p h o t o g r a p h e r , t a k e a f e w m o m e n t s t o w a l k t h r o u g h t h e
q u e s t i o n s b e l o w t o h e l p i d e n t i f y s h o t l o c a t i o n s a n d s c e n e s f o r y o u r s h o o t .
T h i s i n s i g h t w i l l g i v e y o u a n d t h e p h o t o g r a p h e r i d e a s f o r t h e t y p e s o f p r o p s ,
m o d e l s a n d s c e n e r y y o u n e e d t o c a p t u r e t h a t a l i g n s w i t h y o u r g u e s t s n e e d s .
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09/ AddressingYourGuestsDeepestNeeds
As curators of except ional exper iences , understanding your guests deepest needs

bui lds brand loyal ty and trust . I t a lso pos i t ions you ahead of the compet i t ion . Th ink

through your ideal guests da i ly l i fe and what problems they are try ing to overcome

when escaping to your property .
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A s i d e f r o m a i r l i n e d e l a y s , c a n c e l l a t i o n s , a n d C O V I D - 1 9 r e g u l a t i o n s , t h e b i g g e s t p i t f a l l
t r a v e l e r s c a n e x p e r i e n c e i s a v a c a t i o n t h a t d o e s n o t m e e t t h e i r e x p e c t a t i o n s .

S o c i a l m e d i a a l l o w s y o u t o c l e a r l y s h a r e w h a t t h e i r e x p e r i e n c e w i l l b e a t y o u r p r o p e r t y
t h r o u g h b e h i n d t h e s c e n e s s t o r i e s a n d s h a r i n g g u e s t s e x p e r i e n c e s . I t a l s o a l l o w s y o u t o p o l l
y o u r a u d i e n c e d i r e c t l y a n d b e t t e r u n d e r s t a n d t h e i r w a n t s a n d n e e d s . W h e n y o u c a n a d d r e s s
y o u r t r a v e l e r ' s b i g g e s t c h a l l e n g e s y o u b u i l d , t r u s t , e m p a t h y a n d b r a n d l o y a l t y . B u t h o w d o
y o u a d d r e s s t h e i r d e e p e s t t r o u b l e s ?

Problem Solution
Burnout from work. Escaping dai ly monotony with spa

treatments, nature hikes, meditat ion
gardens,

Cooks for family every week.
Chefs tast ing course at f ine dining
restaurant , del ivery grocery service,
room service or dinner reservat ions
through concierge.

Parents looking for reprieve. Chi ldcare recommendations, in-room
childcare services, k ids-only act iv i t ies on
premises.

Unfamil iar with dest inat ion locat ion Walkthrough of top attract ions within 30
minutes of your property locat ion,
cultural experiences unique to your
area, and a simple packing l ist .
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10/ FourPillarsofHospitality Content
The foundat ion of a st rong socia l s t rategy rests on the four p i l la rs of hospi ta l i ty

content . When your guests t ravel they are look ing for these key themes in every

vacat ion .
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C O N T E N T P I L L A R S F O R H O S P I T A L I T Y

Share the history, scenery, and
unique appeal of your dest inat ion.
Your environment is the top reason
for tour ism. Give your guests an
insider look into your locat ion.

With food tourism on the rise,
shar ing local cul inary cultures and
customs gives guests a taste of
travel you can't experience
otherwise. Feature everything from
food trucks to f ine dining.

Amenit ies are the crowned jewel to
your portfol io, I t 's the décor, the
extra t imeless touches that make
your stay stand out from the rest .
From goose down pil lows to private
saunas, your amenit ies are what
make your property exclusive.

Give your guests a gl impse into
how they wil l spend their days.
Showcase the experiences
surrounding your property - the
spas, the natural preserves, the
shopping, the hidden gems they
can't f ind on their own.

Location Cuisine

ActivitiesAmenities

Geographic Appeal Unique Palette Pleasers

Exclusive Property Features Culture Environment Immersion

H o s p i t a l i t y m a r k e t i n g i s b u i l t u p o n f o u r , s t r o n g c o n t e n t p i l l a r s w h i c h s h o u l d b e t h e b a s e f o r
a l l s o c i a l m e d i a c o n t e n t t h e m e s . W h e n w r i t e r s b l o c k c r e e p s i n , s t e p b a c k t o t h e s e f o u r
b u i l d i n g b l o c k s f o r i n s p i r a t i o n .
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11/ ComplimentaryConsultation
Let 's opt imize your soc ia l media st rategy and see resul ts faster when you take

advantage of a compl imentary 30-minute consul tat ion .
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Y o u c o v e r e d A L O T o f i n s i g h t s , w o r k s h e e t s , a n d d a t a a r o u n d t h e
f u t u r e o f h o s p i t a l i t y m a r k e t i n g . A n d w h i l e w e ' r e c o n f i d e n t y o u ' r e
g o i n g t o t a k e t h i s h a n d b o o k a n d R U N , w e w a n t t o s h a r e h o w a
c u s t o m s o c i a l s t r a t e g y w i l l h e l p y o u o v e r c o m e a n y l e a r n i n g c u r v e
a n d y o u c a n c a s h i n o n b o o k i n g s t h i s s e a s o n .

H e a d o v e r t o S a w g r a s s M a r k e t i n g a n d c o m p l e t e o u r c o n t a c t f o r m
a n d m e n t i o n t h i s g u i d e t o r e c e i v e a c o m p l i m e n t a r y 3 0 - m i n u t e
s t r a t e g y s e s s i o n ( v a l u e d a t $ 2 7 9 ) .

C O M P L I M E N T A R Y S T R A T E G Y S E S S I O N

H O S P I T A L I T Y M A R K E T I N G F B G R O U P
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