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Recap from 
Mid-Term



Recap from Mid-Term

1. Luxury Brands

1. Themed Brands

Seek unique experiences 

Willing to pay a premium 

Primarily Millennials and 
Gen Z, but also attract all 

age groups

Active and outgoing

Travel frequently 

Customers

Founded in 1988

Luxury lifestyle brand

Innovative design 

Unique guest experiences

High-end amenities

Modern sophistication

CompetitorsW Hotel
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Project 
Goals



Project Goals

Key Questions

○ Are people more aware of W Hotels after 
the evolution?

○ How to increase performance of new 
content strategy on social media?

Evaluation Recommendation
Brand Evolution

New Content Strategy

W Hotels' Social Relaunch: 15th August 2022



Target Customers: Gen Z

Digital Natives: Comfortable 
with technology

Characteristics Travel Preferences

Rely on social media to 
make purchases

Frequent travellers as 
compared to other gens

Focus on the quality of travel

Care about sustainability

Prefer new destinations

Care about authenticity

Data Source: Roller, Morning Consult

https://www.roller.software/blog/gen-z-travel-trends-and-statistics
https://morningconsult.com/2023/04/10/gen-z-travel-trends/
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Data 
Sources



Data Sources

Brandwatch

Sprinklr

Instagram Scrapping
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Performance
Analysis



Owned Platform Performance

Engagement rate = Engagements (likes, comments, shares, saves, tap backs, video views)/impressions Data Source: Sprinklr

Total Impressions INCREASE significantly 

Engagement Rate DECREASES slightly

353M    156 M (YoY)
242 M (MoM)

+126% (YoY)

+46%   (MoM)

After 
Rebranding 

Before 
Rebranding 

7.6%    21.42% (YoY)
10.8%  (MoM)

-13.8%  (YoY)

-4.2%   (MoM)

After 
Rebranding 

Before 
Rebranding 

MoM Before Rebranding Duration: 2021-11-01 to 2022-06-30;         MoM  After Rebranding Duration: 2022-08-15 to 2023-04-15

YoY Before Rebranding Duration: 2021-08-15 to 2022-04-15;          YoY  After Rebranding Duration: 2022-08-15 to 2023-04-15

YoY = Year over Year; MoM = Month over Month



Organic & Paid Performance

Engagement = Click Links + Video Views + All Channel Engagement Data Source: Sprinklr

Paid Impression Proportion INCREASE significantly 

Both (Organic & Paid) Engagement Rate DECREASE

Pre Duration: 2021-08-15 to 2022-04-15;                      Post Duration: 2022-08-15 to 2023-04-15

Post: 1.1M     Pre: 2.8M      -62%

Organic Impression Paid Impression

Post: 352M     Pre: 153M    +130%

Post: 0.29% Pre: 0.34%  -0.05%

Organic Engagement Rate Paid Engagement Rate

Post: 7.31%   Pre: 21.08%   -14%

All Channel Engagement +18% Paid Click Links                +0.03%

Insight: A heightened interest in the new content and offerings



Data Source: Sprinklr

Owned Platform Performance* Over Social Platforms 

Instagram shows Highest Average Engagement Performance 

Facebook shows Highest Average Impression Performance

1M(+276%)

Facebook

0.6M(+17%) 0.5M(+45%)

Instagram Facebook AD

55k(+7%)

Facebook

117k(-4%) 10k(+19%)

Instagram Facebook AD

Before Rebranding Duration: 2021-08-15 to 2022-04-15;                     After Rebranding Duration: 2022-08-15 to 2023-04-15
* Performance as compared before and after the relaunch 



Instagram Metrics Deep Dive

After changing the content strategy, posts on Instagram have clearer 
categories and are shifting towards the taste of Gen Z (music, art)

Total posts: 352 Total posts: 256

Data Source: Sprinklr



Instagram Metrics Deep Dive

There is an improvement in all four metrics (impression, video views, 
engagement, engagement rate) after relaunch

Pre Duration:    2021-11-01 to 2022-06-30
Post Duration:    2022-08-15 to 2023-04-15 Data Source: Sprinklr



Instagram Metrics Deep Dive

There is an improvement in all four metrics (impression, video views, 
engagement, engagement rate) after relaunch

Pre Duration:    2021-11-01 to 2022-06-30
Post Duration:    2022-08-15 to 2023-04-15 Data Source: Sprinklr

Please refer to Appendices 3 & 5 
for additional details on 
Performance Analysis 
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Text Analysis Performed

1. Sentiment Algorithmic Analysis

2. Countvectorizer for tri-grams 

3. Topic Modeling

4. Word Cloud

Data Sources for Text Analysis

Text Analysis



Text Analysis Results

1. Brandwatch:

a. Unchanged sentiment Pre/Post

b. Posts mostly general, news, 

advertisements

2. Scrapped Instagram Posts:

a. Positive sentiment on W hotels

b. Perceived as a luxury brand

Text Analysis Please refer to Appendix 4 for further 
details on Text Analysis & its outcome



Text Analysis

Gen Zs:

Entering their core marrying ages

Their wedding market is rapidly growing 

Place a higher emphasis on the style of their 
wedding compared to Millennials

Conduct more research on wedding vendors 
compared to Millennials

Prefer unique and personalized wedding 
experiences

Source: The Knot

https://www.theknot.com/content/wedding-data-insights/real-weddings-study


Text Analysis

W hotel is actually a 
popular place for young 
generations to host 
wedding!

Our Word Cloud and Topic 
Modeling show that 
wedding is a popular topic 
in Instagram posts.

Source: Instagram



Text Analysis

However ….

It appears that W Hotels' 
website does not have much 
information regarding wedding 
venues.

In the ‘Plan An Event' tab, there 
is not ample information about 
wedding vendors.



Text Analysis
Competitors seem to be more prepared!



Recommendations

Proactively showcase W Hotels' unique offerings for weddings to stay 
ahead of competitors in the wedding industry.

Infuse the wedding industry brand image of W Hotels with modern 
design elements such as music, fashion, and contemporary aesthetics.

Reason
A beautiful and memorable wedding has 100% chance to enhance 
people’s impression on W Hotels.

Has an opportunity to transform married couples into lifetime loyal 
customers.



Risks & Mitigation

Mitigation
1. Conduct thorough market research and access the potential ROI

1. Develop a strategic plan - Outline implementation strategy, timeline, budget, 
and resource allocation

1. Monitor performance - Track relevant metrics (website traffic, engagements, 
conversions, revenue)

Risk

ROI Risk: Investment outweighs the benefit of 
providing the service



Analysis 
&

Recommendations 2
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Keep Up With Competitors
Brandwatch Competitor Analysis & Social Media Recommendations



Brandwatch Competitor Analysis

Thompson Hotels
Social Media Attraction: Medium
Biggest Content Source: News

Luxury Brands

Kimpton Hotels
Social Media Attraction: Medium
Biggest Content Source: News

Soho House
Social Media Attraction: High
Biggest Content Source: Twitter

Edition
Social Media Attraction: Medium
Biggest Content Source: News

 *Brandwatch does not include Instagram data



Brandwatch Competitor Analysis

The Standard
Social Media Attraction: High
Biggest Content Source: Twitter

Themed Brands

ACE Hotel
Social Media Attraction: High
Biggest Content Source: Twitter

21C Museum Hotel
Social Media Attraction: Low
Biggest Content Source: News

 *Brandwatch does not include Instagram data



Brandwatch Competitor Analysis

W Hotels
Social Media Attraction: High
Biggest Content Source: Twitter

Our Client

 *Brandwatch does not include Instagram data



Insights

Twitter is the biggest content 
source on Brandwatch* for 

companies getting high social 
media attraction.

 *Brandwatch does not include Instagram data



Recommendations

Keep W Hotel’s Twitter 
account alive 

W Hotel was planning to kill their Twitter accounts, but we suggest to

at least for the next 1-2 years and see the market trend.

Reason
Twitter has been one of the biggest content source pre and post 
relaunch and has gained the maximum social media attraction.



W Hotels on TikTok
Key competitors and many leading brands are present on TikTok

Source: TikTok



W Hotels on TikTok
Competitors & leading brands gain considerable attraction & engagements! 

Source: TikTok



Insights

● TikTok has surpassed Instagram in popularity among Gen Z’s

● Every single internet minute, more than 167 million TikToks are watched, 
giving the platform a higher rate of engagement

● Gen-Z use TikTok to travel

● TikTok has become a worldwide marketing tool for both B2C & B2B brands

W Hotel currently do not have a TikTok account.

Source: HospitalityNet, CloudBeds, CVent, StayFlexi

https://www.hospitalitynet.org/opinion/4113074.html
https://www.cloudbeds.com/articles/tiktok-hotels/
https://www.cvent.com/en/blog/hospitality/tik-tok-hotel-marketing
https://business.stayflexi.com/blog/how-gen-z-is-using-tiktok-to-travel-and-what-it-means-for-hotels


Recommendations

Launch W Hotel’s TikTok account and 
integrate it with its social media campaigns

To break the ice on TikTok
1. Launch a branded hashtag 

challenge 

1. Invite guests to share W Hotel’s 
experiences on TikTok

1. Award winning entries

In the long run 
1. Targeted ads about W Hotel’s 

openings 

1. Have influencers create content 

1. Post aesthetic videos about W 
Hotel’s offerings 



Risks & Mitigation

Mitigation
1. Cater individually to the needs of 

each social platform.  

1. Be cautious about the content 
shared on TikTok, especially 
during the initial stages of the 
launch. First impressions can 
make or break! 

Mitigation
1. Understand the audience

1. Follow trends

1. Engage with users - Respond to 
comments/message

1. Post consistently - Post fresh & 
engaging content 

Risk
Misunderstood nuances 

between social media platforms

Risk
Breaking the ice on TikTok 

might be a challenge 
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Instagram Account Management



Instagram Account Management

● Managed by each hotel’s social team
● Aim to attract more visit to a certain hotel

● Represent brand image
● Drive awareness of W Hotel as a brand

Global Account

Individual Hotel Account

Source: Instagram



Instagram Account Management
Individual Hotel Accounts look similar

Source: Instagram

W has a Universal Guide for profile setting/color/content style and quality



Instagram Account Management

Normal interior design

Limited Facilities

Source: May’s Field Trip to W Hotel in New York

High Expectations



Instagram Account Management

Source: Trip Advisor 

There’s a mismatch between W’s Instagram image & actual experience



Instagram Account Management
Differences in positioning, scale, product quality and pricing

Source: Trip Advisor



Instagram Account Management

Source: Trip Advisor

Legacy Hotel On-Strategy Luxury Hotel

Legacy hotels tend to receive lower ratings due to overpromising



Insights

● There are two separate lines within W: 
         Legacy Hotels vs. On-Strategy Luxury Hotels

● Overpromising will cause a risk of 
disappointing customers.

● Important to set the right expectations to 
our guests.



Recommendation: Two-Tier Marketing Strategy

● Keep the current content style for On-Strategy 
Hotels - focus on the good products

● Separate the two product lines by profile style 
and content creation

Differentiate Expectations 
for each product line

Mitigation
Implement New W in Legacy W 

Hotels

Risk
Confuse customers’ perceptions of 

W’s brand image as a whole



Recommendation: Implement New W in Legacy W

Guggenheim Museum W Hotels

Case Study: Free Tickets to Guggenheim Museum

Niche        Creative
Unique     Refined  

● Not a “Tourist Attraction”

● Unique Architectural Design

● Exhibitions featuring emerging 

contemporary artists
Supporting Young Artists  

● Improve and emphasize experience 
outside the hotel

● Recommendations for niche 
places/activities to match W’s brand 
image



Instagram Account Management
Limited access to information that drives brand awareness

Campaigns such as W 
PRESENTS, What She Said 
drive brand awareness for 
specific targeted groups.

Information limited to 
Individual Hotel Accounts; 
however, it is not accessible 
through the Global Account.

Source: Instagram



 

Recommendation: Connections Among Accounts

● The goal of W Hotel’s global account should 
not be isolated from individual hotel accounts

● Serve as a platform for all W customers

● Integrate brand-level campaigns and create 
links to different hotel accounts 

Mitigation
Optimize the account 

management structure

Risk
Chaos and redundancy among 

account management level

Value
1. Unify brand image
2. Easier access to information 

about campaigns



Thank You!

Questions?
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Appendix



Marriott 
Leadership

Internal

External

Influencers & 
Partners

Social Media 
Platforms

Prof. Ari

Guests Christine

Hotel Team

Regional 
Brand Teams

Appendix 1: Stakeholder Analysis



Hallmarks of GenZ 
Consumer Behavior

Global Citizens

Digital Accelerators

Future Proofers

Climatarian 
Consumers

Equity Activists

Suggested hooks for 
promoting brand affinity

Smart User Experience/VR

Gamification Options

Engage Micro Influencers

Sustainable Travel

Promote Loyalty Program

Source: Research Gate

Appendix 2: Additional Suggestions for Gen Z 

https://www.researchgate.net/publication/357187322_Generation_Z_an_exploration_of_their_unique_values_driving_brand_affinity


353M 7.6% 7.31%

   126%
156M

   13.8%
21.42% 21.08 %

 14%

Engagement rate = Engagements (likes, comments, shares, saves, tap backs, video views)/impressions

Total Impressions Engagement Rate

Before Rebranding Before Rebranding Before Rebranding 

After Rebranding After Rebranding After Rebranding 

0.29%

0.34%
 0.05%

Before Rebranding 

After Rebranding 

Before Rebranding: 2021-08-15 to 2022-04-15
After Rebranding: 2022-08-15 to 2023-04-15

# posts: 476
# posts: 402

Insights: Impressions INCREASE significantly; Engagement Rate DECREASES slightly

Appendix 3: Owned Platform Performance (Year Over Year) 

Paid 
Engagement Rate

Organic 
Engagement Rate

Data Source: Sprinklr



353M 7.6% 7.31%

    46%
242M

    3.2%
10.80% 10.57 %

 3.3%

Engagement rate = Engagements (likes, comments, shares, saves, tap backs, video views)/impressions

Total Impressions Engagement Rate

Before Rebranding Before Rebranding Before Rebranding 

After Rebranding After Rebranding After Rebranding 

0.29%

0.23%
 0.06%

Before Rebranding 

After Rebranding 

Before Rebranding: 2021-11-01 to 2022-06-30
After Rebranding: 2022-08-15 to 2023-04-15

# posts: 561
# posts: 402

Insights: Impressions INCREASE significantly; Engagement Rate DECREASES slightly

Appendix 3: Owned Platform Performance (Month Over Month) 

Paid 
Engagement Rate

Organic 
Engagement Rate

Data Source: Sprinklr



Organic(Paid) Engagement Ratio: Organic (Paid) Engagements /Total impressions

Appendix 3: Engagement Performance

Data Source: Sprinklr

Organic Link Clicks

Organic Engagement Rate 
Pre: 0.34% Post: 0.29%   -0.05%

Organic Video Views

All Channel Engagement        +18%

Paid Link Clicks     +0.03%*

Organic Video Views

All Channel Engagement  

Marketing expense INCREASE after rebranding Paid Impression Proportion 99%

Organic Impression
Pre: 2.8M      Post: 1.1M     -62%

Paid Engagement Rate 
Pre: 21.08% Post: 7.31%   -14%

Paid Impression

Pre: 153M      Post: 352M     +130%



Appendix 3: Owned Platform Performance
   Over Social Platforms (Year Over Year)  

Instagram

Facebook

Facebook AD

Best impression performance among all platforms 
Highest average engagement among all platforms

Data Source: Sprinklr

Before Rebranding: 
2021-08-15 to 
2022-04-15

After Rebranding: 
2022-08-15 to 
2023-04-15



Appendix 3: Owned Platform Performance
   Over Social Platforms (Month Over Month)  

Instagram

Facebook

Facebook AD

Best impression performance among all platforms 
Highest average engagement among all platforms

Data Source: Sprinklr

Before Rebranding: 
2021-11-01 to 
2022-06-30

After Rebranding: 
2022-08-15 to 
2023-04-15



Appendix 4: Text Analysis

Task: Counting the most common 
trigrams for texts in Brandwatch

Findings: Content is general and 
informative; the most common 
topics are advertisements and 
investment news

Data Source: Brandwatch

(Trigram, Count)



Appendix 4: Text Analysis

Data Source: Brandwatch

Pre-Launch 8 Months Post-Launch 8 Months Task: Separating the most 
common trigrams by 
pre-launch and post-launch 
durations

Findings: Content and 
advertisement levels remain 
the same 

Pre-Launch Duration: 1st Nov 2021 - 30th June 2022
Post-Launch Duration: 15th Aug 2022 - 15th Apr 2023



Appendix 4: Text Analysis

Data Source: Brandwatch

Vadar Algorithm Textblob Algorithm

Task: Sentiment Analysis 
on Brandwatch during 
pre-launch and 
post-launch durations

Findings: Change of 
sentiment is not significant 
pre and post launch using 
both algorithms

Pre-Launch Duration: 
1st Nov 2021 - 30th June 2022
Post-Launch Duration: 
15th Aug 2022 - 15th Apr 2023



Appendix 4: Text Analysis

Data Source: Brandwatch

Task: Topic Modeling on 
Pre-Launch content

Findings: 
Topic 1 - Hotel review 

Topic 2 - Mixed topics

Topic 3 - Financial news

Pre-Launch 8 Months

Pre-Launch Duration: 
1st Nov 2021 - 30th June 2022



Appendix 4: Text Analysis

Data Source: Brandwatch

Task: Topic Modeling on 
Post-Launch content

Findings: 
Topic 1 - Hotel review 

Topic 2 - Financial news 1

Topic 3 - Financial news 2

Post-Launch 8 Months

Post-Launch Duration: 
15th Aug 2022 - 15th Apr 2023



Appendix 4: Text Analysis

Data Source: APIfy - Instagram

Task: Word cloud from W 
Hotel’s Instagram data

Findings: 
1. Instagram drives high user 

engagement globally
1. Evokes a Luxury perception 

among users

1. Has more positive content 
than Twitter which mostly 
features neutral news posts

*Boxes in the word cloud indicate foreign language



Appendix 4: Text Analysis

Task: Counting the most common 
trigrams from scrapped Instagram 
data

Findings: Content is positive and 
directly related to the hotel

(Trigram, Count)

Data Source: APIfy - Instagram



Appendix 4: Text Analysis

Task: Topic Modeling on 
scrapped Instagram content

Findings: 
Topic 1 - Wedding
Topic 2 - Related to W Verbier
Topic 3 - General positive posts

Topic Modeling Results

Data Source: APIfy - Instagram



Appendix 5: Instagram Metrics Deep Dive

Total impressions: 1.9 M+
Organic impressions: 245 K+

Total impressions: 0.4 M+
Organic impressions: 11 K+

Total impressions: 2.9 M+
Organic impressions: 22 K+

Video Post Single Photo Post

Total impressions: 0.2 M+
Organic impressions: 200 K+

Findings: Top performing posts in terms of impressions are either videos 
or a single photo featuring specific experience at a W Hotel.

Source:  Instagram



Appendix 5: Instagram Metrics Deep Dive
Findings: Short recap videos of interesting events like Miami Music Week 
also gain public attraction. 

Source: Instagram, BillBoard

https://www.billboard.com/shop/w-hotels-miami-music-week-showcase-1235296308/


Post more short videos showcasing 
influencer vlogs.

Along with continuing the current Instagram strategy ….

Reason
These have proven to be highly effective in generating substantial 
engagement and in driving interest.

Appendix 5: Recommendation


