Hyatt Regency Lost
Pines Resort and Spa

Post-Covid, Compensatory Travel
Social Media Campaign

BY RACHEL ORLAND
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Executive Summary



This social media campaign aims to help travel and tourism
businesses overcome the loss of revenue from COVID.
Specifically, it focuses on one resort,
to decrease traveler fear and increase dollars
spent during the course of trips to improve the financial and

staffing state COVID left the resort.

This research used a which identified three key
and their fears and values when traveling and
touring in a post-COVID environment. This information revealed
how to reach them through social media with messaging that
would
By targeting specific traveler personas and aiming to increase the
quality of their trip (i.e. longer stays, increased party members,
more meals, merchandise and experiences purchased), the
resort's

to a decreased staff.
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The Hyatt Regency Lost Pines Resort and A4

Spa is owned by the umbrella company = o o,

Hyatt and is located in Austin, Texas. =
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The first Hyatt Regency resort opened in A\

It was a way to welcome
I This became the foundation
7 of its mission to and welcome

e 2nhyone and everyone to

1957 1969

Hyatt Hotels begins when Hyatt Regency brand
the Pritzker brothers take goes international with
over a Hyatt House motel creation of Hyatt

and create the Hyatt brand. Regency Hong Kong.

Hyatt has over 1,150
resorts in 70
countries across six
continents.

First Hyatt Regency resort
was created in Atlanta,
Georgia. It was named
Hotel of Hope.

1967 2023



The Mission

To bring people and
foster

Hyatt Regency's culture is in line with its creation and mission. Even many
years after their initial opening in Atlanta, Hyatt remains
so they can be their best.

The Situation

The pandemic forced the
Hyatt Lost Pines to reduce

A social media campaign is a
cost-effective way to encourage
staff by 75%. This left the . increased purchases and

. . product price has put the
remaining staff with increased ) extended stays of customers to
o rens resort behind for ) ) )
hours and responsibilities, increase resort income with

early revenue.
leading to fatigue and burnout. yeary minimal strain on reduced staff.

The three-month closure
during COVID and inflation in
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Endless opportunities.
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Public Opinion

11

Hyatt Lost Pines has an average rating of on its
website, the average of , and has an

& Tripadvisor ApigAgte:

4199 reviews

Reviews

The first resort | stayed at where | felt the
...| plan to be back during the summer."

"The next time | am around Austin, Texas |
of three.

A great family place to stay and you don't have
to leave the area for §
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Current
Communications

Social
Media

Hyatt Lost Pines uses

to
distribute messaging
that and
with their

audience.

Hyatt Lost Pines'

, but
tourists to

Email
Marketing

During the pandemic, the
resort began an
to
communicate
and waive
cancellation fees.

is active and shares

Video
Shoot

Lost Pines published a

marketing
their newly renovated
rooms on

and

could be employed that would better

and capitalize on their unique assets and niche markets.

In-Person Communications

The resort employs a significant amount of

communication efforts.

that serve as in person

all serve as touch points that allow the resort to communicate with

13

publics.



Current Branding

Currently, the brand of Hyatt Lost Pines
adhere to its parent branch's branding. It
uses the same logo with its name
attached on the bottom.

Color themes stick to a ,
and with sans serif fonts that
promote modern branding.

Their social media and website includes
more natural elements like forest green
and forest icons. This differentiates
them from other Hyatt resorts and
positions them as a relaxing nature
resort.

Their content highlights static images of
their grounds, amenities and guests. It is
simple and clean.

Their messaging emphasizes their
proximity to nature and how relaxing it is.

S HYATT REGENCY

#9ab9c4

LOST PINES RESORT AND SPA

#b4b4b4 H#IFFFff

hyattlostpines & Following Message 8 ees

1,936 posts 24.9K followers 593 following

Hyatt Regency Lost Pines Resort and Spa

Discover 405 acres of adventure, r
Pines is designed fer connae
bithy/31GEaMH

s from Austin. With a water park, spa, goli, and more, Lost
stin

ed by sclements 2250

s ¥ X &=~ @& o r

ascal Stay Weddings
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Service Providers

Hyatt Lost Pines works with third party vendors that supply ingredients and materials for
the golf course and spa. Specifically, the resort has contracts with Gordon Foods, Sysco,
Ben E. Keith, and U.S. Foods. Golfing brands they coordinate with are Titleist, Ahead Gear
and Callaway, which supplies clothes and equipment.

Employees

The resort employs around 17 staff members and leadership takes responsibility of the
staff members by actively trying to improve working circumstances and being open
to suggestions about changes. During the pandemic, leadership held employees as
one of the most important publics and strategized with the whole team on how to

benefit the most team members possible.

15



Guests

primarily families breadth of activities
summer large businesses
meetings spring and fall.

Opinion Leaders

encourage travel social media
accounts review blogs and vlogs.

influencers

trust relationships with potential customers.

16
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Three competitors of Lost Pines Resort and Spa were
discovered during the secondary research. These competitors
are resorts that are similar to the Lost Pines Resort and Spa in
location, amenities, name brand recognition and social media
presence., Below is a matrix that provides an overview of what

each competitor shares with our brand.

Range of Brand Name Social Media

Location o
Activities Awareness Presence

Gaylord Texan

Barton Creek

Lake Austin
Resort and Spa




Gaylord Texan Resort
and Convention Center

Downtown Dallas

a family-friendly resort
in-house activities accessibility

perceived
positively
inclusive respectful
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AN AVERAGE OF

32.4k 10 8

FOLLOWERS LIKES

TEXAN"

The resort's social media presence is authentic and primarily focuses on pictures
of guests enjoying the resort's amenities and informative posts about events.
They adhere to the branding of the parent company Marriot in their profile picture.
Gaylord Texan invites guests to experience the best of the Lone Star State.
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Barton Creek
by Omni Resort

Provide Texas-sized hospitality
to each and every guest that
walks its storied hallways.

P TS st 2 o
: M‘WZ; .
. : e, e - A%
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Social Med

AN AVERAGE OF

1 4 k 7 O Qs Resos

FOLLOWERS LIKES

Barton Creek capitalizes on its beautiful views of the surrounding countryside
through its posts and highlights its location through photography. They
maintain Omni branding through its logo but express individuality through
imagery of its unique surroundings.
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Lake Austin Spa Resort

»
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Lake Austin
qualities of lakeside life
similar activities location

personal
wellness

AN AVERAGE OF

22. 1K 900

‘“‘ SPA RESORT

FOLLOWERS LIKES

Lake Austin posts near daily and focuses on serene static images of their grounds.
They get excellent engagement and maintain a cohesive aesthetic throughout their
social media feeds on their platforms. With a similar caliber of activities and grounds,
Lake Austin is a strong competitor for Lost Pines.
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Primary Research



Q Methodology

This research employed a Q sort which gathered qualitative opinions,
of participants and provided groupings that were turned into
based on their shared fears and motivations.

Q methodology was conducted because of its unique ability to create
. This outcome is ideal for a social media campaign that

is looking to more with potential guests.
The process involves participants to statements relating to the
research questions. The statements ranked in this research were all related to fears and
motivations of travel and were divided into , identified from a PEST analysis:
Technology Health Money Relaxation Adventure
& & &
Safety Comfort Escape

All sorts were done in person with paper materials. Participants all signed a ,
read and while the researcher remained in the room to answer
any questions. Participants began by sorting the initial into general "agree,"
"disagree" and "neutral" statements. From there, they ranked the statements on a scale of - 4

( ) to 4 ( ).
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Participants

participated in this research. They ranged from 18 to 60 years old
and all identified as interested in travel.

From this Q methodology, three factors were identified:

ranged from age 18 to 70 and is split evenly married and single. The trait that
unified the members of the group together and differentiated them from other groups the
most was their . They had the fewest fears and barriers to
travel and were motivated by their desire to have new exciting experiences. Unsurprisingly,
this factor takes the most trips a year.

was all between the ages of 60 - 70 and were all married. Contrary to the
first factor, factor two had several concerns, the highest of which was
They don't travel as much as the first factor and prioritize relaxation and safety on trips.

were a range of ages from 21 - 60 and were primarily single. This factor had
high money concerns when traveling. Due to high stress in their day-to-day life, they viewed
. They are similar to
factor two in their travel motivations but nearly opposite in their fears. Where factor two fears
health issues and will pay more for higher quality, factor three fears expenses and will take a
cheaper experience to save money.

23



Results
FACTOR ONE

Take an average of Have taken an average of 10+ trips Half were married and
3.5 trips a year in the past five years half were single

i i
Fi i

FACTOR TWO

This factor was all within the They take an average of Felt neutral about traveling
60-70 year old range 2 trips a year regardless of circumstances

il
7o

FACTOR THREE

All participants were female
and half were 21 while the
other were 50s and 60s

Take an average of Lower income than
1.5 trips a year other factors

24
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Audit



Facebook

Hyatt Regency Lost Pines Resort and Spa is a memorable
Texas escape located between Austin and Bastrop, on
the banks of the Lower Colorado River.

HYATT
REGENCY’

LIS T PR S
RIHOAT & SRA

e 144133 followers

Links to website, Instagram account, « Post every 2-3 days
appointment booker and marketing email. o Average 30 likes and 6 shares
Client shares guest posts. per post

Provides information about resort amenities with  + Audience is potential guests

a CTA. o Profile is comparable to
Overall brand voice is friendly, promoting deals competitors

and events at the resort.
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Instagram

Discover 405 acres of adventure, minutes from Austin.
HYATT With a water park, spa, golf and more, Lost Pines is
REGEKR O designed for connection and exploration.

LOST PINES
RESORT AND SPA

e Links to website.

o Client shares guest posts.

e Account follows other Texas Tourism
information sources.

e Provides information about resort amenities.
Language is more fun with a less strong CTA.

» Overall brand voice is friendly and welcoming.

249,900 followers

Post every 2-3 days
Average 150 likes per post
Audience is potential guests
and Texas residents

Profile is slightly better than
competitors

27



Twitter

[ " A memorable #Texas escape between #Austin +
' #Bastrop. Home of Wolfdancer #Golf Club, #Spa
HYATT Django - find your #LostPinesMoment. | Get

REGENCY #LostinLove

LOST PINES
RESORT & SPA

» Linktree links to website, Facebook, booking page,
golf club page.

e Client retweets posts about their events from other
accounts and guest posts.

» Account follows other Texas Tourism information
sources and their service providers' accounts.

» Provides information about resort amenities.
Language is more informative with stronger CTA's
and more links.

» Overall brand voice is friendly and welcoming.

e 5143 followers

e Post every 2-3 days

o Average 3 likes per post

» Audience is potential guests
looking for more information or
to leave a review

» Profile is slightly worse than
competitors

13 Hyatt Reg Lost Pines Retweeted
Ap Theart Institutes & @Art Institutes - Jul 30,2021
whih  Big news! @HyattLostPines GM & Executive Chef discuss their exciting
partnership w/ @AustinAit
Senior #CulinaryArts students & @Art Institutes grads will have the
opportunity to get real world experience by working w/ professional
chefs! #AiProud #Chef #Ai bit.ly/3zQucez

o 02 (V] ihi &

261

Q 6
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https://twitter.com/search?q=%23Texas&src=hashtag_click
https://twitter.com/search?q=%23Austin&src=hashtag_click
https://twitter.com/search?q=%23Bastrop&src=hashtag_click
https://twitter.com/search?q=%23Golf&src=hashtag_click
https://twitter.com/search?q=%23Spa&src=hashtag_click
https://twitter.com/search?q=%23LostPinesMoment&src=hashtag_click
https://twitter.com/search?q=%23LostinLove&src=hashtag_click
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trengths pportunities

Has the convenience of having o Could take third party endorsement
entertainment and events in-house at beyond shares and reposts into the
the resort. micro-influencer space.

Can accommodate large groups like
families and businesses.

Is located in a relaxing remote
location.

e Has room to grow to more social
media spaces through new, video
content like YouTube and TikTok.

. . e Is the remote location many travelers

Has a strong, responsive social ) )

media presence with collaborative are looking for that reminds them of

content from guests. times before every second was

crowded with screens.

eaknesses|  hreats

Has a lack of virtual reality or
video content in the pre-booking
process.

Has a lack of YouTube content.

e There are health fears from older
audience.

« Inflation and costs concerns have
increased potential guests.

e The eroding political stability of the U.S.
has lead to decreased levels of spending
and growth and increased levels of
unemployment.

e There has been an increase in supply
chain costs and demand.
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Key Personas



Factor One:
The Intrepid Tripper

Jess VanFleet

Female
Single . Very
S . fear or to travel.
$60k e Values
e Takes a year and is

interested in

| like to have different
experiences when |
travel.

I'm very adventurous
and fearless.

| value experience
most in life.
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Factor 1Two:
The Grappling Guest

Helen and Frank

Green e Values over everything.
Married e Has when
70 traveling.
$100k e No fears.
o Takes a year and is
in

My top priority when
traveling is being taken
care of and relaxing.

The destination not having
proper health and safety
precautions would definitely
prevent me from traveling.

A good, safe trip is worth
more than money.



Factor Three:
The Stressed Saver

Lauren Whittaker
: e Overworked, travels for
Married
o e Values spent
with kids .
during
25 vacations.
$35k * High fears.
e Takes ayear and is

in

| value escapism in all
my stress relief,
especially travel.

Excessive costs would
definitely prevent me
from traveling.

| value breaks from
my daily routine.

34




Positioning
Statements &
Objectives



For in the Austin community who
, Hyatt Regency Lost Pines Resort and Spa is an
that encompasses a of
experiences for them to try. That is because it is located in a
with several acres of land to house several
attractions such as a golf course, a water park, a spa and horse
back riding trails.

For in any community looking to find
through travel, Hyatt Regency Lost

Pines Resort and Spais a
that tends to guests . That is
because its to the concerns of
employees and guests and the staff gets to know each
guest personally to take care of their individual needs.

For tight on money looking to travel, Hyatt
Regency Lost Pines Resort and Spa is an from their
that includes every aspect of travel
they could want all in one place, from entertainment to food to
housing so guests don't have to plan. That is because the
so guests don't need to spend time
planning or spend money on traveling.

36



TheIntrepid. Tripper

The objective for Intrepid Trippers is to have an effect on

of Lost Pines Resort and Spa's facility and amenities,
specifically to increase positive attitudes toward the resort and their
activities. Tracking interactions of target stakeholders and posting
activity footage will produce a 50% retention rate in followers on all
from May 2023 to July 2023.

The objective for Intrepid Trippers is to have an effect upon

of Lost Pines Resort and Spa's facility and amenities,
specifically to increase knowledge of the resort. Messages
informing readers of the resort's various activities will increase
awareness and drive a 15% increase in impressions on activity
content from May 2023 to July 2023.

The objective for Intrepid Trippers is to have an effect on
toward the Lost Pines Resort and Spa, specifically to increase
the number of bookings by the persona. Social media messages
highlighting activities will drive a 10% increase in activity revenue
from May 2023 to July 2023.
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The Grappling Guest

The objective for Grappling Guests is to have an effect on

of Lost Pines Resort and Spa's facility and amenities,
specifically to increase positive attitudes toward the resort cleaning
processes and staff. Tracking interactions of target stakeholders
and posting service and amenity footage will produce a 50%
retention rate in followers on all from May 2023 to July 2023.

The objective for Grappling Guests is to have an effect upon

of Lost Pines Resort and Spa's facility and amenities,
specifically to increase knowledge of the resort. Messages
informing readers of the resort's various safety precautions and care
services will increase awareness and drive a 15% increase in
followers across all platforms from May 2023 to July 2023.

The objective for Grappling Guests is to have an effect on

towards the Lost Pines Resort and Spa, specifically to
increase the length bookings by the persona. Social media
messages encouraging stays will drive a 5% increase in stay
duration on bookings from May 2023 to July 2023.
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Lhe Stressed.Saver

The objective for Stressed Saver is to have an effect on

of Lost Pines Resort and Spa's facility and amenities,

specifically to increase positive attitudes toward the resort
amenities. Tracking interactions of target stakeholders and posting

amenity footage will produce a 50% retention rate in followers on all

from May 2023 to July 2023.

The objective for Stressed Savers is to have an effect upon

of Lost Pines Resort and Spa's facility and amenities,
specifically to increase knowledge of the resort. Messages
informing readers of the resort's various relaxing amenities and
services will increase awareness and drive a 15% increase in
followers across all platforms from May 2023 to July 2023.

The objective for Stressed Savers is to have an effect on
towards the Lost Pines Resort and Spa, specifically to increase
the number of bookings by the persona. Social media messages
encouraging stays will drive a 10% increase in resort bookings
from May 2023 to July 2023.

39



The Big Idea



The main idea for our content is to increase stays and dollars spent during
the stays through targeted social media messaging overcoming traveling
fears and capitalizing on travel motivations.

Transformation

The transformation qualities will appear in our fear-related content, especially regarding

the health and safety concerns and how the resort combats and prepares for guests
health needs.

Egocentricity

The egocentricity qualities will appear in the targeted messaging on strategic platforms to
reach the audiences, especially regarding the unique travel motivations of each and how the
resort has specific adventure and relaxation activities.

Likability

The likability qualities will appear in our third-party influencer content, especially regarding

the trust that comes from a third-party endorsement.

KEYWORDS

Resort Care

Travel
Relaxation
41



Review of Other's

Stories



Gaylord Texan Resort and
Convention Center

The Gaylord Texan tells their story through the use of graphics
promoting their events and activities. They use videos and
animated graphics to provide informational material regarding
their upcoming events and ongoing activities.

Barton Creek Omni
Resort and. Spa

The Barton Creek Omni tells their story through videos of their
grounds and amenities. They use trending formatting such as
"POV: Spring Break 2023" to showcase their services to a
younger audience.

Lake Austin Resort and Spa

The Lake Austin Spa also tells its story through videos
promoting their events and activities. They use photos
supplementally to showcase the grandeur of their grounds
and videos and to show guests enjoying the facilities.
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Message Mapping



Intrepid Tripper

The main idea for our content is to
stays through targeted social media messaging

For

in the Austin community who

Regency Lost Pines Resort and Spa is an

encompasses a

during the
and

, Hyatt
that

of experiences for them to try. That is because it is located

ina with several acres of land to house several attractions such as a
golf course, a water park, a spa and horse back riding trails.

o Videos will emphasize

the adventure
possible by
strategically using
video content that
highlights thrilling
activities.

This messaging will
be primarily on
Instagram and
YouTube, where this
audience is present.

» Carousel post with

contrasting
images next to
each other will
reveal the variety
of activities
available to
guests.

o These will be
primarily on
Instagram.

o Static images and video

content from past guests
will showcase all the
possible adventures and
new experiences
available at Lost Pines.

e This will also instill trust

through third-party
endorsements and be
posted on Facebook for
a larger reach and
Instagram to reach this
specific audience.

45
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Grappling Guest

The main idea for our content is to
stays through targeted social media messaging

For in any community looking to find
Hyatt Regency Lost Pines Resort and Spais a

to guests

. That is because its

during the
and

through travel,
that tends
to the concerns of

e Photos of amenities

» This messaging will

employees and guests and the staff gets to know each guest personally to take care of
their individual needs.

« Informative videos
will showcase the
safety precautions
taken and health
services available.

e These will be
primarily on
YouTube to
accommodate the
longer nature of
the content.

e Guest stories will show
the caring and
responsible staff that
cares for guests
individual needs.

e This will also instill trust
through third-party
endorsements and be
posted on Facebook to
reach this audience and
other unaware public
interested in health and
safety.

will highlight the
relaxation and care
available at the resort.

be primarily on
Facebook, where this
audience is present.



Stressed Saver

The main idea for our content is to and during the stays through
targeted social media messaging and
For tight on money looking to travel, Hyatt Regency Lost Pines
Resort and Spa is an from their that includes every
aspect of travel they could want all in one place, from entertainment to food to housing
so guests don't have to plan. That is because the so guests

don't need to spend time planning or spend money on traveling.

« Third party, influencer content will » Short form videos will show the

emphasize the affordability of the ease in planning revealing the

stay and show the value of a stay extent of services and
at the resort. amenities available at the

resort.

e These will be primarily on
Instagram to accommodate the
shorter nature of the content.

e This messaging will be primarily
on YouTube and Instagram, where
this audience is present and
searching for this information.
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Channel Choices

&
Current Efforts
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Facebook is still one of the largest social media platforms in the
world (Social Media Fact Sheet, 2021). It is frequently used as a
search engine for people wanting to learn and connect with
businesses (Social Media Fact Sheet, 2021). It is vital to this
campaign because of its overall reach and and specifically its
traction with older guests.

Instagram, as a subset of Facebook is used by over 1 billion

people monthly (Social Media Fact Sheet, 2021). This channel is
crucial in reaching Intrepid Tripper and Stressed Savers who are
both very active on this platform. Additionally, this is the primary
platform for influencer content (Social Media Fact Sheet, 2021).

YouTube is the largest video focused social media platform
(Social Media Fact Sheet, 2021). Using this platform will provide
a touchpoint with all three audiences who are active on this
platform and provide authentic video content (Social Media Fact
Sheet, 2021).

Lost Pines Resort and Spa currently has a healthy social media presence. Current
posting cadence should not be interrupted. Current content created by guests and
shared on this account should be kept in addition to the recommendations of this
campaign. Both are good practices and help increase brand reach. Content on Twitter
should also be continued, the use of Twitter is not going to be a focus of this campaign.



Action &
Communication

Strategies



Brand Voice

friendly informative
authentic friendly
welcoming interact
cool blue

white highlights

Content Creation Content Curation

videos and photos influencers

services past guests
amenities third

footage of past
events

party endorsements
pre-
established
relationships
encourage

a community of stays.

past and prospective
guests.




Strategies & Tactics

This campaign will utilize primarily owned tactics through photo
and video posts. These will apply to all key publics, with
special emphasis on certain groups depending on the channel.
For example, Facebook photos and videos will apply more to
Grappling Guests and Instagram videos will apply more to

Intrepid Trippers and Stressed Savers (Social Media Fact
Sheet, 2021).
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[inform Grappling
nork to address and

mages will be used to emphasize the escape
‘ he resort has to offer. This will be posted on

; - and Facebook and will resonate with both Grappling
uests and Stressed Savers.

Influencer content such as videos and images will be used to
instill trust in Intrepid Trippers and amplify the exciting
experiences the resort has to offer.

Guest posts will be shared to Instagram to amplify relaxing
experiences and show the variety of ways people can afford to
visit the resort. This content will reach and resonate with
Stressed Savers.



Content Calendar



Key

| Facebook M ay

Monday Tuesday Wednesday Thursday

Pool highlight
reel

10 11 12

Guest experience Weekend activities
highlight rundown

17

Chef highlight
reel

Memorial Day post

55



Stressed Saver

Audience Key

<
Q
<
w

May 5

This will be sharing a
guest's post about
their experience from
the week.

May 1

: hyattlostpines @ . Follow
Lost Pines Resort and Spa

Qv

146,934 likes

hyattlostpines Sit back and float the day away... ahhh ..
more

View all 16 comments

” y Add a comment...

6 days ago

0 hyattlostpines @ . Follow
Lost Pines Resort and Spa

vav

146,934 likes

hyattlostpines Sit back and float the day away... ahhh ..
more

View all 16 comments
> Addacomment...

6 days ago




May 12

May 10

This will be sharing a
guest's post about
their experience from
the weekend.

May 15

hyattlostpines @ - Follow
Lost Pines Resort and Spa

vav N

146,934 likes

hyattlostpines This weekend's activities line up!! .. more

View all 16 comments

J' Add a comment...

6 days ago

This will be a text heavy post
featuring a static image and
outlining the weekend's
planned activities.

This will be a post
sharing guest's posts
explaining their
weekend
experiences.

hyattlostpines & . Follow
") Lost Pines Resort and Spa

v Qv

146,934 likes

hyattlostpines Sit back and float the day away... ahhh ..

more

View all 16 comments

Add a comment...

6 days ago

hyattlostpines & - Follow
Lost Pines Resort and Spa
e

146,934 likes

hyattlostpines Chef Armond's world-famous chilil  nore

View all 16 comments

Add a comment.




May 18

"9 hyattlostpines @ - Follow
Lost Pines Resort and Spa.

v Qv W

146,934 likes
hyattlostpines Spa-ahhhh . o

View all 16 comments

Add a comment.

Gdays ago

This will be photos
highlighting relaxing
moments at the spa.

146,934 likes
hyattlostpines Start you summer adventure at Lost Pines!

View all 16 comments

Add a comment

6days ago

May 22

hyattlostpines @ - Follow

Lost Pines Resort and Spa

Qv

146,934 likes
hyattlostpines Jump into summer action .. more
View all 16 comments

Add a comment...

6 days ago

May 29

hyattlostpines @ - Follow
Lost Pines Resort and Spa

Qv

146,934 likes

memorial day! .. more
View all 16 comments

Add a comment...

6 days ago

Memorial Day.

May 23

hyattlostpines @ . Follow
Lost Pines Resort and Spa

hyattlostpines We're wishing everyone a happy and safe

This will be a static
image celebrating

Qv

146,934 likes
hyattlestpines We had so much fun celebrating the
holiday weekend with our guests! . nore
View all 16 comments
Add a comment...

6 days ago
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Key

I Facebook

Monday

Tuesday

Wednesday

Thursday

Summer activity guest footage

26

Guest relaxing

12 16
Family/large group Restagrar?t photo
accommodations highlight
19 20 23
Morning mist Safety precautions
photo/Spa highlight reel
27 28 29 30




This would be another

behind the scenes video
explaining a different
aspect of cleaning
(dining focused) to keep
guests safe. Video will
be on YouTube.

June 6

O\ hyattlostpines @ - Follow
= Lost Pines Resort and Spa

v YQv [
146,934 likes

hyattlostpines Why wait for the weekend to start having
fun?

This will be a carousel of
images highlighting
activities.

June 3

This would be

sharing guests

posts from the
week.

June 7

O\ hyattlostpines & - Follow
Lost Pines Resort and Spa

v Qv N

146,934 likes

hyattlostpines The resort comes to life at night

This will be a post of the
grounds at night alluding

to the adventure possible.

June 5

vQv R

146,934 likes

hyattlostpines Splash zone alert! Follow us as we take a
dive into the wild side

This would be a
compilation of Go-Pro
like footage from being
in the pool.

June 9

v

i s o

This will be a YouTube
video from an influencer
highlighting his or her
time at the resort.
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© Y hyattlostpines @ . Follow
Lost Pines Resort and Spa

Qv W

146,934 likes

hyattlostpines Large group? No Problem! We have
rooms and rates that accommodate all sizes of groups so
you can travel affordably and with the people you want!

This will be a text heavy
post outlining pricing
bundles for families and
large groups.

June 19

9\ hyattlostpines @ - Follow
; Lost Pines Resort and Spa

Qv N

146,934 likes

hyattlostpines Who else is up before the sun?

This will be a static image
featuring a relaxing scene
of a sunrise from the spa.
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June 14

S\ hyattlostpines @ - Follow
Lost Pines Resort and Spa

|

Qv N

146,934 likes
hyattlostpines Grip it and rip it

This will be a carousel
post with pictures
highlighting the golf
course.

June 20

@\ hyattlostpines @ - Follow
Lost Pines Resort and Spa

OQV N

146,934 likes

hyattlostpines Get a behind-the-scenes look at how we
prep the rooms just for you!

This will be a short video
outlining precautions
taken specifically for

room cleaning.

June 16

S hyattlostpines @ - Follow
Lost Pines Resart and Spa

Qv N

146,934 likes

hyattlostpines Another Chef favorite! Order this at your
next visit or just ask chef for a surprise

This will be a short video
featuring a chef making
his favorite dish for a
restaurant.

June 22

S\ hyattlostpines @ - Follow
Lost Pines Resort and Spa

¢ Qv N

146,934 likes

hyattlostpines Get your fill of fun for the whole family!

This will be a carousel
post featuring images
from family-friendly
activities.



Qv

146,934 likes
hyattlostpines Quit waffling around and come down for
a visit! Grab brunch with the family while you're at it

View all 16 comments

Add a comment.

6 days ago

June 26

© hyattlostpines @ - Follow
= Lost Pines Resort and Spa

v Qv W

146,934 likes

hyattlostpines Breath in.... and out. Conquer your day
with us. .. more

View all 16 comments

Add a comment...

6 days ago

This will be a static
image of a guest
relaxing on the
grounds.

This will be an influencer
video highlighting their
experience at the resort.

S : hyattlostpines @ - Follow
Lost Pines Resort and Spa

Qv

146,934 likes

hyattlostpines Ready for adventure? .. more

View all 16 comments

' Add a comment...

6 days ago
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Key

I Facebook

Monday

Fourth festivities reel

Tuesday

Wednesday Thursday

Firework recap reel

10 11 12 13

Last splash of Unwinding for

summer deals the weekend photo
17 18 19 20 27

Guest experience
photo
24 25
Grounds tour photo carousel
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July 3

hyattlostpines @ . Follow
Lost Pines Resort and Spa

146,934 likes

hyattlostpines Fourth of July specials! Get 'em while
they're hot! .. more
View all 16 comments

Add a comment...

6 days ago

T\ hyattlestpines & - Follow
Lost Pines Resort and Spa

Qv W

146,934 likes
hyattlostpines [ts Fri-YAY! Come celebrate with us! . o
View all 16 comments

Add a comment...

6days ago

July 4 July 5

hyattlostpines & - Follow
Lost Pines Resort and Spa

146,934 likes Qv W
hyattlostpmels We hope everyone has a happy and safe 146,534 likes
Fourth of July! ... more hyattlostpines We loved getting to celebrate the Fourth
View all 16 comments of July with all our guests! Thank you for letting us be a
part of your special celebration. . more
Add a comment. View all 16 comments

6 days ago Add a comment....

6days ago

This would be a video of
the fireworks set to a
trending audio.

hyattlostpines @ . Follow
Lost Pines Resort and Spa

S\ hyattlostpines @ - Follow i
Lost Pines Resort and Spa .
: ' What to do at

Lost Pines...

Qv

146,934 likes

hyattlostpines Make one last splash this summer! Check
out our end-of-the-season deals and book your stay
today. ... more

View all 16 comments

Qv

146,934 likes

hyattlostpines Whether you wanna explore, relax or
indulge, Lost Pines has something for you! . more

Add a comment...

6 days ago
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July 13

July 18

&7\ hyattlostpines @ . Follow
Lost Pines Resort and Spa

v Qv N

146,934 likes
hyattlostpines Unwind for the weekend .. more

View all 16 comments

Add a comment...

6 days ago

This will be a static
image of guests relaxing
at the spa.

This will be sharing a
guests photo from their
stay.

July 24

July 21

hyattiostpines @ . Follow
Lost Pines Resort and Spa

Tips and tricks to make
the most out of your

* Lost Pines vacation

Qv W

146,934 likes.
hyattlostpines So much to do and only so many hours in
the dayl - more

Qv A

146,934 likes

hyattlostpines From wilderness to spa, we've got itall
more



Evaluation



TheIntrepid. Tripper

Retention Rate of Intrepid Trippers: The KPI for this objective is the retention rate. We will
measure the difference between the amount of followers of this demographic of the
resorts page at the beginning and end and find out the retention rate. We should have a
50% retention rate of followers in this demographic to meet this objective.

Impressions of Intrepid Trippers content: The KPI for this objective is impressions on the
content curated for this group. We will measure the difference between the amount of
impressions activity content currently receives and the amount this content receives at
the end of the campaign. We should have a 15% increase in impressions on this content to
meet this objective.

Activity revenue of Intrepid Trippers: The KPI for this objective is the amount spent on
activities at the resort. We will measure the difference between the amount of revenue
generated from activities at the beginning and end to find out the increase. We should
have a 10% increase of activity revenue to meet this objective.

6/



The Grappling Guest

Retention Rate of Grappling Guests: The KPI for this objective is the retention rate. We

will measure the difference between the amount of followers of this demographic of the
resorts page at the beginning and end and find out the retention rate. We should have a

50% retention rate of followers in this demographic to meet this objective.

Impressions of Grappling Guests content: The KPI for this objective is impressions on the
content curated for this group. We will measure the difference between the amount of
impressions health precaution content currently receives and the amount this content
receives at the end of the campaign. We should have a 15% increase in impressions on
this content to meet this objective.

Booking of Grappling Guests: The KPI for this objective is the duration of bookings. We
will measure the difference between the average length of bookings at the beginning and
end to find out the booking duration increase. We should have a 5% increase of booking
duration to meet this objective.
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Lhe Stressed.Saver

Retention Rate of Stressed Savers: The KPI for this objective is the retention rate. We will
measure the difference between the amount of followers of this demographic of the
resorts page at the beginning and end and find out the retention rate. We should have a
50% retention rate of followers in this demographic to meet this objective.

Impressions of Stressed Savers content: The KPI for this objective is impressions on the
content curated for this group. We will measure the difference between the amount of
impressions amenities and pricing content currently receives and the amount this content
receives at the end of the campaign. We should have a 15% increase in impressions on
this content to meet this objective.

Booking of Grappling Guests: The KPI for this objective is the number of bookings. We
will measure the difference between the amount of bookings at the beginning and end to
find out if the bookings increased. We should have a 10% increase of bookings to meet
this objective.
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Suminary

For this campaign, significant research was conducted
regarding , travel fears and

travel motivations. From this primary research,

A was crafted centering around the
researched fears and motivations of these personas. Personas
were crafted based on
. These personas guided the

creation of a three-month content calendar.

was created with the different
persona's fears and motivations in mind. This social media
content calendar is complete with and
for a three month campaign.
the campaign are included to determine if the plan

reached its set objectives.

70



References

Avraham, E. (2017). Changing the conversation: how developing countries handle the
international media during disasters, conflicts, and tourism crises. Journal of Information
Policy, 7, 275-296. https://doi.org/10.5325/jinfopoli.7.2017.0275

Bhati, A. S., Mohammadi, Z., Agarwal, M., Kamble, Z., & Donough-Tan, G. (2020). Motivating or
manipulating: The influence of health-protective behavior and media engagement on Post-
covid-19 Travel. Current Issues in Tourism, 24(15), 2088-2092.
https://doi.org/10.1080/13683500.2020.1819970

Bologna, C. (2022, May 5). Mistakes tourists make while visiting Austin. Yahoo! News.
Retrieved November 14, 2022, from https://news.yahoo.com/mistakes-tourists-while-visiting-
austin-185010427.html?fr=sycsrp_catchall

Bunghez, C. L. (2016). The Importance of Tourism to a Destination's Economy. Journal of
Eastern Europe Research in Business & Economics, DOI: 10.5171/2016.143495

Cabezas, A. L. (2004). Between love and money: sex, tourism and citizenship in Cuba and the
Dominican Republic. Signs, 29(4), 987-1015. https://doi.org/10.1086/382627

Chenoweth, T., Minch, R., and Gattiker, T. (2009). Application of protection motivation theory to
adoption of protective technologies. 42nd Hawaii International Conference on System
Sciences, pp. 1-10, doi: 10.1109/HICSS.2009.74.

Cook, T. J., Scioli, F. P., & Brown, S. R. (1975). Experimental design and Q methodology:
Improving the analysis of attitude change. Political Methodology, 2(1), 51-70.
http://www jstor.org/stable/25791405

Cross, R. M. (2005). Exploring attitudass tietegrse for Q methodology. Health Education
Research, 20(2), 206-213. http://www.jstor.org/stable/45110079

Institute of Technology. Retrieved October 28, 2022, from https://news.mit.edu/2020/study-
commercial-flights-safer-ever-0124

Eberhardt, J., & Ling, J. (2022). Explaining COVID-19 vaccination intention in younger adults
using protection motivation theory. Health Psychology. Advanced online publication.
https://doi.org/10.1037/hea0001231

Eden, S., Donaldson, A., & Walker, G. (2005). Structuring subjectivities? Using Q methodology
in human geography. Area, 37(4), 413-422. http://www.jstor.org/stable/20004480

Frisch, D. (1993, April). Reasons for framing effects. Organizational Behavior and Human
Processes, (54)3, 399 - 429. https://doi.org/10.1006/0bhd.1993.1017


https://doi.org/10.5325/jinfopoli.7.2017.0275
https://doi.org/10.1080/13683500.2020.1819970
https://news.yahoo.com/mistakes-tourists-while-visiting-austin-185010427.html?fr=sycsrp_catchall
https://doi.org/10.1086/382627
http://www.jstor.org/stable/25791405
http://www.jstor.org/stable/45110079
https://news.mit.edu/2020/study-commercial-flights-safer-ever-0124
https://psycnet.apa.org/doi/10.1037/hea0001231
http://www.jstor.org/stable/20004480
https://doi.org/10.1006/obhd.1993.1017

Dizikes, P. (2020). Study: Commercial air travel is safer than ever. MIT News | Massachusetts
Gaylord Texan Resort and Convention Center. (n.d.). Marriott Bonvoy. Retrieved March 10,
2023, from https://www.marriott.com/en-us/hotels/dalgt-gaylord-texan-resort-and-
convention-center/overview/?EM=DNM_GAYLORDTEXAN.COM

Gaylord Texan Hotel (n.d.) Home [Facebook page]. Facebook. Retrieved March 10, from
https://www.facebook.com/GaylordTexanResort/

Gaylord Texan [@gaylordtexan]. (n.d.) Profile. [Instagram page]. Instagram. Retrieved March
10, 2023, from https://www.instagram.com/gaylordtexan/

Gaylord Texan Resort [@GaylordTexan]. (n.d.). Tweets [Twitter profile]. Retrieved March 10,
2023, from https://twitter.com/GaylordTexan

Goodrich, K. M. (2016). Exploring school counselors’ motivations to work with LGBTQI students
in schools: A Q methodology study. Professional School Counseling, 20(1a), 5-12.
https://www jstor.org/stable/90014850

Hameleers, M. (2021). Prospect theory in times of a pandemic: The effects of gain versus loss
framing on risky choices and emotional responses during the 2020 coronavirus outbreak-
Evidence from the US and the Netherlands. Mass Communication and Society, 24(4), 479-499.
Retrieved from https://www.tandfonline.com/doi/full/10.1080/15205436.2020.1870144

Hansen, D. (2022). Marriott betting on blended business and leisure travel with launch of new
brand. Bizjournals.com. Retrieved November 14, 2022, from
https://www.bizjournals.com/washington/news/2022/11/11/marriott-launches-apartments-by-
marriott-bonvoy.html?utm_source=sy&utm_medium=nsyp&utm_campaign=yh&yptr=yahoo

Hoplamazian, M., & Egan , M. (2022). 2021 Environmental, social and governance highlights.
Hyatt. https://about.hyatt.com/content/dam/hyatt/woc/2021WOCHighlights.pdf

How does political instability affect business? On Secret Hunt. (2022, May 31). Retrieved
October 27, 2022, from https://www.onsecrethunt.com/how-does-political-instability-affect-
business/

Hyatt. (2006, June 1). New Hyatt Regency Lost Pines Resort and Spa open with music and
fanfare [Press release]. https://newsroom.hyatt.com/2006-06-01-New-Hyatt-Regency-Lost-
Pines-Resort-and-Spa-Open-With-Music-and-Fanfare

Hyatt history - hyatt about. Hyatt History. (2022). Retrieved October 28, 2022, from
https://about.hyatt.com/en/hyatthistory.html


https://www.marriott.com/en-us/hotels/dalgt-gaylord-texan-resort-and-convention-center/overview/?EM=DNM_GAYLORDTEXAN.COM
https://www.facebook.com/GaylordTexanResort/
https://www.instagram.com/gaylordtexan/
https://twitter.com/GaylordTexan
https://www.jstor.org/stable/90014850
https://www.tandfonline.com/doi/full/10.1080/15205436.2020.1870144
https://www.bizjournals.com/washington/news/2022/11/11/marriott-launches-apartments-by-marriott-bonvoy.html?utm_source=sy&utm_medium=nsyp&utm_campaign=yh&yptr=yahoo
https://about.hyatt.com/content/dam/hyatt/woc/2021WOCHighlights.pdf
https://www.onsecrethunt.com/how-does-political-instability-affect-business/
https://newsroom.hyatt.com/2006-06-01-New-Hyatt-Regency-Lost-Pines-Resort-and-Spa-Open-With-Music-and-Fanfare
https://about.hyatt.com/en/hyatthistory.html

Hyatt reports second quarter 2022 results. Hyatt Newsroom. (2022). Retrieved October 27,
2022, from https://newsroom.hyatt.com/news-releases?item=124274

Hyatt Regency Lost Pines Resort and Spa [@hyattlostpines]. (2022, October). “Our holidays
spectacular kicks off November 25th”[Video] Instagram.
https://www.instagram.com/p/Cj3ToPTIMqD/

Hyatt Regency Lost Pines Resort and Spa [@hyattlostpines]. (2022, October,). “We will have a
Monster Mash with games Halloween weekend” [Video]. Instagram.
https://www.instagram.com/p/CjtcBU2ptdk/

Hyatt Regency Lost Pines Resort [@hyattlostpines]. (n.d.). Posts [Profile]. Instagram. Retrieved
October 21, 2022, from https://www.instagram.com/hyattlostpines/

Hyatt Regency Lost Pines Resort and Spa [@HyattLostPines]. (n.d.) Posts [Profile]. Facebook.
Retrieved October 21, 2022, from https://www.facebook.com/HyattLostPines

Hyatt Reg Lost Pines [@hyattlostpines]. (n.d.) Tweets [Profile]. Twitter. Retrieved October 21,
2022, from https://twitter.com/hyattlostpines

Hyatt Regency Lost Pines Resort and spa - updated 2022 prices & reviews (Cedar Creek, TX).
Tripadvisor. (n.d.). Retrieved October 27, 2022, from
https://www.tripadvisor.com/Hotel_Review-g55596-d573347-Reviews-
Hyatt_Regency_Lost_Pines_Resort_and_Spa-Cedar_Creek_Texas.html

Importance of youtube marketing & advertising. Wpromote. (2017, April 5). Retrieved
November 15, 2022, from https://www.wpromote.com/blog/paid-media/importance-youtube-
marketing-advertising

Iso-Ahola, S. (1982). Toward a social psychological theory of tourism motivation: a rejoinder.
Annals of Tourism Research, 9(2), 256-262. https://doi.org/10.1016/0160-7383(82)90049-4

Kahneman, D., & Tversky, A. (1979, March). Prospect theory: An analysis of decision under risk.
Retrieved September 15, 2022, from
http://web.mit.edu/curhan/www/docs/Articles/15341_Readings/Behavioral_Decision_Theory/K
ahneman_Tversky_1979_Prospect_theory.pdf

Khan, M. A. (2020). Tourism revival strategy: gaps and policy actions. Sustainable Development
Policy Institute. http://www.jstor.org/stable/resrep29099

Kim, E. E., Seo, K., & Choi, Y. (2021). Compensatory travel post covid-19: Cognitive and
emotional effects of risk perception. Journal of Travel Research, 0047287521104 89.
https://doi.org/10.1177/00472875211048930


https://newsroom.hyatt.com/news-releases?item=124274
https://www.instagram.com/p/Cj3ToPTJMqD/
https://www.instagram.com/p/CjtcBU2ptdk/
https://www.instagram.com/hyattlostpines/
https://www.facebook.com/HyattLostPines
https://twitter.com/hyattlostpines
https://www.tripadvisor.com/Hotel_Review-g55596-d573347-Reviews-Hyatt_Regency_Lost_Pines_Resort_and_Spa-Cedar_Creek_Texas.html
https://www.wpromote.com/blog/paid-media/importance-youtube-marketing-advertising
https://doi.org/10.1016/0160-7383(82)90049-4
http://web.mit.edu/curhan/www/docs/Articles/15341_Readings/Behavioral_Decision_Theory/Kahneman_Tversky_1979_Prospect_theory.pdf
http://www.jstor.org/stable/resrep29099
https://doi.org/10.1177/00472875211048930

Kirtis, A. K. & Karahan, F. (2011). To be of not to be in social media arena as the most cost-
efficient marketing strategy after global recession. Procedia Social and Behavioral Sciences,
24, 260-268. doi:10.1016/j.sbspro.2011.09.083

La Croix, S. (2020). Reopening the Hawai‘i tourism economy in the age of COVID-19. In N.
Goodyear-Ka‘opua, C. Howes, J. K. K. Osorio, & A. Yamashiro (Eds.), The Value of Hawai'i 3:
Hulihia, the Turning (pp. 38-41). University of Hawai’i Press.
https://doi.org/10.2307/j.ctvipncr2m.13

Lake austin spa resort: Luxury spa resort in Austin Texas. Lake Austin Resort and Spa. (2022).
Retrieved November 14, 2022, from https://www.lakeaustin.com/

Lake Austin Spa [@lakeaustinspa] (n.d.). Tweets [Twitter profile]. Twitter. Retrieved November
11, 2022 from https://twitter.com/lakeaustinspa

Lake Austin Spa Resort. (n.d.) Home [Facebook page]. Facebook. Retrieved November 11,
2022 from https://www.facebook.com/lakeaustinspa

Lake Austin Spa Resort [@lakeaustinspal. (n.d.) Profile [Instagram pagel]. Instagram. Retrieved
November 11, 2022 from https://www.instagram.com/lakeaustinspa/

Latimer, A., Rench, T. A, Rivers, S. E., Katulak, N. A., Materese, S. A., Cadmus, L, Hicks, A,
Hodorowski, J. K., Salovey, P. (2010). Promoting participation in physical activity using framed
messages: an application of prospect theory. British Journal of Health Psychology, 13(4), 659 -
681. https://doi.org/10.1348/135910707X246186

Levy, J. S. (1992). An introduction to prospect theory. Political Psychology, 13(2), 171-186.
http://www jstor.org/stable/3791677

Lowenherz, J. L. (1991). Effects of safe sex persuasive communications varying explicitness
and fear versus health promotion videos (Order No. 9134596). Available from ProQuest
Dissertations & Theses Global. (303934895). Retrieved from
https://login.ezproxy.lib.ou.edu/login?
qurl=https%3A%2F%2Fwww.proquest.com%2Fdissertations-theses%2Feffects-safe-sex-
persuasive-communications%2Fdocview%2F303934895%2Fse-2%3Faccountid%3D12964

Lusk, Jason. (2022, December 6). Golfweek’s best 2022: Top public and private courses in
Texas. USA Today. Retrieved on March 12, 2023, from https://sports.yahoo.com/golfweek-
best-2022-top-public-110019385.html?fr=sycsrp_catchall

Mansel, Lydia. (2023, February 5). Why choosing a spa hotel is the best Austin travel hack -
and where to book. Yahool!Life. Retrieved on March 12, 2023, from
https://www.yahoo.com/lifestyle/why-choosing-spa-hotel-best-150000324.html?
fr=sycsrp_catchall

Matthew, J. (2018, July 30). Understanding influencer marketing and why it's so effective.
Forbes. Retrieved March 30, 2023, from
https://www.forbes.com/sites/theyec/2018/07/30/understanding-influencer-marketing-and-
why-it-is-so-effective/?sh=3a99c79471a9


https://doi.org/10.2307/j.ctv1pncr2m.13
https://www.lakeaustin.com/
https://twitter.com/lakeaustinspa
https://www.facebook.com/lakeaustinspa
https://www.instagram.com/lakeaustinspa/
https://doi.org/10.1348/135910707X246186
http://www.jstor.org/stable/3791677
https://login.ezproxy.lib.ou.edu/login?qurl=https%3A%2F%2Fwww.proquest.com%2Fdissertations-theses%2Feffects-safe-sex-persuasive-communications%2Fdocview%2F303934895%2Fse-2%3Faccountid%3D12964
https://sports.yahoo.com/golfweek-best-2022-top-public-110019385.html?fr=sycsrp_catchall
https://www.yahoo.com/lifestyle/why-choosing-spa-hotel-best-150000324.html?fr=sycsrp_catchall

Mintz, A., & Redd, S. B. (2003). Framing effects in international relations. Synthese, 135(2), 193-
213. http://www.jstor.org/stable/20117363

Mitchell, Madeline (2021, December 31). This was worth waiting for: UC fans gathering at
Grapevine’s Gaylord Hotel to do right by the Bearcats. Yahoo!News. Retrieved March 10,
2023, from https://news.yahoo.com/worth-waiting-uc-fans-gathering-222420848.html?
fr=sycsrp_catchall

Mongin, P. (1998). Expected utility theory. Handbook of Economic Methodology.
https://philarchive.org/archive/MONEUT

Nickerson, C. (2022, May 11). Prospect theory: How users make decisions. Simply Psychology.
Retrieved September 15, 2022, from https://www.simplypsychology.org/prospect-
theory.html#:~:text=Prospect%20theory%20is%20a%20theory%20in%20behavioral%20econo
mics,risk%20through%20a%20series%200f%20controlled%20%22lottery%22%20experiments

Nikolopoulou, K. (2022, October 10). What is purposive sampling?: Definition & examples.
Scribbr. Retrieved October 27, 2022, from https://www.scribbr.com/methodology/purposive-
sampling/

OECD (2022), Tourism GDP (indicator). DOI: 10.1787/b472589a-en (Accessed on 14 April
2022).

Ogle, A. (2022, December 13). Where to See the Best Christmas Light Displays. Yahool!Life.
Retrieved March 10, 2023, from https://www.yahoo.com/lifestyle/where-see-best-christmas-
light-032854304.html?fr=sycsrp_catchall

Omni Barton Creek Resort and Spa. Omni Resorts. (n.d.) Retrieved March 12, 2023 from
https://www.omnihotels.com/hotels/austin-barton-creek

Omni Barton Creek [@OmniBartonCreek] (n.d.). Tweets. [Twitter profile]. Twitter Retrieved
March 12, 2023, from https://twitter.com/OmniBartonCreek

Omni Barton Creek Resort and Spa (n.d.) Home. [Facebook page]. Facebook. Retrieved March
12, 2023, from https://www.facebook.com/OmniBartonCreek/?ref=page_internal

Omni Barton Creek Resort and Spa (n.d.) Profile. [Instagram page]. Instagram. Retrieved March
12, 2023, from https://www.instagram.com/omnibartoncreek/

Our history - Hyatt. Hyatt Development. (2022). Retrieved October 28, 2022, from
https://www.hyatt.com/development/ourhistory

Patti, Amy. (2014, November). Hyatt acquires full ownership of Hyatt Regency Lost Pines
Resort and spa. Hyatt Newsroom. Retrieved October 27, 2022, from
https://newsroom.hyatt.com/110714Hyatt-Acquires-Full-Ownership-Of-Hyatt-Regency-Lost-
Pines-Resort-And-Spa


http://www.jstor.org/stable/20117363
https://news.yahoo.com/worth-waiting-uc-fans-gathering-222420848.html?fr=sycsrp_catchall
https://philarchive.org/archive/MONEUT
https://www.simplypsychology.org/prospect-theory.html#:~:text=Prospect%20theory%20is%20a%20theory%20in%20behavioral%20economics,risk%20through%20a%20series%20of%20controlled%20%22lottery%22%20experiments
https://www.scribbr.com/methodology/purposive-sampling/
https://www.yahoo.com/lifestyle/where-see-best-christmas-light-032854304.html?fr=sycsrp_catchall
https://www.omnihotels.com/hotels/austin-barton-creek
https://twitter.com/OmniBartonCreek
https://www.facebook.com/OmniBartonCreek/?ref=page_internal
https://www.instagram.com/omnibartoncreek/
https://www.hyatt.com/development/ourhistory
https://newsroom.hyatt.com/110714Hyatt-Acquires-Full-Ownership-Of-Hyatt-Regency-Lost-Pines-Resort-And-Spa

Peng, G. C. & Nunes, M. B. (2009, June 10). Using pest analysis as a tool for refining and
focusing contexts for Information Systems Research. SSRN. Retrieved September 15, 2022,
from https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1417274

Pew Research Center (2021, April 7). Social Media Fact Sheet. Retrieved March 30, 2023, from
https://www.pewresearch.org/internet/fact-sheet/social-media/?
utm_source=canva&utm_medium=iframely

Polpanumas, C. (2017). The impact of word of mouth via Twitter on moviegoers’ decisions and
film revenues: revisiting prospect theory: how WOM about movies drives loss-aversion and
reference-dependence behaviors. Journal of Advertising Research, DOI: 10.2501/JAR-2017-
022.

Radu, R.-N. (2015). Sanctioning journalistic misconduct: an application of cumulative prospect
theory to journalistic self-regulation issues. Sage Journals, 17(8), 1095 — 1112.
https://doi.org/10.1177/1464884915597166

Robertson, J. (2018). Prospect theory, loss aversion, and the impact of social media and online
activity: Political affect and the 2016 American presidential elections. In: Oswald, M., Johann, M.
(eds) Strategische Politische Kommunikation im digitalen Wandel. Springer VS, Wiesbaden.
https://doi.org/10.1007/978-3-658-20860-8_4

Rogers, R. W. (1975). A protection motivation theory of fear appeals and attitude change. The
Journal of Psychology, 91(1), 93-114. https://doi.org/10.1080/00223980.1975.9915803

Samuels, A. (2020, April 21). Dan Patrick says “there are more important things than living and
that’s saving this country.” The Texas Tribune. Retrieved March 5, 2023, from
https://www.texastribune.org/2020/04/21/texas-dan-patrick-economy-coronavirus/

Schwartz, A., Goldberg, J., & Hazen, G. (2008). Prospect theory, reference points, and health
decisions. Judgment and Decision Making.

Seydel, E. R. (2005). Protection motivation theory. Predicting Health Behaviour, 81.

Shearer, E. (2021, January 12). More than eight-in-ten Americans get news form digital devices.
Pew Research Center. Retrieved March 12, 2023, from https://www.pewresearch.org/fact-
tank/2021/01/12/more-than-eight-in-ten-americans-get-news-from-digital-devices/

Southern Living Editors (2023, January 11). The very best places for family reunions. Yahool!Life.
Retrieved March 10, 2023, from https://www.yahoo.com/lifestyle/very-best-places-family-
reunions-135854816.html?fr=sycsrp_catchall

Stone, T. (2015). Q methodology: An introduction. Pacific Rim International Journal of Nursing
Research, 19.
https://doi.org/https://www.researchgate.net/publication/281078194_Q_Methodology_An_Intr
oduction

Texas Hill Country Resorts near Austin | Hyatt Regency Lost Pines. Hyatt Regency. (2021).
Retrieved October 28, 2022, from https://www.hyatt.com/en-US/hotel/texas/hyatt-regency-
lost-pines-resort-and-spa/auslp


https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1417274
https://doi.org/10.1177/1464884915597166
https://doi.org/10.1007/978-3-658-20860-8_4
https://doi.org/10.1080/00223980.1975.9915803
https://www.texastribune.org/2020/04/21/texas-dan-patrick-economy-coronavirus/
https://www.pewresearch.org/fact-tank/2021/01/12/more-than-eight-in-ten-americans-get-news-from-digital-devices/
https://www.yahoo.com/lifestyle/very-best-places-family-reunions-135854816.html?fr=sycsrp_catchall
https://doi.org/https:/www.researchgate.net/publication/281078194_Q_Methodology_An_Introduction
https://www.hyatt.com/en-US/hotel/texas/hyatt-regency-lost-pines-resort-and-spa/auslp

Thaler, R. H., Tversky, A., Kahneman, D., & Schwartz, A. (1997). The Effect of myopia and loss
aversion on risk taking: An experimental test. The Quarterly Journal of Economics, 112(2), 647-
661. http://www.jstor.org/stable/2951249

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2014, August 13). Digital Marketing and social media:
Why bother? Business Horizons. Retrieved February 11, 2022, from
https://www.sciencedirect.com/science/article/pii/S00076813140009497
casa_token=B1ixme9gTwOAAAAA%3AIPUGUKLrwUL_F5dPoj1B610QsWilTHzuzrorn6embriWYMD
mh1gRVITIrAYOLjg1YpDQSNLYcLMY

Travel and Tourism Industry; an complete overview of all activities. Revfine. (2022, October
19). Retrieved November 15, 2022, from https://www.revfine.com/travel-and-tourism/

Travel trends; discover trends for the travel industry in 2023. Revfine. (2022, November 3).
Retrieved November 15, 2022, from https://www.revfine.com/travel-trends/

Thrul, J., Stemmler, M., Bihler, A., & Kuntsche, E. (2013). Adolescents’ protection motivation
and smoking behaviour. Health Education Research, 28(4), 683-691.
http://www.jstor.org/stable/45111037

United States - GDP per CAPITA2022 data 2023 forecast 1960-2021 historical. United States -
GDP Per Capita - 2022 Data 2023 Forecast 1960-2021 Historical. (2022). Retrieved October
27,2022, from https://tradingeconomics.com/united-states/gdp-per-capita-us-dollar-wb-
data.html

Visit Austin. Visit Austin. (n.d.). Retrieved March 12, 2023, from https://www.austintexas.org/

Visit Austin TX (n.d.). Profile. [Instagram page]. Instagram Retrieved March 12, 2023, from
https://www.instagram.com/visitaustintx/

Welcome to JW Marriott Austin. Downtown Luxury Hotels in Austin | JW Marriott Austin. (2022).
Retrieved November 14, 2022, from https://www.marriott.com/en-us/hotels/ausjw-jw-marriott-
austin/overview/?scid=2dab0c47-596¢-42e5-96dc-
a6fd118649e0&gclid=835f7816e81b18a10c831b6433bd2e82&gclsrc=3p.ds

White, O. (2022, November 9). Council post: The Travel and Tourism Industry by 2030. Forbes.
Retrieved November 15, 2022, from
https://www.forbes.com/sites/forbesbusinesscouncil/2021/12/27/the-travel-and-tourism-
industry-by-2030/7sh=139e6a9402df

Williams, A. M., & Balaz, V. (2014). Tourism risk and uncertainty. Journal of Travel Research,
54(3), 271-287. https://doi.org/10.1177/0047287514523334

Wu, A. Q., & Lau, V. M.-C. (2022). Covid-19-induced negative emotions and the impacts on
personal values and travel behaviors: A threat appraisal perspective. Journal of Hospitality and
Tourism Management, 51, 143-155. https://doi.org/10.1016/j.jhtm.2022.03.006


http://www.jstor.org/stable/2951249
https://www.sciencedirect.com/science/article/pii/S0007681314000949?casa_token=B1ixme9gTw0AAAAA%3AIPu6UKLrwUL_F5dPoj1B6l0QsWi1Hzuzrorn6embr1WYMDmh1qRv1TlrAYOLjq1YpDQSNLYcLMY
https://www.revfine.com/travel-and-tourism/
https://www.revfine.com/travel-trends/
http://www.jstor.org/stable/45111037
https://tradingeconomics.com/united-states/gdp-per-capita-us-dollar-wb-data.html
https://www.austintexas.org/
https://www.instagram.com/visitaustintx/
https://www.marriott.com/en-us/hotels/ausjw-jw-marriott-austin/overview/?scid=2dab0c47-596c-42e5-96dc-a6fd118649e0&gclid=835f7816e81b18a10c831b6433bd2e82&gclsrc=3p.ds
https://www.forbes.com/sites/forbesbusinesscouncil/2021/12/27/the-travel-and-tourism-industry-by-2030/?sh=139e6a9402df
https://doi.org/10.1177/0047287514523334
https://doi.org/10.1016/j.jhtm.2022.03.006

Lowenherz, J. L. (1991). Effects of safe sex persuasive communications varying explicitness
and fear versus health promotion videos (Order No. 9134596). Available from ProQuest
Dissertations & Theses Global. (303934895). Retrieved from
https://login.ezproxy.lib.ou.edu/login?
qurl=https%3A%2F%2Fwww.proquest.com%2Fdissertations-theses%2Feffects-safe-sex-
persuasive-communications%2Fdocview%2F303934895%2Fse-2%3Faccountid%3D12964

Yoo, KH., Gretzel, U., Zach, F. (2011). Travel Opinion Leaders and Seekers. In: Law, R., Fuchs, M.,
Ricci, F. (eds) Information and Communication Technologies in Tourism 2011. Springer, Vienna.
https://doi.org/10.1007/978-3-7091-0503-0_42

Zabala, A. & Pascual, U. (2016). Bootstrapping Q Methodology to Improve the Understanding of
Human Perspectives. Plos One.https://doi.org/10.1371/journal.pone.0148087


https://login.ezproxy.lib.ou.edu/login?qurl=https%3A%2F%2Fwww.proquest.com%2Fdissertations-theses%2Feffects-safe-sex-persuasive-communications%2Fdocview%2F303934895%2Fse-2%3Faccountid%3D12964
https://login.ezproxy.lib.ou.edu/login?qurl=https%3A%2F%2Fwww.proquest.com%2Fdissertations-theses%2Feffects-safe-sex-persuasive-communications%2Fdocview%2F303934895%2Fse-2%3Faccountid%3D12964
https://doi.org/10.1007/978-3-7091-0503-0_42
https://doi.org/10.1371/journal.pone.0148087

