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1. Title of Program: Faces of Hospitality (January 2025 ongoing) 

 

2. Goals and Objectives of the Program: Our association exists to represent our members and 
the staff within those hotels.  Without the frontline staff in our hotels, we wouldn’t exist.  
 

We hold an annual awards gala, The Spirit Awards, each year in November, where we recognize 
front-line workers in 19 categories. Last year we had over 300 nominations, but only 19 winners 
from those 300+.  There are so many fascinating stories – as I was reading the nominations for our 
lifetime achievement award in particular – I was blown away by the passion, the dedication and the 
history some of these employees have.  Some have worked 40+ hours in the laundry room of one 
hotel, others have served past greats like The Beatles and Olivia Newton John.  So many inspiring 
stories and we wanted to capture those stories and be able to share them with others.  

 

2025 is the 100th anniversary of our association and so we wanted to tell the stories of our 
members, hence the Faces of Hospitality marketing campaign was born.  The purpose is to share 
some of these stories out on our social channels – to let others know about the passion and 
dedication in our industry.  At a time when our industry is struggling to get youth to be involved in it, 
this was a great opportunity to tell these stories and showcase the opportunity for lifelong careers 
in tourism and hospitality. 

 

3. Target audience – our target audience for this was anyone and everyone! We share a few 
stories each month on our Facebook and Instagram pages as well as on our Linked In page. 
We also share in our e-news each month.   We wanted to get the staff in our industry 
knowing more about our association and knowing what we do, so it’s been a great way to 
engage with more staff.   We wanted to reach our members, so they would be interested in 
highlighting staff. And we wanted the general public to engage, so they could learn more 
about our industry and the passionate individuals working in our member hotels. 

 

4. Results of Program – this program has been more popular than originally expected. First off, 
our members love it – they reach out asking to participate, and when we reach out to them, 
they thank us for spotlighting their staff. It’s been a great way to show our members we are 
here for them and another member benefit. 
 



Our posts have had great engagement with lots of comments and shares. Most times the 
member hotel shares the post on their channels as well, highlighting their employee.  
 
There has been no shortage of stories or people to spotlight and everyone has a unique 
story.   In our social posts we’ve really tried to capture the ‘human element’ and tell the 
story, and this has resonated with our followers.  
 

5. Evaluation Measures –  
 
We didn’t set out metrics to evaluate this campaign, but just wanted to make sure that 
posts were getting engagement on social media and that our members were interested in 
participating.   All of that has exceeded our expectations – members are reaching out to see 
how they can be involved and posts continue to be popular and engaged with.  There are SO 
many stories to tell so we plan to keep this campaign running all of 2025 and perhaps into 
2026. 
 

6. How was the program presented to the Target audience –  

It started by us reaching out to our members asking to spotlight their nominees from the Spirit 
Awards held in November 2024 that didn’t win.  We then wanted to engage more members, so we 
have now reached out to our members, saying they can choose what staff member they want to 
feature. Some employees are having special work anniversaries this year, so that’s a good way a 
member hotel can showcase them.  

 

7. Additional Information – please find some sample posts below – we try to tell their story 
briefly, what hotel they work at, how long at that hotel, how long in the industry – then why 
they like what they do and their fave place to travel 

 



 

 

 

 


