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Executive Summary 
The analysis of “The Delta Hotels case study” has included a critical evaluation of the internal environment using the “SWOT model”. The strength of the organisation in making the services environmentally sustainable is found. However, the weakness in strengthening social media communication hampers its brand perception. The available opportunities of high social media usage and sustainable technology can be used to combat weaknesses and threats. In PEST analysis, political factors like Brexit are found to be a critical reason behind supply chain restrictions. The negative economic condition has also raised problems for the business. The social and technological factors are supportive of the brand on the strategic approach in the hotel for sustainability measures.  The perception of the millennials is on the sustainable measures to get the greenery experiences in the hospitality industry. The connection between Delta Hotels and the millennial eco-conscious can be improved with different marketing strategies and technological approaches on social media platforms.  The analysis of the information and the research data is done with SPSS and thematic analysis. It has provided positive results on the relationship between the decision taken by the organisation and consumer preferences. A personal reflection has been included to express the practical observation made by the learner regarding the social media practice of Delta Hotel. A gap in business strategy that was established via SPSS was also found during professional observation. The company faces obstacles to maintaining brand perception despite having facilities for sustainability due to low interactive communication.    
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[bookmark: _Toc182246061]Introduction
[bookmark: _Toc182246062]Context and Background
As the societal values placing increased emphasis on sustainability grow more prominent, particularly with the Millennials, the hospitality industry has no choice but to reorient its branding and practical aspects of delivering services to satisfy the expectations of green consumers. An important feature of the Millennial generation is value-oriented communication and promotion through social media, which has now become the primary means for brands to communicate their most significant values, especially concerning sustainability. The geographical scope of this specifically focuses on Delta Hotels by Marriott Bexleyheath, whereby the central question of the study is how the hotel’s social media influences the views and decisions of environmentally friendly traveling Millennial customers. Such a green travel brand attitude is deeply rooted in the conviction that a brand’s performance is consistent with its strategy toward protecting the environment and social media is a crucial factor in the development of such brand attitude.
[bookmark: _Toc182246063]Purpose of the Research
The purpose of this research is to assess the degree to which social media management affects brand image and consumer behavior in the case of Millennial eco-conscious travelers. The research seeks to determine how eco-sensitive millennials perceive the social media content created about Delta Hotels by Marriott Bexleyheath with a specific focus on sustainability campaigns. The objectives of this analysis involve determining the role of social media in their selection of hotel accommodations and in particular the sustainable alternatives.
[bookmark: _Toc182246064]Aim and Objectives
Research Aim
This research aims to evaluate users’ social media management and study the perception of the brand and factors that influence customer decision-making in the case of Delta Hotels.
Research Objectives
· Research the social media platforms owned by Delta Hotels to establish the aspects and involvement with the brand that most eco-conscious travelers would most likely engage with.
· Conduct qualitative and quantitative research that gathers information from eco-conscious Millennial travelers, their likes, preferences, and decision-making methods.
· Develop recommendations to improve Delta Hotels’ social media strategies to engage and attract eco-conscious Millennials.

[bookmark: _Toc182246065]Literature Review
[bookmark: _Toc182246066]The Role of Social Media in the Rebranding of Business Consistency and Sustainability
The relationship between consumers and brands has never been the same after social media came into existence. It has also provided a platform for brands to highlight their identity, values, and thoughts about social responsibilities. In the case of Millennial consumers, the information shared on social media is one of the factors that impact the perception of the brand in the context of its sustainability (Ali et al., 2023). In this case, this generation is likely to connect with brands that are open and willing to display their sustainable practices. It has been suggested that the portions of content that resonate well with this generation are posts on green marketing, community, and social responsibility (Iannuzzi, 2024). Hence, in this situation, social media has dramatically radicalised how brand perception is built and managed, and that is the reason brands such as Delta Hotels need to carefully ensure that their content is on the beliefs held by the millennials who travel and are conscious about the environment. On the one hand, how social media content deals with sustainability issues and the access to that content by consumers remains an unexplored area in the context of the hotel sector. Such studies have been undertaken in general and not specifically in the context of hotel brands in addressing carbon reduction audiences and engaging online. In this case study, it is of interest whether Delta Hotels by Marriott’s social-networking activities, which promote its sustainability messaging, are congruent with the expectations of millennials.
[bookmark: _Toc182246067]Consumer Behaviour of Eco-Conscious Tourists
Sustainability issues have become important perceptual elements of purchasing behavior, especially for young eco-conscious consumers. Studies indicate that Millennials show a liking for companies that demonstrate a strong commitment to environmental activism and the application of environmentally friendly practices (Chatzopoulou and de Kiewiet, 2021). This marketing strategy reinforces communication within the hospitality chain. Eco-friendly and environmentally consummate hotels are becoming popular with an increasing number of eco-friendly consumables, low-waste operating procedures, and energy-saving amenities. Through social networks, consumers can learn about the environmental and eco-policies of the hotel in real time. The factors contributing to how millennials perceive social media and its effect on sustainable development are not explored in detail even as literature points out the need to have eco-friendly initiatives in their brand-building aspects. Literature also indicates a knowledge gap on how texts, visuals, and eco certificates available in social media hampered users from making decisions. Thus, this research seeks to investigate whether Delta Hotels’ communication about sustainability provides eco-oriented millennials with the necessary cues to consider it in their decision processes and in engaging with other travelers.
[bookmark: _Toc182246068]Effective Social Media Strategies for the Hospitality Industry
Due to the need for millennials who are the biggest market in the travel industry, the hospitality sector has taken advantage of social media and incorporated it into its marketing plans. According to some studies, social media influence in the hotel sector should emphasise authenticity, honesty, and the need for the audience to interact (Amatulli et al., 2021). It is believed that active communication in advertising content concerning environmental protection through minimising waste or working with local eco members can positively influence the company’s brand and resolve to purchase the brand (Eyada, 2024). Regardless of these issues, there remains a dearth of literature that explores which particular social media strategies would reach environmentally-conscious consumers within the tourism sector. Practices appear to be generalised across the sector by research without appreciating the intricate marketing requirements of environmentally friendly Millennials. In this temporal context, this literature review is thus able to point out a missing place in research, which is to determine the effective kinds of social media interaction and content that eco-friendly people use, especially about their accommodation preferences. Social media use of Delta Hotels at the moment will be the starting point from which this research will seek to establish best practices and suggestions regarding their incorporation of eco-friendly Millennials within such campaigns in the future.
[bookmark: _heading=h.socuuughf1n7][bookmark: _Toc182246069]Theoretical framework
“Social Identity Theory” or SIT is one of the significant theoretical frameworks that explains the approaches based on how individuals in society construct and express their sense of belonging to social groups. Application of the theoretical framework the professionals will be able to improve their social media management practice (Hudders et al., 2021). At the same time, the theoretical framework also will help to understand how consumers or target audiences of a business derive identity from brands and the impact of social media on this process. On the other hand, to improve the consumer decision-making system the professionals at Delta Hotel can comply with the key concept of the “Theory of Planned Behaviour”. The theoretical concept examines the core influencing factors of consumer behaviors and consumers (Hossain et al., 2023). Based on that they will be able to make effective decisions. One of the strengths of the theory is its significant ability to explain and predict a large range of behavior (Ajzen, 2020). Along with this, it will also guide the hotel organisations to make appropriate and attractive marketing plans. In this case, the firm will get severe opportunities to retain its existing customers as well as attract potential stakeholders more effectively (Jaas, 2022). Eventually, the hotel organisation will be able to maintain its sustainability in the highly competitive marketplace and achieve business expansion opportunities. 
[bookmark: _heading=h.9k5kipmiztuq][bookmark: _Toc182246070]Literature Gap
The entire literature review has a limited focus on Millennia eco-conscious guests or travelers. Understanding the needs and preferences of the millennium eco-conscious guests is crucial to promoting a more sustainable future for a business in the hotel industry (Al Mestarihi, 2024). Lack of empirical context for examining the role of eco-conscious values in the case of shaping the attitude of target audiences. The eco-conscious travel choices depict an awareness of the social and environmental impact (Salleh et al., 2022). Based on that hotel organisations can develop their sustainability plans and strengthen their organisational capability to expand their business successfully. 

[bookmark: _heading=h.eerpdouq5gdy][bookmark: _Toc182246071]Methods
The entire study considered a case study methodology to collect and analyse the significant data on the impact of social media management on brand perception and the consumer decision-making process by the Millennial Eco-conscious travelers at Delta Hotel. In this case, the entire research method focused on using both quantitative and qualitative information to interpret the core context of the research topic. A case study approach is a crucial method in research papers that allows in-depth as well as multi-faceted explorations of critical concerns in real-life settings (Pansara, 2024). The researcher focused on using a research onion to recognise appropriate methods for each activity of the study and make the project successful. Research Onion offers a flexible methodology development model as it enables the researcher to select the most relevant practices and theories within existing layers to meet research questions (Abdelhakim, 2021). In the case study methodology, the research onion helped the researcher to consider the practical application of the research with the help of mixed data collection and analysis methods. A mixed research method allows combining quantitative and qualitative approaches to gain accurate and more relevant outcomes (Dawadi et al., 2021). Based on that the researcher of the current study gets key insights related to effective social media management systems which meet the research problems effectively. 
The researcher also used SWOT, PEST, price and quality-based competitor analysis, and ethnography. SWOT and PEST are two key tools in case study methodology that helps to analyse organisational financial health as well as competitive disadvantages or advantages (Song and Sun, 2023). Based on that, the researcher understood the internal and external business context of Delta Hotel. Netnography is another crucial research method that examines online communities as well as their activities and behavior (Baptista, 2022). In the current context, by using netnography the social media management strategies of the hotel brand have been analysed which helped to draw a logical conclusion and make relevant recommendations to address the challenges. In this case, the researcher visited the company website and gathered relevant data effectively. Google Scholar also has been used in the current study which helped to develop a literature review with core insights of the research topic. Google Scholar is a key search tool that provides the simplest approach to searching information broadly for scholarly literature (Ward, 2020). In this case, it helped to get key insights related to effective social media management with appropriate use of social media platforms to meet customer preferences. After all of these, the researcher focused on using SPSS to interpret quantitative information; and thematic analysis to analyse qualitative information. Thematic analysis helps to identify the significant patterns of themes and understand the in-depth meaning of the research context (Christou, 2022). SPSS helped to make more relevant and reliable decisions for better business performance on social media platforms. 
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[bookmark: _heading=h.tutz5rslba8r][bookmark: _Toc182246073]Background and location 
Background 
The hospitality industry has been a prominent sector with a higher number of customer engagement and organisations are in the action to provide the best possible accommodations. Delta Hotel by Marriott is one of the premium hotels that provides premium experiences to customers.  The category hotel is one of the 4-star categories with a focus on sustainability and comfortable accommodations (Marriott, 2024). The attractiveness lies in the offers and packages of the hotel for the customers. Premium hotel brands are used to provide luxury experiences in hospitality services (Jain et al., 2023). Delta Hotel walks on the same track with the offerings of restaurants, room services, housekeeping, and long car parking facilities. The packages have the options of free meals and stay for the kids. The essence of the quality facilities has helped the hotel to develop a core brand image in the industry. The recognition helps to make better retention of the talent in the hospitality sector (King et al., 2021). There are large numbers of employees who are working for the hotel and have the quality level of bonding to improve teamwork
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Figure 1: Location of Delta Hotel Bexleyheath 
(Marriott, 2024)
Location 
The location of any hotel organisations is important to attract the tourists in the way towards it. The facilities of transportation help to make a key contribution to sustainability (Tasnim et al., 2023). The location for Delta Hotels is in London and has a wide range of facilities in the transport system. The distance from Heathrow Airport to the Delta Hotel is about 33.1 miles and the foreign travellers and others can reach the hotel on a quicker basis.  The official website support of the hotel is available for 24 hours every day to connect with the travellers. The area of sustainability is being managed by the hotels in different categories. The vision of the hotel includes the portion of the carbon footprint maintenance and the room essence. The brand provides the details of the sustainable rooms that are available in the hotel premises. The measures of the water footprint is about 310.39 litres “per room night” and the carbon footprint is measured about 21.86 kg “per room night” (Marriott, 2024). The level of the transparency that the hotel offers to the customers are measured by this action. The tools of the marketing with reliable customer engagement are the strategy of the brand in the business. 
[bookmark: _heading=h.j0n8l86u8sun][bookmark: _Toc182246074]SWOT
An important aspect of “case study analysis” is evaluating the internal environment of the concerned business. SWOT is a popular framework that is frequently used in the analysing of a “case study” (Robson, 2016). Using the framework, the strengths and negative parts of Delta Hotel will be explained. Additionally, the available opportunities of the business to improve brand perception among environment-conscious millennials will be explained. Some threats associated with the topic will be shown.   
Strengths	Weaknesses
Delta Hotel has designed its rooms with “Low Volatile Organic Compound” that decreases carbon and other harmful gas emission (Marriott, 2024). 	The installation of renewable energy sources to operate different human comfort factors in the hotel rooms has successfully decreased its energy consumption (Marriott, 2024). 	Delta Hotel is strongly present in the popular social media channels of the UK including Instagram, Facebook and others (Andreevic, 2020). The organisation utilises the channels to promote its contribution to environmental sustainability.  	Compared to the other brand of Marriott International, Delta Hotel Bexleyheath is loosely focused on the reviews, comments and other forms of communication that has been executed by the customers in digital medium (Sanvitale, 2020). It is criticised that the company often avoids addressing customer feedback in online media. 	Delta Hotel in the area of Bexleyheath has issues with managing disposal of waste by the guests (Alalade, 2024). Lack of service for waste management has negatively impacted the brand perception of millennials having concern for the environment.   
Opportunities	Threats
The shift in customer choice for low-impact hotel rooms can be an opportunity for Delta Hotel. Millennial travellers have focused on buying eco-friendly brands for accommodation (Abdou et al., 2022 Delta Hotel can attract those travellers with its eco-friendly features. 	Technology for operating different sustainable activities like waste management has become advanced in the UK (Saputra et al., 2023). It is beneficial for Delta Hotels to implement such technologies so that the problem of waste management can be removed. 	Other other hotel brands like Premier Inn, Travelodge and others have recently started to renovate their business with sustainable practices (Terence, 2022). Such activities have increased the rivalry threat for Delta Hotels. The improvement of brand perception via social media communication has been difficult for Delta Hotels.	The rapid changes in communication technology has made it difficult to maintain connection with target customers (George, 2021).  

Table 1: SWOT Analysis
(Source: Self-created)
[bookmark: _heading=h.l1sutpptjv5u][bookmark: _Toc182246075]PEST 
The external factors are crucial to analyse for getting the information that will affect positively and negatively on the business. The decision-making process in the business will improve and the change in the strategy for business organisations (Çitilci And Akbalık, 2020). The PEST factors will be considered in the present analysis to get the scenario of the market. 
Political Factors: The hospitality organisations in the UK have faced problems to expand their supply chain in other European countries due to Brexit. The political event caused by dissociation of the UK from the EU has disrupted import and export of raw inventories between the UK and other members of the EU (Coles, 2021). Delta Hotels is facing challenges to become an eco-friendly brand due to limitations in ethical sourcing. The hotel and the hospitality services have the requirements of sufficient staff to meet the requirements of the travellers and the tourists. The shortage of the labourers is continuing in the hospitality sector due to the effect of Brexit (Taylor et al., 2020). It can be the factor of challenge for Delta Hotels as the services to set different categories of the sustainability measures can be possible with higher workforce and engagement. 
Economic Factors: CPI for eco-friendly materials has been increased as a consequence of 4% inflation rate (ONS, 2024). The amount of investment for environment-friendly services have been increased in the hospitality organisations. It has become very costly for Delta Hotels to arrange sustainable services for eco-concern millennials.  The overall growth of the tourism sector in the UK on the measures of sustainability has a large contribution to the environmental gain. The amount and the value of CAGR is expected to increase with a rate of 9% in the span of time for 2023-2028 (Globaldata, 2024).  It will open the opportunities for Delta Hotels to shift its perception towards more eco-friendly approaches in the hospitality sector. 
Social Factors: The community involvement is an important part in the hospitality sector and it helps to know about the perception of the customers. The eco-conscious traveller is habituated and prefers sustainability concerns. 71% of the young age category individuals of age 25 to 34 years have responded to their concern on the sustainability in tourism (Statista, 2023). Delta hotel with its strategy in the sustainability areas can relate with the mind and the thinking of the customers. The millennials are highly active in social media and share their individual thoughts. 71% of millennials have active accounts on social media in the UK (Statista, 2024). Delta hotels can create different promotional strategies and, on the platforms, to connect with the perceptions. 
Technological factors: The growth on social media and its demand has been developed with the influence of technology. The internet usage rate in the UK is about 98% for 2024 (Statista, 2024). The great coverage of the internet network enables the faster growth of social media. It is favourable for Delta Hotel to use its social media for connecting with Eco-conscious travellers from different parts of the UK. The communication level can be improved and the activity of hotels on the sustainable accommodation can be viewed with reliability. 
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Figure 2: Price and Quality Competitor Analysis 
(Source: Self-developed)
As per the above figure it is recognised that Delta Hotel by Marriott Bexleyhealth offer premium quality hotel services at a low-price package. At this point, the firm maintains its USP which differentiates the firm from its key competitors such as Hyatt, IHG and Hilton hotels and resorts. On the other hand, Hilton Hotels offers its high-quality hotel services at high prices whereas IHG has high prices of services which are often rated as low quality. Concerning Hyatt, it is found that Hyatt ensures low price of its tourism products or hotel services however the quality is also evaluated low. Focusing on the financial earnings of the hotels it is found that Delta increased its RevPAR 4.2% in 2024. On the contrary Hyatt increased to 4% and IHG maintained a slow growth of 3.2% in 2024 (Hyatt, 2024). The financial outcome depicts that Delta has highly increased its financial performance as compared to its key competitors which is great to increase its revenue recognition system and enhance financial condition in the upcoming situation. 
Content Analysis
Focusing on the social media it is found that the brand has 2.7k followers in its Facebook page and more than 1k followers in its Instagram. Content analysis is crucial to gain key insights into the content and customers of a business which help to improve marketing strategies and content (Lopes and Casais, 2022). The brand also achieved 2.6k likes of its contents which reflects a positive performance in social media platforms and which may provide severe opportunities to maintain business growth in the future. Social media presence enhancement is a significant approach in the current marketing practice that helps to global reach and leverage brand loyalty effectively (Rane et al., 2023). Once the hotel organisation focuses on investing in its content creations it will be able to expand its business in the online marketplace more efficiently. 
[bookmark: _heading=h.fc1coj55oy5x][bookmark: _Toc182246077]Netnography  
The procedure of the research is done with different methods and the steps that will be suitable for the topic. Netnography is the process in the qualitative research method and it is mainly applied in the online research field (Shaw, 2020). There are four necessary steps that are used in the netnography process. 
Selection of the online communities: The first step in the mentioned process is the selection of the perfect communities in the online platform. The reviews of the online communities and the market research helps to deliver the data in the research process (Kozinets, 2020). The main community in the present research are the millennials who are more eco-conscious. The research can be executed with the collection of the details and the choice of the millennials on sustainable tourism. 
Setting of the study duration: The next step in this process is to set the right duration of the research. The data is collected within the given period of the time to move on the analysis step (Kopaničová et al., 2022). The estimation of 8 weeks has been set as the time frame to collect the data on the given topic. 
Data collection: Data collection is the next process that is followed in the research to get the necessary outcomes. Web scraping is one of the key methods to collect the online data from the social media platforms (MacCarthy, 2023). It can be developed with more accuracy as the current topic is related to social media. The data collection style will be both qualitative and quantitative. The statistical data helps in gathering the information with high quantity and has a logical process. The qualitative information in the research is collected from authentic references and the journals that have the similar context with the topic. 
Interpretation of the data: The method of data interpretation helps to identify the insights and information that will meet the objectives. The interpretation of the result with both the qualitative and the quantitative methods helps to get the perfect data for market outcome (Demirci, 2022). It will indicate the path of consumer perceptions on eco-tourism. The final data to make the understanding of different properties of brand engagement and to set required strategy for Delta Hotels. 
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[bookmark: _heading=h.h0y9pd5lx8dn][bookmark: _Toc182246079]Quantitative analysis 
In this section, the relationship between social media presence and its impact on Millennial eco-conscious travellers' perceptions and decision-making processes regarding Delta Hotels by Marriott Bexleyheath, has been examined. 
Descriptive Statistical Analysis
	 
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Influence_on_Sustainability_Perception
	50
	1
	5
	2.80
	1.457

	Brand_Image_Rating
	50
	1
	5
	3.14
	1.525

	Impact_of_Likes
	50
	1
	5
	3.08
	1.412

	Likelihood_to_Recommend
	50
	1
	5
	2.96
	1.293

	Valid N (listwise)
	50
	 
	 
	 
	 


Table 2: Descriptive Statistics of Key Variables
(Source: Created by the Learner)
It can be observed in Table 1 that the descriptive analysis reveals that Delta Hotels maintains a moderately positive brand image rating with a mean score of 3.14 (SD=1.525) on a five-point scale. This shows a generally favourable perception among the target demographic. Yet, there is considerable variation in responses as evidenced by the standard deviation. The influence of social media on sustainability perception scored slightly lower at 2.80 (SD=1.457). This suggests room for improvement in communicating sustainability initiatives through social media channels. The impact of social media engagement metrics, particularly likes, showed a moderate influence with a mean of 3.08 (SD=1.412), while the likelihood to recommend the hotel averaged 2.96 (SD=1.293).






Engagement Patterns 
	 
	Booking_Based_on_Sustainability_Content

	
	Always
	Never
	Often

	Engagement_Frequency
	Daily
	Count
	0
	1
	3

	
	
	% within Engagement_Frequency
	0.0%
	14.3%
	42.9%

	
	
	% within Booking_Based_on_Sustainability_Content
	0.0%
	16.7%
	23.1%

	
	Monthly
	Count
	1
	1
	3

	
	
	% within Engagement_Frequency
	11.1%
	11.1%
	33.3%

	
	
	% within Booking_Based_on_Sustainability_Content
	11.1%
	16.7%
	23.1%

	
	Never
	Count
	5
	2
	3

	
	
	% within Engagement_Frequency
	41.7%
	16.7%
	25.0%

	
	
	% within Booking_Based_on_Sustainability_Content
	55.6%
	33.3%
	23.1%

	
	Rarely
	Count
	1
	1
	1

	
	
	% within Engagement_Frequency
	11.1%
	11.1%
	11.1%

	
	
	% within Booking_Based_on_Sustainability_Content
	11.1%
	16.7%
	7.7%

	
	Weekly
	Count
	2
	1
	3


Table 3: Cross Tabulation of Engagement Patterns and Booking Based On Sustainability Content
(Source: Created by the Learner)
 	Value	df	Asymptotic Significance (2-sided)
Pearson Chi-Square	15.247a	16	.507
Likelihood Ratio	18.336	16	.305
N of Valid Cases	50	 	 

Table 4: Chi-Square Test
(Source: Created by the Learner)
It can be observed from the above table that the Pearson Chi-Square test (χ²=15.247, df=16, p=0.507) shows no statistically significant relationship between engagement frequency and sustainability-based booking decisions. This is supported by the Likelihood Ratio (18.336, p=0.305). This suggests that other factors beyond social media engagement may play more crucial roles in sustainability-focused booking decisions. It can be observed that the cross-tabulation analysis of engagement frequency and booking based on sustainability content revealed diverse patterns, though not statistically significant (p=0.507). This suggests that while sustainability content is present in the hotel's social media strategy, its influence on booking decisions varies considerably among the target demographic. The analysis shows that while sustainability content is being produced and shared, its effectiveness in driving booking decisions. Also, it can also help in building brand loyalty. The moderate mean score for sustainability perception (2.80) suggests opportunities for more impactful sustainability messaging.
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Figure 3: Distribution of Social Media Engagement Frequencies
(Source: Created by the Learner)
In this case, from the above table of cross-tabulation of engagement patterns and booking based on sustainability content, the analysis of engagement patterns reveals diverse interaction levels among Millennial travellers with Delta Hotels' social media content. Among daily social media users, an interesting pattern emerges where none (0%) of these users "Always" book based on sustainability content. 42.9% of daily users "Often" make sustainability-influenced booking decisions, representing 23.1% of all respondents who frequently consider sustainability in their booking choices. This suggests that while daily engagement doesn't necessarily translate to absolute sustainability-focused booking behaviour, it does contribute to a regular consideration of sustainability factors. 
Monthly users show a more balanced distribution across booking behaviours. Equal proportions (11.1%) of monthly users fall into both "Always" and "Never" categories for sustainability-based booking, while a larger portion (33.3%) "Often" considers sustainability. This group represents 23.1% of all users who frequently make sustainability-influenced bookings, matching the proportion of daily users in this category. Surprisingly, the "Never" engagement group shows the highest percentage (41.7%) of "Always" booking based on sustainability content, representing 55.6% of all respondents who consistently prioritise sustainability in booking decisions. This counterintuitive finding suggests that social media engagement may not be the primary driver of sustainability-focused booking decisions for some eco-conscious travellers. Users who rarely engage with social media show consistent behaviour across all booking categories, with equal distributions (11.1%) across the "Always," "Never," and "Often" categories. This suggests that occasional social media users have varied approaches to incorporating sustainability into their booking decisions.
Correlation Analysis
	 
	Influence_on_Sustainability_Perception
	Brand_Image_Rating
	Impact_of_Likes

	Influence_on_Sustainability_Perception
	Pearson Correlation
	1
	.096
	-.022

	
	Sig. (2-tailed)
	 
	.509
	.880

	
	N
	50
	50
	50

	Brand_Image_Rating
	Pearson Correlation
	.096
	1
	.023

	
	Sig. (2-tailed)
	.509
	 
	.873

	
	N
	50
	50
	50

	Impact_of_Likes
	Pearson Correlation
	-.022
	.023
	1

	
	Sig. (2-tailed)
	.880
	.873
	 

	
	N
	50
	50
	50

	Impact_of_Shares
	Pearson Correlation
	.008
	-.284*
	-.039

	
	Sig. (2-tailed)
	.955
	.046
	.788

	
	N
	50
	50
	50

	Impact_of_Comments
	Pearson Correlation
	.309*
	-.012
	.146

	
	Sig. (2-tailed)
	.029
	.936
	.312

	
	N
	50
	50
	50

	Likelihood_to_Recommend
	Pearson Correlation
	-.384**
	.044
	.047

	
	Sig. (2-tailed)
	.006
	.760
	.748

	
	N
	50
	50
	50


Table 5: Correlation Matrix of Social Media Metrics and Brand Perception
(Source: Created by the Learner)
The correlation analysis unveiled several significant relationships between social media engagement and brand perception. A noteworthy positive correlation exists between the impact of comments and sustainability perception (r=0.309, p=0.029). This suggests that interactive engagement through comments plays a crucial role in shaping visitors' understanding of the hotel's sustainability initiatives. However, an unexpected negative correlation emerged between the likelihood to recommend and sustainability perception (r=-0.384, p=0.006), indicating a potential disconnect between sustainability messaging and actual guest experience. In this case, The analysis also revealed a negative correlation between social media shares and brand image rating (r=-0.284, p=0.046). This finding suggests that the current sharing patterns might not effectively support brand image enhancement, possibly due to the nature of shared content or the context in which it is shared.
Regression Analysis of Recommendation Likelihood
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.407a
	.166
	.071
	1.246


Table 6: Regression Model Summary
(Source: Created by the Learner)
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	13.567
	5
	2.713
	1.747
	.144b

	
	Residual
	68.353
	44
	1.553
	 
	 

	
	Total
	81.920
	49
	 
	 
	 


Table 7: Annova
(Source: Created by the Learner)
	Model
	Unstandardised Coefficients
	Standardised Coefficients
	t
	Sig.

	
	
	
	
	

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.508
	.915
	 
	3.833
	.000

	
	Influence_on_Sustainability_Perception
	-.375
	.130
	-.423
	-2.880
	.006

	
	Brand_Image_Rating
	.069
	.123
	.081
	.557
	.580

	
	Impact_of_Likes
	.018
	.128
	.019
	.140
	.890

	
	Impact_of_Shares
	-.015
	.139
	-.016
	-.107
	.915

	
	Impact_of_Comments
	.092
	.133
	.105
	.693
	.492


Table 8:  Regression Model Coefficients
(Source: Created by the Learner)
It can be observed from the tables that contain the result from regression, that the regression analysis produced a model explaining 16.6% of the variance in likelihood to recommend (R²=0.166). While this shows that other factors beyond social media influence recommendations, it highlights the significant role of social media in shaping guest perceptions and behaviours. The model's overall fit (F(5,44)=1.747, p=0.144) suggests that while individual predictors may be significant, the combined effect of all social media metrics requires further optimization. The most significant predictor in the model was the influence of sustainability perception (β=-0.375, p=0.006). This negative coefficient shows that current sustainability messaging might not align with Millennial travellers' expectations. It may be perceived as insufficient relative to their standards for eco-conscious accommodation.
Strategic Implications and Recommendations
Delta Hotels should focus on developing more interactive content that encourages comment engagement, as this shows the strongest positive correlation with sustainability perception (Table 4). Content should be designed to facilitate meaningful discussions about sustainability initiatives rather than simply broadcasting information. The negative correlation between sustainability perception, as well as, the likelihood of recommendation necessitates a revised approach to sustainability communication (Table 4). The hotel should focus on bridging the gap between sustainability messaging, as well as, actual guest experience by showcasing tangible sustainability initiatives, as well as, their impact on guest experience, as well as, environmental conservation. Given the varied engagement patterns observed in the cross-tabulation engagement analysis, the hotel should implement a more targeted content strategy that aligns with the peak engagement times of its Millennial audience. This includes optimising post timing, as well as, frequency based on engagement analytics.
The moderate brand image as observed in the descriptive’s table rating suggests the potential for improvement. Social media content should be crafted to strengthen the hotel's positioning as a leader in sustainable hospitality, incorporating more user-generated content, as well as authentic sustainability stories. The analysis reveals several areas warranting further investigation, particularly the unexpected negative correlation between sustainability perception, as well as, the likelihood of recommendation. Future research should explore the qualitative aspects of this relationship through in-depth interviews or focus groups with Millennial travellers. The analysis demonstrates that while Delta Hotels' social media presence has a measurable impact on Millennial eco-conscious travellers' perceptions, as well as, decisions, there are significant opportunities for optimisation. The key to improving outcomes lies in better aligning sustainability messaging with guest expectations, enhancing interactive engagement, as well as, ensuring consistency between social media communications, as well as, actual guest experience.
[bookmark: _heading=h.jfyotm12ls3v][bookmark: _Toc182246080]Qualitative Analysis
Theme 	Article 0r journal name 	Author name 	Year 
The importance of social media for the business consistency and for sustainability	“Task-technology fit analysis of social media use for marketing in the tourism and hospitality industry: a systematic literature review.‘	“Lin, H.C., Han, X., Lyu, T., Ho, W.H., Xu, Y., Hsieh, T.C., Zhu, L. and Zhang, L.,”	2020
	“The effect of social media on firm performance”	“Tajvidi, R. and Karami, A.,”	2021
	“Sustainable destination marketing ecosystem through smartphone-based social media: The consumers’ acceptance perspective.”	“Sharmin, F., Sultan, M.T., Badulescu, D., Badulescu, A., Borma, A. and Li, B.,”	2021
Consumer behaviour of the tourists in the category of Eco-conscious tourists 	“Destination environmental branding and sustainable eco-conscious consumer1”	“Salleh, L., Delibasic, M. and Abrham, J., ”	2022
	“ Consumer behaviour and environmental sustainability in tourism and hospitality: A review of theories, concepts, and latest research.”	“Han, H.,”	2021
	“Green hotels: exploring the drivers of customer approach behaviours for green consumption.”	“Han, H., Chen, C., Lho, L.H., Kim, H. and Yu, J.,”	2020
Social media strategies for engagement with the eco-conscious millennials	“Social media usage by different generations as a tool for sustainable tourism marketing in society 5.0 idea”	“Hysa, B., Karasek, A. and Zdonek, I.”	2021
	“ The moderating effect of ‘generation on the relations between source credibility of social media contents, Hotel brand image, and purchase intention. ”	“Shin, H.R. and Choi, J.G.,”	2021
	“Progress on green technology research in hotels: a literature review.”	“Gunduz Songur, A., Turktarhan, G. and Cobanoglu, C.,”	2023

Table 9: Thematic Analysis 
(Source: Self-developed)




Theme 1: The importance of social media for business consistency and sustainability 
Technological advancement has created changes in maintaining the brand perceptions of hotel organisations. Business activities and marketing are developed and promoted by organisations on social media platforms (Lin et al., 2020). The connection with the audience is better from the business point as the consistency develops on a daily basis. There exists a close relationship between the upgradation of the performance of the business organisation and the marketing strategy on social media (Tajvidi and Karami, 2021). Business organisations like Delta Hotels share the news of the vision of the company to attract social media users. The marketing ecosystem of spreading awareness of sustainability can be better on social media (Sharmin et al., 2021). The acceptance percentage from the view of the travelers and the customers is significantly positive.
Theme 2: Consumer behavior of the tourists in the category of Eco-conscious tourists 
The behavior of the consumer has changed in modern tourism with the rise of sustainability measures. Ecological along with economic branding is developed by the organisation to target eco-conscious customers (Salleh et al., 2022). The views on the strategy and the steps that the brand will take are highlighted on social media to grab the attention of the tourists. “Environmentally sustainable consumer behavior” is reliable for developing a positive connection with specific customers (Han, 2021). The millennials will grab more interest in the green hotel to get the enhancement of the environmentally friendly experiences. The influence and the behaviors of the consumers are taken by the brands to change their strategy for green approaches in the hotels (Han et al., 2020). The connection with the eco-conscious millennials will benefit both the brands and in meeting the needs. 
Theme 3: Social media strategies for engagement with the eco-conscious millennials 
The strategies on social media in the present condition are reliable to engage with the millennials. Social media is used by different generations and the young generations have more involvement (Hysa et al., 2021). The tools are useful to make the advertisement and the marketing campaign better. The organisation like Delta Hotels need to follow the process to know trends of consumer behavior. It is important to notice that the purchase behavior of the consumers depends on it (Shin and Choi, 2021). The process of offering better facilitates in the sustainable approaches will help Delta Hotels to show larger influence and engagement with the millennials. The upgradation of technology can be done to improve the connections and the progress of sustainability at hotels (Gunduz Songur et al., 2023). The process of the deployment of the energy-efficient system and its marketing on social media will help to increase routes in engagement with the millennials. 
Findings 
The thematic analysis has delivered the ideas on the connection of the brands in the hotel industry with the eco-conscious individuals. The platforms of digital media and social media are helpful for modern-day business (Lin et al., 2020). The organisation Delta Hotels can push the door of business growth by developing a connection with the audience. Social media platforms are helpful to create a bridge between the business and the marketing strategies (Tajvidi and Karami, 2021). Delta Hotels can spread more awareness of sustainability to define its perception of the market. The millennials in the present generation are important for the decision-making of the business. The promotion of the advertisement on social media will help to get a positive perception of the customers (Sharmin et al., 2021). The current trends in the industry are highly moving towards the green hotel strategy. The promotion of the services and the awareness of ecological benefits are created by the brands for the customers (Salleh et al., 2022). The process of environmental and sustainable development will keep the interest of the travelers to the hotel industry. The emission of carbon and environmental pollution is creating a bad image for the organisation in society. It is the responsibility of the brands to improve the strategy in the sense and the capabilities of the green hotel strategy. The behavior of the modern-day consumer is important to keep the influence on the purchase (Shin and Choi, 2021). The brand perception of the hotel can be changed with the targeting of the young millennials in the sector. The social media tool has been powerful in the modern market and the right tactics will keep the growth of the organisation. Delta Hotels needs to apply the perfect strategy that will help in bringing the attention of the millennials eco-conscious. The preferences and modern trends help grow the strategic policies that can be able to coincide with the views of the millennials (Gunduz Songur et al., 2023). The process of engaging the customers in the green hotel development will help to increase the potential and the market strength. 
[bookmark: _heading=h.vx4rukh9k3zu][bookmark: _Toc182246081]Conclusion and Recommendation
[bookmark: _heading=h.viazmlm7mpmp][bookmark: _Toc182246082]Conclusion
The research study has delivered statistics and ideas about social media engagement and the brand perceptions of Delta Hotels for engaging with the millennials eco-conscious.  The study has helped in identifying the process of the brand that could manage the growth in the hospitality industry with the ideas of Sustainable approaches.  The distribution of the target market and the number of tourists are widespread in the region. The communication and engagement of the young eco-conscious individuals are supportive of showing ideas about environmentally friendly hospitality services. The review and the collection of the information from the literature have been analysed by the mode of building the themes. It has successfully created the path to know the importance of eco-conscious individuals and the connection with them possible in social media.  The social media platforms of the hotel Delta have been popular on the platform and have connections with different individuals. It helps in the promotion of the marketing elements and the facilities that the brand can provide in sustainable measures. The mixed method has been used in the research to get both qualitative and quantitative data. The analysis of the case study has been created to find the effect of different internal and external business factors that help in the business. The analysis of the data has been processed in the mode of mixed method and vital information has been extracted. There exists a correlation between the perception of the brand and the crucial decision-making of the customers. The millennials are important to the brand to get the right way in the decision-making on sustainable measures. The values of different tests and the results from the SPSS software have created the ideas for the research. 
[bookmark: _heading=h.9ggnipfw2k7e][bookmark: _Toc182246083]Recommendation 
AI tools in marketing: The involvement of AI tools in marketing is increasing in the modern days (Limna, 2023). It is recommended that Delta Hotels use different AI tools to collect the data and insights of the customers. SEO is a useful analytical tool that helps in the optimisation of the website better (Balatska et al., 2022). The official website can get more customers and the highlights of the sustainability measures can be known better. Quality content is needed for the brand's engagement in social media. Delta Hotels has to develop creative promotional activities to encourage eco-conscious millennials and increase engagement. 
The monitoring of the KPI: The use of KPI is applicable to monitor the performance of the website and the social media platforms (Ghahremani-Nahr and Nozari, 2021). It is recommended to the hotel Delta to use the key performance indicators in the marketing strategy and to find any kinds of issues. 
User-generated content: UGC or user-generated content is a strategic solution in the current social media management practices that are generally shared and content created by individuals instead of brands. The strategic solution is crucial for effective and better social media management as it helps to maintain the authenticity of the brand and increase stakeholders’ engagement. At the same time, UGC reduces the overhead cost of content creation which is great to increase profit margin and enhance organisational strength for further expansion (Sultan et al., 2020). In the current context, the marketing manager at Delta Hotel must focus on creating branded hashtags, offering incentives, and running contests to encourage customer submissions. Showcasing UGS on a company website also will help the company gain the trust of stakeholders to increase the conversion rate. Delta can invest in Hootsuite, Olapic, or any other tools for better UGC management and improve its marketing campaigns in the future with effective social media management practices. 
Video and live streams: Livestreams and video is another strategic marketing approach for better social media management that helps to improve brand awareness as well as enhance the overall customer experience. The marketing strategy is also cost-effective as it reduces content creation costs and contributes a lot to drive a high convention rate (Qiu et al., 2021). In the current context, Delta will need to establish clear business objectives and goals for live stream or video content and understand their target audience preferences. Based on that they will be able to make effective decisions and better social media marketing plans in the future. 
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[bookmark: _heading=h.kjaruosdmvxi][bookmark: _Toc182246085]Introduction
The section will be written in a “reflective format” to evaluate the personal experience of the learner during placement in “Delta Hotel Bexleyheath”. A reflective account is a very important piece of writing that enables a learner to highlight personal experiences related to a research topic (Cottrell, 2014). Similarly, in this study, the experience gathered during the placement on the effort of Delta Hotels to improve brand perception among eco-concern travelers from the millennial group will be stated.  
[bookmark: _heading=h.6hf03tfuf5uo][bookmark: _Toc182246086]Experience during placement
In the placement period, I applied a professional observation skill to understand the working environment of “Delta Hotels Bexleyheath”. Placement is a certain working period that allows a learner to apply theoretical knowledge in a real-life professional context and also provides chances to apply the practical knowledge gained from the work experience in the academic career (Šerić et al., 2020). Hence, I professionally observed the working practices in “Delta Hotel” to complete the dissertation on ‘evaluation of social media engagement and brand perception”. I have found that the organisation has a separate functional unit for “social media marketing”. The managers in that department led the team to increase social media activities to grab the attention of potential customers. I have observed the fact that hotel brands mainly focus on the millennial group as the target customer segment. 87% of millennials in the UK have a purchasing interest in sustainable products and services and have a willingness to pay for sustainability (Statista, 2024). The market information increased the focus of the organisation on changing the business towards sustainability. I have observed that “Delta Hotel” has taken active steps like replacing traditional energy resources with renewable ones (low-carbon electricity), application of VOC paints in rooms, interior design with plantation, and many others to make the accommodation service environment-friendly. 
I felt that applying eco-friendly practices in a business is loosely sufficient to attract target customers. A business needs to increase brand perception as well. The term “brand perception” refers to how people view a certain brand (Jaitly and Gautam, 2021). The element heavily impacts the purchasing decisions of customers. Hence, I have found “Delta Hotel” to be concerned about social media engagement. The organisation continuously shares attractive advertisements in its social media channels to influence the decision-making process of millennial customers. Because eco-friendly services in a hotel play a major role in improving brand perception, the company generates its promotional content focusing on its new sustainable practices. Detailed information on eco-friendly activities with images and videos is streamed frequently on social media channels. I have found during the placement that the company has increased its interest in “social media communication” to work on brand perception. Aside from social media advertisement, an organisation continues communicating with potential customers to increase their purchasing intention in favor of the business (Sidharta et al., 2021). The marketers of Delta Hotel also inform them of new facilities in the hotel for sustainability. 
I have found some weaknesses in the sustainable practice and social media management of “Delta Hotel” while critically analysing the business during placement. The company shows a lack of responsibility to address the online reviews and comments made by customers, which sometimes negatively impact the brand perception. The decision to repetitive purchasing is generally made by the customers based on the approach of communication of an organisation (Le et al., 2022). As social media is currently the most important media of communication, it is a critical weakness of “Delta Hotels” that the marketers neglect to reply to customer comments. The observation was also found in authentic sources. Hence, I added the information during the SWOT analysis. I have also incorporated other data in the case study "A lack of waste management system in the hotel was found both practically and from secondary sources”, which was added during the case study research. Additionally, I found the threat of intense competition from other hotel brands while being involved in the hotel. The case study research made me realize that “Delta Hotel” is trying to avoid competition by offering eco-friendly hospitality services of reliable quality at a reasonable price. The business management in a company is affected by external factors (Gunawan et al., 2023). I observed a problem in the business of managing the sourcing of materials during placement. During PEST analysis, I conceptualised that negative factors like Inflation and Brexit were the reason behind such obstacles.
The placement session assisted me in evaluating the effectiveness of practices for environmental protection in “Delta Hotels”. I appreciate the fact that the organisation has tried to engage eco-concerned millennials in the business. Although, I realised that the practice in some areas fails to improve the guest experience for sustainability. SPSS is a process of analysing descriptive statistics to find a certain trend (Pallant, 2010). I use this method in Thai research to examine customer comments and reviews. The analysis helped find the fact that a gap has been created between the effort of the business and the expected result. A positive correlation was found between interactive communication and brand perception [Referred in Table 4]. Customers can understand the necessity of sustainable initiatives when marketers explain these with interactive communication (Jiang et al., 2022). I have successfully connected my thoughts on the weakness of social media management in “Delta Hotels” through this SPSS analysis. SPSS has also helped prove the fact that “social media” is the appropriate channel for “Delta Hotels” to continue such interactive communication. SPSS accompanied by secondary research helps conceptualise a topic through both quantitative and quantitative analysis (Marshall, 2015). Hence, I used “Thematic analysis” to support my thoughts with theoretical ideas.                             
[bookmark: _heading=h.r7jlgvjpz37o][bookmark: _Toc182246087]Conclusion 
The reflective account has provided a detailed description of the professional observation of the learner at the time of placement. The business effort for sustainability in Delta Hotel was found. However, professional observation and SPSS analysis supported the fact that lack of customer interaction raised problems in generating brand perception. 
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