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Resumo 

No	Marrocos,	o	turismo	é	um	setor	vital	para	o	crescimento	económico.	A	9	de	setembro	

de	2023,	um	terramoto	de	magnitude	7,0	atingiu	Al	Haouz,	provocando	uma	acentuada	

queda	no	turismo.	Os	hotéis	enfrentaram	o	desaDio	de	restaurar	a	conDiança	dos	turistas	

para	atraı-́los	de	volta.	Neste	contexto	pós-desastre,	o	marketing	digital	pode	ser	a	chave	

para	resolver	este	problema.	Este	estudo	de	caso	pedagógico	examina	a	decisão	de	gestão	

através	do	papel	do	marketing	digital	para	ajudar	o	Es	Saadi	Marrakech	Resort	a	recuperar	

após	o	desastre	natural.	O	projeto	tem	como	objetivo	analisar	a	decisão	de	gestão	do	resort	

ao	utilizar	estratégias	de	marketing	digital	para	lidar	de	forma	eDicaz	com	o	contexto	pós-

desastre	natural.	Os	dados	primários	foram	recolhidos	através	de	entrevistas	com	o	gestor	

de	 projeto	 do	 resort	 sobre	 as	 decisões	 de	 gestão	 tomadas	 após	 o	 terramoto	 e	 de	 um	

questionário	a	291	turistas	franceses,	o	principal	público-alvo	do	Es	Saadi.	Também	foram	

utilizados	dados	secundários	de	documentos	internos	do	Es	Saadi.	A	análise	centra-se	na	

campanha	de	marketing	digital	do	resort	“Winter	Subliss”,	implementada	no	Dinal	de	2023,	

que	utilizou	publicações	em	redes	sociais	e	conteúdo	envolvente	para	comunicar	ofertas	

únicas	 e	 restaurar	 a	 conDiança	 dos	 clientes,	 atraindo	 turistas	 de	 volta.	 Os	 resultados	

sugerem	 que	 estratégias	 de	 marketing	 digital	 personalizadas,	 direcionadas	 a	 turistas	

franceses,	foram	fundamentais	para	restaurar	a	conDiança	e	aumentar	as	reservas.	Espera-

se	que	o	presente	estudo	de	caso	seja	uma	ferramenta	útil	para	proDissionais	de	marketing,	

especialmente	 no	 âmbito	 da	 hotelaria,	 fornecendo	 abordagens	 práticas	 para	 a	

recuperação	 de	 crises	 através	 da	 comunicação	 digital	 e	 oferecendo	 insights	 sobre	 a	

eDicácia	do	marketing	digital	como	ferramenta	de	recuperação	pós-desastre,	fornecendo	

lições	valiosas	sobre	decisões	de	gestão	de	crises.	

Palavras-chave:	Indústria	Hoteleira,	Pós-desastre	Natural,	Decisão	de	Gestão,	Estratégia	

de	Marketing	Digital,	EDicácia	da	Comunicação	Digital	

Sistema	de	classiDicação	JEL:	

• M31	-	Marketing	

• M37	–	Publicidade	
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Abstract 

In	Morocco,	tourism	is	a	vital	sector	for	economic	growth.	On	September	9th,	2023,	a	7.0	

magnitude	earthquake	hit	Al	Haouz,	causing	a	sharp	decline	in	tourism.	Hotels	faced	the	

challenge	 of	 restoring	 tourist	 conDidence	 to	 attract	 them	 back.	 In	 this	 post-disaster	

context,	digital	marketing	may	be	the	key	to	solve	this	issue.	This	pedagogical	case	study	

examines	the	management	decision	through	the	role	of	digital	marketing	in	helping	the	Es	

Saadi	Marrakech	Resort	recover	following	the	natural	disaster.	The	project	aims	to	analyze	

the	 hotel	 resort’s	 management	 decision	 in	 leveraging	 digital	 marketing	 strategies	 to	

effectively	cope	with	the	post-natural	disaster	context.	Primary	data	was	collected	from	

interviews	with	the	resort’s	project	manager	regarding	the	management	decision	taken	

after	 the	 earthquake	 and	 a	 survey	 of	 291	 French	 travelers,	 Es	 Saadi's	 primary	 target.	

Secondary	data	was	also	used	from	internal	Es	Saadi’s	document.	The	analysis	focuses	on	

the	resort's	digital	marketing	campaign	“Winter	Subliss”	implemented	end	of	2023,	using	

posting	on	social	media,	engaging	content	to	communicate	unique	offerings	and	restoring	

customer	 conDidence	 to	 attract	 tourists	 back.	 The	 Dindings	 suggest	 that	 tailored	digital	

strategies	targeting	French	tourists	were	key	to	restoring	trust	and	increasing	bookings.	

The	present	case	is	expected	to	be	a	useful	tool	for	Marketing	workers,	especially	in	the	

hospitality	 scope,	 providing	 practical	 approaches	 to	 crisis	 recovery	 through	 digital	

communication	and	offers	insights	into	the	effectiveness	of	digital	marketing	as	a	tool	for	

post-disaster	recovery	providing	valuable	lessons	on	crisis	management	decision.	

Key	 words:	 Hospitality	 Industry,	 Post-natural	 Disaster,	 Management	 Decision,	 Digital	

Marketing	Strategy,	Effectiveness	of	Digital	Communication	

JEL	classiDication	system:	

• M31	–	Marketing	

• M37	–	Advertising	
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Introduction 

Natural disasters have the potential to severely interrupt operations, destroy infrastructure, and 

result in large financial losses in the hotel sector. Natural disaster as hurricanes, floods, or 

earthquakes can impact hotels with short- and long-term difficulties. The immediate effects can 

include utility outages and physical damage to buildings and structures. As Rosselló et al. 

(2020) explain “Most disasters have profound impacts on individuals, organizations and 

communities, and consequently on tourism activities.” (page 1). For example, in Southeast 

Asia, hotels often suffer significant damage from hurricanes and tsunamis, requiring months or 

even years of recovery efforts. The 2004 Indian Ocean tsunami, for instance, severely affected 

the hotel industry in Thailand, with properties like the Orchid Hotel in Phuket needing extensive 

reconstruction to restore operations (Biggs et al., 2012).      

 In Morocco, tourism is a critical sector that contributes substantially to the economy. 

The hotel industry, in particular, plays a significant role in the development of many cities. 

According to research from Mordor Intelligence (2021), tourism represents a significant part of 

Morocco's economic activity, contributing 7% to the GDP and employing over half a million 

people. Morocco’s tourism sector experienced a remarkable comeback as the country reports a 

record-breaking 92% increase in tourist arrivals at its borders during the first half of 

2023 (Morocco World News, 2023). According to the Tourism Observatory, approximately 6.5 

million tourists visited the country in the first half of 2023, surpassing the figures from the same 

period the previous year by over 3 million tourists (Morocco World News, 2023).

 Moreover, in terms of travel safety, Morocco is as safe as most European countries, such 

as the United States, and Canada, and thereby has a low-risk level, highlighted by the 2023 

Travel Risk Global Monitoring Map (Annex A). By maintaining this level over the last three 

years, it is the only country to have a low-risk level in North Africa: Algeria and Tunisia are at 

a medium risk level, while Egypt has a high-risk level.     

 However, since these past few years, the hospitality industry in Morocco has faced 

different kind of natural disaster. First, the COVID-19 pandemic in 2020 had a profound impact 

on the global hospitality industry, with travel restrictions and lockdowns severely disrupting 

hotel operations. According to a article by McKinsey (2020), " in early May, occupancy was 

less than 15 percent for luxury hotels and around 40 percent for economy. Looking ahead, we 

expect economy hotels to have the fastest return to pre-pandemic levels, and luxury and upper 

upscale hotels to have the slowest. " The pandemic created unprecedented challenges, including 

reduced demand, fierce competition, and high levels of uncertainty, requiring hotels to adapt 
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quickly to survive in a dramatically changed market landscape.   

 Moreover, Morocco has been hit by an earthquake with a magnitude of 7.0 on the 

Richter scale, striking Al Haouz on September 9th, 2023. This profound tragedy for the country 

resulted in nearly 3000 lives were lost, 4661 individuals were injured, with 1139 identified as 

severe (Haddad et al., 2024). The impact extended beyond human casualties to include material 

damage, with 59,674 buildings collapsed, of which 32% were destroyed completely, and 68% 

partially damaged (Haddad et al., 2024). This earthquake, which struck near Marrakech, led to 

an immediate drastic decline in tourism. Hotels faced not only the physical task of rebuilding 

but also the challenge of restoring tourist confidence and encouraging visitors to return (Jebli 

et al., 2023). As noted by Rosselló et al. (2020), "The repercussions of a disaster are likely to 

affect tourism directly at a destination country, but indirect consequences for travel to and from 

the affected region are also conceivable” (page 1).      

 Natural disasters, in the form of an earthquake, have always presented a significant risk 

to economies, by affecting not only the physical infrastructure but also the labor force and the 

overall capital of affected businesses (Haddad et al., 2024). As stated by Rosselló et al. (2020), 

“disasters have the potential to deter visitors from travelling to affected destinations.” (page 2).

 The Es Saadi Marrakech Resort, like many other hotels in Morocco, had to address these 

challenges head-on to ensure a swift recovery and continued business sustainability. The 

physical and psychological impacts of such disasters necessitate time for recovery and the 

implementation of strategies that go beyond basic building reconstruction.   

 In the context of post-natural disaster, digital marketing is essential to the hotel 

industry's recovery. Utilizing digital platforms allows hotels to communicate with customers 

quickly and broadly, rebuilding trust while providing updates on the recovery process. Digital 

marketing strategies can be the key tool in conveying timely information, engaging with guests, 

and promoting special offers to attract visitors back to the destination where the natural disaster 

hit. Taking the example of Haiti, Korstanje & Seraphin (2019) have provided evidence that 

information and communication technologies and more specifically Virtual Online Learning 

Material (VOLM) can contribute to educate visitors at the pre-visit stage and more importantly 

change their negative perception of the destination.     

 Additionally, real-time data and feedback obtained through digital marketing channels 

enable hotels to modify their strategies in response to evolving customer behaviour. This 

flexibility is essential in the post-disaster context, as conditions can change quickly. In fact, 

Chiawo et al. (2023) add in their study about tourism recovery post pandemic in Kenya that 

"the role of innovation and technology in tourism practice, e.g., social media marketing and the 
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use of digital platforms in marketing, has risen.” (page 8).      

 In conclusion, as the hotel industry in Morocco navigates the post-natural disaster 

landscape, the integration of creative content in digital marketing strategies proves to be a 

significant enabler of recovery and growth. By managing the use of digital digital marketing 

tools, such as social media and email marketing to drive awareness and create real time 

engagement, hotels can effectively rebuild their brand, reassure travellers, and build trust with 

past and prospective guests to have a chance to attract tourists back to the affected areas and 

play their cards rights, against all the competitors.      

 In the process of formulating research objectives, it became essential to translate these 

into management decision-oriented goals. This approach ensures that the research findings are 

not just academically but also practically relevant, providing actionable insights for decision-

makers. By framing the research questions and objectives in terms of management decisions, 

we align the study's outcomes directly with the strategic needs of Es Saadi Marrakech Resort. 

This ensures that the research contributes to real-world problem-solving, particularly in guiding 

the resort's recovery and marketing strategies post natural disaster, and in this case post-

earthquake, and enhances its ability to navigate challenges in a highly competitive and uncertain 

market environment. This decision-oriented framework helps bridge the gap between theory 

and practice, offering clear guidance for implementing effective digital marketing strategies 

that can drive business recovery and growth. The research is based on this main research 

objective:            

 RO1: To analyse the hotel resort’s management decision in leveraging digital marketing 

strategies to effectively cope in the event of natural disaster.     

 From this main research objective, those sub-research objectives are highlighted: 

(i) to examine previous empirical research studies regarding the powerful role of 

digital marketing strategies in post-natural disaster recovery in hospitality sector;  

(ii) to identify effective digital marketing tools to boost awareness and encourage 

tourist return to the resort; 

(iii) To develop and implement a digital marketing strategy that effectively 

communicates the safety, recovery, and unique offerings of Es Saadi Marrakech 

Resort to regain consumer confidence and drive bookings post-earthquake. 
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This study is divided into six main chapters including several sections: Introduction, 

Case study, Methodology, Pedagogic note, Conclusion and References. This study begins with 

an introduction about post-natural disaster situation faced by the hotel industry, focused in 

Morocco, and the relevance of digital marketing strategies in this context, followed by the main 

objectives the study is going to answer all along. Then, in the “Case study” chapter, it presents 

and analyses the case study problem of Es Saadi Marrakech Resort and the specific challenges 

it faced due to the recent earthquake in September 2023. The core of the case study will present 

data organized by themes relevant to the problem at hand, leading to a restatement of the case 

study problem and formulation of specific questions. After this, the “Methodology” outlines 

the research design and methods used, followed by a “Pedagogic note” detailing different data 

such as the target audience, objectives, and literature review. Finally, the study concludes with 

an analysis of the findings and recommendations. 
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1. Case Study 

To understand better what marketing solutions a hotel has post-natural disaster to still attract 

clients, the study focuses on the Es Saadi Marrakech Resort business and its actions 

implemented after the earthquake that hit Marrakech and its neighbourhood on Saturday 9th 

2023. First, let's describe Es Saadi Marrakech Resort and its business units then analyse the 

case study problem and to conclude group the data according to themes related to my topic. 

Then, the specific questions related to this case study would be highlighted before being 

addressed at the end of the study. 

1.1.Presentation of the case study problem 

1.1.1. Origins and background 

The Bauchet-Bouhlal family has been managing this resort, where French luxury blends 

delicately with Moroccan refinement and hospitality, for three generations. The 5-star Hotel, 

the Palace, 8 Ksars, 10 Villas with private pools, 7 Restaurants, 3 Bars, 2 Spas, and a Dior 

Institute are all available at the current Es Saadi Marrakech Resort. Regarding the nightlife, the 

resort offers the "Casino de Marrakech," the Epicurien, and the Theatro (Annex B). 

 The name Es Saadi, which translates to "Le Bienheureux" or "The blissful," is a homage 

to the dynasty that ruled during the period when Marrakech served as Morocco's capital. The 

famous "Casino de Marrakech" was the original Es Saadi, built in 1966 by its inventor and 

owner Jean Bauchet, who also designed Paris's renowned Moulin Rouge. Later, The 

Hotel***** and the Moroccan-style Palace were added. Located in the 'Hivernage' 

neighborhood, which has long been recognized as the wealthy Europeans' winter retreat, this 8-

acre lush oasis with palm trees has welcomed a number of well-known figures, including 

Princess Margaret of England, Pierre Balmain, Leonardo DiCaprio, and The Rolling Stones. It 

was managed by Elisabeth Bauchet-Bouhlal, the daughter of Jean Bauchet, who personally 

attends to each guest's needs, making the establishment a of class and discretion (Annex B).

 A true living environment, the Es Saadi Marrakech Resort is built around one of 

Morocco's most important collections of modern and contemporary art. A stunning collection 

of sculptures and paintings by well-known artists from the kingdom, Arab nations, and Africa, 

many of which are strewn throughout the gardens, common rooms, and lobby of the palace 

(Annex B). The collection was assembled by Elisabeth Bauchet-Bouhlal, a visionary who has 

long been a patron and collector of Moroccan contemporary art. This charitable approach has 

extended to the creation of a number of cultural initiatives in Marrakech, such as the 1-54 
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Contemporary Art Fair, the Friends of Music of Marrakech Association, the International Film 

Festival, the Marrakech Art Fair, and many more. Es Saadi Palace has a distinct character thanks 

to its «art in freedom» philosophy, which sets it apart from foreign hotels that could have 

hundreds of artworks on exhibit (Annex B).       

 With two spas that are both traditional and at the forefront of innovation and excellence, 

the experience also seeks to be holistic. Expert Signature treatments, exact partner brands such 

as the Dior Institute, yoga retreats, and the exclusive Oriental Thermae® journey—a sequence 

of hot and cold, dry or wet heat baths that alternate—all combine to create a calming and 

cleansing experience for the body, all in an opulent environment perfect for escape (Annex B).

 Year after year, the Es Saadi Marrakech Resort reinvents itself while holding onto its 

distinct and genuine identity. Over the past few months, new living places and experiences have 

arisen in a variety of areas, from dining to well-being (Annex B). 

 

1.1.2. Business Units 

5-star Hotel 

In 1966, the legendary hotel opened. The garden and the pool are both exposed to the large 

lobby. The virtually legendary pool encourages leisure with a sunbath thanks to its "island" 

planted with the famous palm tree that served as the inspiration for the emblem. Additionally, 

the pool furniture has been altered, returning to its former hues with a boldly asserted vintage 

attitude from the 1960s. The audacious decision to build a pool around a palm tree created a 

significant impression at the time, and the tree is now used as the 5-star hotel's logo. The 

Oriental Spa, the open-air restaurant "Autour de la piscine," and the bungalows—small homes 

with separate entrances and flower gardens—all face the five-star hotel and the pool. The five-

star hotel, which has 135 rooms and 15 suites (varying in size from 35 to 85 m2 with a loggia), 

strives to be genuine and cozy, with distinctive antique furnishings made of carved wood 

(Annex B).           

 In 2022, the five-star hotel's new terrace had a refurbishment and restoration. This place 

is "a feast for the eyes," combining the hues, forms, and influences of the ochre city with a 

contemporary, vintage feel that borders on pop. Notably identifiable are Marrakech's stunning 

ochre and the recognizable green of its palm palms. The Mediterranean cuisine at «Autour de 

la Piscine» includes several vegetarian and gluten-free alternatives in addition to 
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straightforward, seasonally appropriate meals including fresh veggies, meats, and fish (Annex 

B).           

 Located in a cozy and personal area by the hotel's pool, the Oriental Spa was founded 

in 2002 and provides traditional Moroccan hammam, sauna, massages, and beauty services. 

Local ingredients like rose water, orange flower, Fez rhassoul, argan oil, etc. are utilized to 

make the goods. The Oriental Spa provides a carefully curated assortment of goods from 

carefully picked organic and local partner businesses to enhance the benefits of the treatments 

(Annex B). 

 

The Palace 

Regarding the palace, which opened in 2007, its expansive peristyle is «guarded» by two 

enormous bronze horses and decorated with fountains. The striking dome, measuring 17 meters 

in height and 12 meters in circumference, greets visitors to the foyer. It is a masterwork of 

«gebs,» the renowned Moroccan molded plaster. A magnificent view of the lobby is available 

from the mezzanine balcony. This is the Palace's exhibition area, where you can view a wide 

range of Moroccan artists' creations. Standing opposite us is a big white marble octagonal 

pool. Get over the alleyway decorated with arches, one can see the park and the 2400 m2 lagoon 

pool in the distance. It is made up of a 300 m³ pool that is heated in the winter and an aquatic 

course that winds through the park's trees. You are invited to stretch out and fold the umbrella 

to discover yourself in a genuine bubble of leisure in solitude, alone or with a friend, by the 

lounge chairs, giant umbrellas, and circular couches with large cushions that resemble seashells, 

which are arranged all around the pools. Admire the magnificent facade on this side, which is 

broken up by oriental arches that lead to the suites' patios. The Majorelle blue string patterns 

accentuate the pink ochre tint, which "sounds well" in the scenery. A hundred-year-old 

eucalyptus tree towers over the three-story structure. Large white canvas umbrellas shade the 

Island Bar, a sun-protected atoll surrounded by Roman columns, in the middle of the pool. 

There's a bridge that makes this pub accessible from both the land and the pool. Because the 

garden, with its vibrant blooms and bougainvillea shrubs, is visible from everywhere, nature is 

all around the Palace and even within (Annex B).      

 The 3,000 square meter Spa at the Es Saadi Palace is a holistic and spiritual space that 

was lovingly designed by Caroline Bauchet-Bouhlal, the Deputy General Manager of the Es 
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Saadi Marrakech Resort. It upholds the same ideals of quality, outstanding service, and one-of-

a-kind sensory experiences (Annex B). Constructed around a century-old eucalyptus tree that 

has been conserved by the Bauchet-Bouhlal family, the Spa's three floors each reflect a different 

aspect of this magnificent tree. The freely accessible pool, at root level, with its potently 

calming jets and its marble peristyle drenched in sunshine and the Marrakech sun, functions as 

a decompression chamber. The first floor's 15 treatment rooms and relaxation area with water 

beds surround the tree's leaves, while the well-lit gym matches the strength of the trunk. The 

patio where morning yoga is practiced on the top level salutes the top of the eucalyptus tree. 

The magnificent old Moroccan door that marks the palace reception serves as the entryway, 

instantly establishing the contrast between high modernism and unadulterated history. The 

Palace Spa is a genuine haven of resilience and prevention, with a wide range of Signature 

activities and treatments catered to the unique requirements and preferences of each person. Its 

goal is to release tensions and regenerate our bodies, which are often severely damaged by 

stress. Periodically, new inventions and trends are introduced to the menu (Annex B). 

 The Dior Institute has opted to combine contemporary and history by opening its first 

location in North Africa in Marrakech, within the distinctive Palace Es Saadi (Annex B). 

Natural colors, shades of gold and champagne, stucco walls, and flooring made of Carrara 

marble all blend together perfectly with Marrakech's laid-back way of life. The Dior Institute 

and the Palace Es Saadi combine their expertise to give you a rejuvenating interlude beyond 

time in a remarkable, escape-friendly location, where Beauty and Well-Being harmoniously 

come together for a holistic beauty experience. Dior's expertise depends on the advantages of 

priceless active ingredients made from flowers with unique qualities that are grown in Dior 

Gardens all over the world to generate exceptional therapies. This ensures that floral actives are 

traceable and effective, and that human and plant biodiversity are respected (Annex B). At its 

best, "the art of touch" combines performance, sensoriality, and efficacy as the main 

components of each therapy. The Quintessence 10 Signature Treatment is a remarkable facial 

and body ritual that is only available at the Dior Institut in the Palace Es Saadi in Morocco. It 

is designed around ten skillful moves (Annex B).      

 The Spa at the Palace has been operating since 2010 and has gained recognition by being 

named the World Luxury Spa Awards' "Best Spa Therapist–World" in October 2021 (Annex 

B). This is the spa's sixth award since it opened, signifying acknowledgment on a global scale 

for the knowledge and proficiency of its therapists, the caliber of its offerings, the standard of 

its facilities, and its holistic philosophy—a deep return to oneself and an invitation to 

tranquility. A wonderful location that is only focused on the completeness of the body and mind 
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(Annex B).           

 Eight compact, 160-square-meter private duplexes, the Ksars are built in the classic 

Berber manner and constructed around the swimming pool at Palace (Annex B). Featuring a 

living room, bedroom, bathroom, and balcony on the ground floor, this apartment also has a 

bedroom, bathroom, and solarium patio situated above. Every Ksar has a cozy, intimate 

ambiance that lets visitors feel like they're on vacation without sacrificing a homey sense. 

Perfect for a trip with friends or family (Annex B).      

 There are 10 homes altogether among the villas (Annex B). Every villa is tucked away 

in a verdant environment, out of sight. Every house has its own world, unique architectural 

style, allusions to art and culture, and even surreal aspects. Having magnificent ceiling heights, 

ranging from 110 to 260 square meters, and frequently including a dome. Unmatched luxury in 

exquisite materials, artwork, and workmanship may be found everywhere. Renowned 

celebrities such as Pedro Almodóvar, Catherine Deneuve, Monica Bellucci, and Leonardo 

DiCaprio have all expressed their admiration for the allure of these homes (Annex B). Every 

villa has an own butler who handles everything. The arrangement is straightforward: an entry, 

a sizable living area, a bedroom, a dressing area, and a roomy bathroom including a jacuzzi and 

shower. Refined touches abound, such as linens that are embroidered with varying designs that 

correspond to each villa's unique style (Annex B). 

 

The Night-Life 

During the 2000s, Jean-Alexandre Bauchet-Bouhlal found inspiration in this joyous way of life 

that had been passed down through the generations. In addition, he created and updated the first 

casino in Morcocco and Africa, le Casino de Marrakech, which opened its doors in 1952 and 

quickly rose to the top of the poker enthusiast circuit, hosting year-round big events including 

the World Poker Tour (WPT), the World Series of Poker Circuit (WSOP), Winamax Sismix, 

and the Marrakech Poker Open (Annex B). However, in 2003, he made the bold decision to 

turn the entertainment facility his grandpa had built into a nightclub, Theatro, with the help of 

an imaginative and demanding director. Theatro promises a touch of crazy every night that 

captivates clubbers from all over the world, with its architecture preserved from its past as a 

music hall, magnificent shows where no less than thirty artists take the stage every night, 

unparalleled pyrotechnic displays, and DJ sets that are both frenetic and fascinating. It has been 
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ranked in the Top 50 internationally for multiple years, earning it the distinction of finest 

nightclub in Africa (Annex B). Not content to stop there, Jean-Alexandre created L'Épicurien, 

a lively restaurant inside the casino. L'Épicurien is a contemporary restaurant with an intimate 

ambiance, enormous mirrors evocative of 1950s bars, flower décor, and crystal chandeliers 

(Annex B). The location encourages a sensory experience, whether it is indoors or outside on 

the serene terrace with views of the garden's lit palm palms. L'Épicurien, a temple of celebration 

in Marrakech, is renowned for its exuberant performances in addition to its gourmet menu that 

features inventive international cuisine. On stage, a highly skilled live band with a solid 

reputation creates the mood by reinventing Motown songs or the biggest modern hits, putting 

on amazing performances. It's a lovely way to carry on the legacy of Jean Bauchet's music hall, 

where the finest performers formerly appeared (Annex B). 

 

1.1.3. Case study problem 

The Es Saadi Marrakech Resort, a prestigious hotel destination known for its blend of French 

luxury and Moroccan elegance, faced significant challenges following the earthquake that hit 

Morocco on September 9th, 2023. This natural disaster not only caused physical damage to the 

infrastructure but also led to a sharp decline in tourism, which is a critical sector for Morocco's 

economy. The resort, along with the broader hospitality industry in Marrakech, needed to 

navigate the dual crises of rebuilding physical structures and restoring consumer confidence.

 Also, the escalation of the Israel-Palestine conflict that began on October 7, 2023, 

caused had a profound and significant impact on the hospitality and tourism sectors in Arab 

countries. The renewed violence, marked by intense clashes and significant casualties on both 

sides, not only drew global attention but also heightened security concerns among international 

travellers. This geopolitical instability led to a sharp decline in tourism across the region, as 

travellers from key markets, particularly Europe and North America, reconsidered their travel 

plans to Arab countries perceived to be within the conflict's sphere of influence. As a result, 

hotels and resorts in these countries, already grappling with post-pandemic recovery challenges, 

faced cancellations and decreased bookings. For instance, Safi Nawafleh of Petra Palace Hotel 

confirmed that the major hotels saw a 25 to 50 percent drop in reservations since the outbreak 

of war and said, "some small hotels have no guests"(Al-Monitor, 2023).    

 In summary, the combination of natural disaster with the earthquake on the September 
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9th 2023 and the Israeli-Palestinian geopolitical conflict disrupted the tourism industry in 

Morocco, causing significant economic challenges due to reduced visitor numbers and 

cancelled bookings. 

1.2.Data organized 

This section presents the data gathered for this pedagogical case study, structured by key 

themes. The data includes both primary and secondary sources, organized around central issues 

such as the impact of the natural disaster, the digital marketing strategies employed by Es Saadi, 

and the feedback from customers. 

Impact Assessment 

Although the earthquake had a devastating impact on many regions in Morocco, particularly Al 

Haouz, it is important to highlight that the earthquake’s epicenter was far from Marrakech. As 

Aublanc (2023) states in Le Monde:” Located around a hundred kilometres from the epicentre, 

Marrakech was only very partially affected by the earthquake.” Es Saadi Marrakech Resort did 

experience only minor physical impacts as broken tiles in some of the bathrooms of the hotel, 

with no major structural or infrastructural damage.      

 However, the disaster still had a notable psychological and reputational impact tourism 

in Morocco. Many tourists, particularly international visitors, perceived Marrakech as part of 

the heavily impacted zone and, as a result, cancelled or postponed their trips. In this same 

article, Samuel Roure, the president of the association of guest houses in Marrakech, Essaouira 

and Ouarzazate, which brings together 2,000 establishments, estimates the cancellation rate at 

‘between 40 and 50%’ in September and forecasts ‘25%’ for October and November: ‘The 

damage is limited, the impact is mainly economic. Customers prefer to wait before deciding to 

come.” (Aublanc, 2023). The fear surrounding the disaster, compounded by media coverage 

and general uncertainty, led to a sharp decline in bookings.    

 Therefore, the resort's main challenge was not rebuilding its infrastructure but 

rather rebuilding customer confidence and encouraging visitors to return. 

Digital Marketing Strategies Post-Disaster 

To drive recovery efforts following the disaster, Es Saadi Marrakech Resort’s Marketing 

department decided to implement digital marketing strategy as a management decision. Primary 

data from the interview with the resort’s Project manager regarding this management decision 
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provides detailed insights into the implementation of the Winter Sunbliss campaign, core of this 

strategy, which aimed to attract French tourist -the resort’s primary target group- back to the 

hotel (Annex F).         

 Secondary data from this campaign results report reveals all the information related to 

this digital communication with its objectives, the use of different digital tools, the results but 

also the lessons learned post-campaign (Annex C).  

Customer Perception and Engagement 

This section assesses customer reactions to the digital marketing campaign and overall recovery 

efforts, drawing from both quantitative and qualitative data. Primary data from a survey 

resulting from 291 travellers offer insights into how French tourists responded to Es Saadi 

Marrakech Resort’s campaign and the factors that influenced their decisions to visit the resort 

(Annex D). Secondary data from the Winter Sunbliss campaign results report is also analysed 

(Annex C).          

 Regarding the survey, out of 291 respondents, 96% (278 people) answered "Yes," and 

4% (11 people) answered "No." (Table D.1). The most common age group is 18-24 years old, 

representing 40% of the total (110 respondents). The second-largest group is 25-34 years old at 

31% (86 respondents). The rest are distributed among older groups, with fewer respondents in 

the 65+ category (Table D.2). The campaign predominantly attracted younger audiences, 

especially millennials and Gen Z, which aligns with the use of digital marketing platforms like 

Instagram. Out of 275 respondents, 44% (120 people) identified as male, and 56% (154 people) 

identified as female. The gender distribution is relatively balanced, with slightly more female 

respondents (Table D.3). This might reflect the demographics of travellers interested in the Es 

Saadi Marrakech Resort campaign. Most respondents (61%, 167 people) are employed full-

time, followed by 20% (56 respondents) who are students. Other categories (e.g., part-time 

employed, retired) were less represented (Table D.4). Instagram was the most popular platform, 

used by 87% (234 respondents), followed by Facebook (51%, 139 respondents), and YouTube 

(66%, 179 respondents) (Table D.5). The prominence of Instagram highlights its importance in 

visually driven campaigns like "Winter Sunbliss." Facebook and YouTube also provide 

substantial visibility but with a more varied demographic. This is verified with the answer to 

the question 6 (Table D.6): Instagram was considered the most effective for visual 

communication by 74% of respondents, while other platforms like Facebook and YouTube 

were deemed less effective. This suggests that Es Saadi Marrakech Resort should prioritize 
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Instagram for visually rich campaigns. Regarding their past travels, 63% (171 respondents) said 

they had travelled to Arab countries, while 37% (99 respondents) had not (Table D.7). Similar 

percentage had already visited Marrakech (Table D.8). Regarding the three most important 

factors that influence their decision to book an hotel for their holidays, price (80%), quality 

(73%), and location (63%) were chosen (Table D.9). Price and quality remain the top priorities 

for travellers, which suggests that Es Saadi's marketing campaigns should emphasize value 

propositions and high-quality experiences. The campaign’s visual elements were generally 

well-received, particularly in terms of aesthetics and luxury, though there’s room for 

improvement in creativity and memorability (Table D.10). Among the different content created 

for the campaign, “Partir Fissa”, “Changer d’air” and “Bain de soleil” were the favourites 

(Table D.11). Oriental architecture stood out the most to viewers, suggesting that emphasizing 

this element in future marketing efforts would be beneficial. Indeed, after watching the video 

campaign, “Oriental architecture” has been chosen by 93 respondents. (42%) (Table D.12). 

Additionally, the most common descriptors were “Attention-getting” (54%), “Feel-

good” (73%), “Creative” (27%) (Table D.13). The video succeeded in grabbing viewers' 

attention and eliciting positive motions. Regarding the word cloud, the focus is clearly on 

luxury, relaxation, and the concept of a stress-free vacation. The audience perceives the video 

as conveying a message about taking time off in a high-end, wellness-focused environment. 

The heavy presence of words like "bien-être" and "vacances" suggests that the video succeeds 

in communicating a vacation experience that combines leisure with a focus on well-being 

(Figure D.1). The audience seems to value the technical quality of the video, particularly the 

visuals and how the shots are composed. The focus on "architecture" and "piscine" suggests 

that the hotel's structural design and amenities like the pool are key attractions. Moreover, words 

like "qualité" and "images" indicate that viewers were impressed with the overall aesthetic and 

visual presentation (Figure D.2). The main critiques of the video appear to center around the 

music choice and the portrayal of nighttime scenes, which could have been perceived as less 

relevant or engaging for the audience. Additionally, some viewers may have found the video 

too long or found the ending dissatisfying. The presence of the word "rien" suggests that not all 

viewers found major faults, but those who did focus on specific technical or stylistic elements 

like music and transitions (Figure D.3). The feedback suggests that while the video was visually 

appealing, viewers felt that more could have been added to enrich the experience, particularly 

more shots of the landscape and better presentation of the services and rooms. The ongoing 

critique of the music reinforces the idea that a different soundtrack could improve the overall 

reception. The frequent appearance of "plus" implies that viewers wanted more depth or 
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coverage of the hotel’s amenities and the surrounding environment (Figure D.4). The majority 

of respondents (73%) expressed a positive sentiment toward traveling to Marrakech after 

watching the ad. This suggests that the ad successfully conveyed an appealing image of 

Marrakech and its offerings, influencing viewers to consider the destination. However, 27% of 

respondents still indicated that they would not consider traveling to Marrakech, which could 

indicate hesitations or concerns, possibly related to the earthquake or other factors not fully 

addressed in the ad (Table D.14). Similar to the general sentiment toward Marrakech, 73% of 

respondents indicated that they would consider traveling to the Es Saadi Marrakech Resort after 

watching the ad (Table D.15). This demonstrates that the ad was effective in positioning the 

resort as a desirable location within Marrakech. The consistency between this result and Table 

D.14 suggests that viewers found the resort just as appealing as the broader destination of 

Marrakech. Despite the knowledge of the recent earthquake, a significant majority (79%) of 

respondents still expressed a willingness to consider traveling to Marrakech. This highlights the 

resilience of the destination in the eyes of potential visitors and suggests that concerns related 

to the earthquake might be alleviated by effective marketing or a perception of safety (Table 

D.16). The willingness to visit Es Saadi Marrakech Resort (71%) slightly decreased compared 

to the broader willingness to visit Marrakech (79%). This may suggest that while the destination 

of Marrakech as a whole remains appealing, some respondents may have specific concerns 

about the safety or condition of the resort itself following the earthquake (Table D17).  

  

1.3.Restatement of the case study problem 

The core problem for Es Saadi Marrakech Resort is twofold: first, the need to effectively rebuild 

and restore the clients trust post-earthquake, and second, to develop and implement innovative 

digital marketing strategies that can rebuild consumer confidence, particularly among French 

tourists. The resort must navigate these challenges to ensure a swift recovery and sustain its 

business in a highly competitive and uncertain market environment to find a way to attract 

customers back to their resort. 

• RQ1: How should Es Saadi Marrakech Resort leverage digital marketing to effectively 

overcome the challenges posed by the earthquake? 
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Purpose: To identify actionable digital marketing strategies that can mitigate the 

adverse effects of the earthquake on business performance. 

• RQ1.1: Which digital marketing tools and strategies should be prioritized to maximize 

awareness and attract tourists back to Es Saadi Marrakech Resort?  
Purpose: To determine the most effective digital marketing tactics that can drive 

customer engagement and increase bookings, thereby restoring the resort's market 

position. 
• RQ1.2: What key insights from Es Saadi Marrakech Resort’s digital marketing efforts 

can inform the development of future recovery strategies for the hospitality sector 

following natural disasters? 

Purpose: To extract valuable lessons from current marketing initiatives that can be 

applied to future crisis management and marketing strategies, ensuring better 

preparedness and resilience. 

1.4.Case Study Annexes 

Annex A. Travel Risk Map Global Monitoring 

  

Source: https://www.global-monitoring.com/wp-content/uploads/2022/12/2022-12-06-

A3M-Risk-Map-2023.pdf  
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Annex B. Es Saadi Marrakech Resort Press Kit 
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Annex C. Winter Sunbliss Final Report 
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Annex D. Questionnaire’s answers 

 

Table D. 1 - Q1 Nationality Source: Qualtrics 

 

Table D. 2 - Q2 Age Source: Qualtrics 

 

Table D. 3 - Q3 Gender Source: Qualtrics 
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Table D. 4 – Q4 Status 1 Source: Qualtrics 

 

Table D. 5 – Q5 Social media Source: Qualtrics 

 

Table D. 6 – Q6 Effectiveness on Social media. Source: Qualtrics 
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Table D. 7 – Q7 Arab countries : Source: Qualtrics 

 

Table D. 8 – Q8 Marrakech : Source : Qualtrics 

 

 

Table D. 9.1 – Q9 Factors to book an hotel. Source: Qualtrics 
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Table D. 10 – Q9 Factors to book an hotel. Source: Qualtrics 

 

Table D. 11 – Q10 Rates Images Winter Sunbliss campaign. Source: Qualtrics 
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Table D. 12 – Q11 Choose your 3 favorites. Source: Qualtrics 

 

Table D. 13  – Q11 Choose your 3 favorites. Source: Qualtrics 
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Table D. 14 – Q12 Video Campaign. Source: Qualtrics 

 

 

Table D. 15 – Q13 Describe the video. Source: Qualtrics 
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Figure D. 1 – Q14 Word Cloud “What do you think is the main message of this video? ».  

 

Figure D. 2 – Q15 Word Cloud “For you, the best of this video is... ».  
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Figure D. 3 – Q16 Word Cloud “For you, the least about this video is... ». 

 

Figure D. 4 – Q17 Word Cloud “If you could change something about this video, it would 

be… ».  



 

 64 
 

 

Table D. 16 – Q18 Travel to Marrakech after watching this ad. Source: Qualtrics 

 

Table D. 17 – Q19 Travel to Es Saadi after watching this ad. Source: Qualtrics 

 

Table D. 18 – Q20 Travel to Marrakech post earthquake. Source: Qualtrics 

 

Table D. 19 – Q21 Travel to Es Saadi post earthquake. Source: Qualtrics 
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2. Methodology 

 
The deductive approach develops the hypothesis or hypotheses upon a pre-existing theory and 

then formulates the research approach to test it (Silverman, 2013). This approach is best suited 

to contexts where the research project is concerned with examining whether the observed 

phenomena fit with expectation based upon previous research (Wiles et al., 2011). Therefore, 

the research adopts a deductive approach because it’s evaluating the French customers’ 

opinions about digital marketing campaigns on French consumers' willingness to visit Es Saadi 

Marrakech Resort after the earthquake that hit Marrakech beginning of September.  

 To gather the most accurate, updated data and to ensure a comprehensive understanding 

of consumer perceptions, the case study was based on secondary and primary data.  

 The secondary data was used to compare with the primary data collected and then to 

corroborate or contradict them. Furthermore, the impact of the campaign might be explained 

with data and stats to support the case elaboration. Internal report from this “Winter Sunbliss” 

campaign and stats from Es Saadi Marrakech Resort website and social media were analysed 

(Annex C).           

 The primary data was collected through a mixed research methods using a survey 

questionnaire to collect both quantitative and qualitative data (Annex D). Also, an interview 

was conducted to the Es Saadi Project Manager with the objective of collecting qualitative data 

about the management decision taken post natural disaster, strategies used, challenges faced 

and results collected of this campaign (Annex F).      

 Regarding the survey, data was collected from a sample of 291 French travellers 

between 18 and 70 years old who have been exposed to targeted digital marketing campaigns 

promoting Es Saadi Marrakech Resort implemented after the earthquake. This population was 

chosen since the main clients and target of Es Saadi Marrakech Resort is French travellers. The 

survey was distributed online to reach a diverse demographic. The focus is particularly on 

individuals who actively use social media platforms, specifically Instagram. To ensure to collect 

answers from French people only, the answer of the first question, determining if you are French 

or not, would allow the rest of the questionnaire to be completed only if the answer was “I am 

French”.            

 The final survey was structured in four sections. First, to receive answers only from 

French people, four demographic questions were used, the first of which segmented the 

population by confirming the respondent's French nationality. Then, five general questions were 

presented about their habits and social media channels. In the third section, images from the 
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“Winter Sunbliss” campaign were presented, followed by two quantitative questions: one 

asking them to rate from one to four according to various criteria what they thought of these 

visuals, and the second asking them to choose their three favourites. The last section was 

dedicated to showcase a video created during this campaign, ask two multiple-choice questions 

followed by four open-ended questions regarding the video they watched before concluding 

with four binary questions determining if “yes” or “no” this campaign had an impact on their 

attention to come to Es Saadi Marrakech Resort. The four open-ended questions were presented 

which allowed to gather insights on the main message conveyed on this video and to compare 

with the data collected internally at the end of this campaign to see if the video’s main message 

is well conveyed or not. Indeed, the official report of this “Winter Sunbliss” campaign was used 

to provide official data from the whole campaign which would be compared with the data 

collected from this survey.         

 To assess the results, content analysis techniques (Word Cloud) were used to analyze 

the qualitative questions presented in section four of the questionnaire (Annex E). In the 

remaining quantitative questions descriptive statistics were employed for data analysis.  
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3. Pedagogical Note 

3.1.Case Study target audience 

This pedagogical case study is mainly targeted to managers in Marketing department in the 

hospitality industry because it explains how Es Saadi Marrakech Resort faced a complicated 

situation such as a natural disaster and from a management decision, fixed and solved the issue. 

However, during such event, not only the hospitality industries are hit but all. It may also be 

studied by other industries such as Food & Beverage companies. It can also be interesting for 

not only managers from Marketing department but also other people working in Marketing to 

collect ideas, get inspire and be able to share relevant information to Managers or others to find 

a solution to the problem. This case study provides official data, as a useful tool, to hotels who 

want to understand what kind of management decision post natural disaster to take and solutions 

they have in case of extreme event such as an earthquake. 

3.2.Pedagogic objectives  

The primary objective of this pedagogical case study is to explore the management decisions 

made by a hospitality business in post-natural disaster context. Specifically, it analyses how Es 

Saadi Marrakech Resort adapted to this crisis by developing innovative communication 

strategies, both in terms of format and content, that differed from their usual practices to engage 

and attract back tourist. For that reason, this case study was developed with the following 

pedagogical objectives: 

A. To explore the types of digital communication strategies hotels implement after a natural 

disaster—examining the formats, content, and messaging approaches that guide their 

decision-making. 

B. To identify the effectiveness of digital communication tools and strategies in drawing 

tourists back to a destination impacted by a natural disaster. 

The first pedagogical objective (A) is addressed through insights gathered from the 

interview with Es Saadi Marrakech Resort’s Project Manager, as well as the internal data from 

the "Winter Sunbliss" campaign report. For the second objective (B), it relies on the primary 

data collected through the online survey, supplemented by secondary data from the same 

internal campaign report.  
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3.3.Literature Review  

3.3.1. Post Disaster Communication by Hotels 

Post-disaster communication is crucial for hotels to navigate recovery and maintain customer 

trust. Natural disasters can lead to significant operational disruptions, and transparent 

communication helps reassure guests and mitigate negative impacts. Rosselló et al. (2020) state 

“Re-establishing public perceptions of safety and attractiveness following a disaster is crucial 

to attract and reassure potential visitors to travel to the destination and, by doing so, assisting 

the affected area to regain functionality and economic recovery.” (page 1). Hotels must 

communicate quickly and effectively to convey the steps being taken to ensure guest safety and 

operational stability.          

 In post-disaster contexts, it is crucial for hotels to address guest concerns directly and 

provide clear answers about safety, property conditions, and accessibility. Electronic word of 

mouth is a type of communication that uses internet technology and has been used in marketing 

(Donthu et al., 2021). Electronic word of mouth is easier and more reliable to access than other 

conventional methods for promoting and marketing the destination post-disaster among social 

media users such as Facebook, Instagram, YouTube, online travel reviews, etc. (Donthu et al., 

2021). Pahrudin et al. (2023) argue that “electronic word of mouth is one of the sources in 

promoting and restoring the destination image in crises or disasters such as natural disasters, 

political instability, and social crises (terrorism risk). It can increase the tourist visit intention.” 

(pages 15) Following a disaster, it is critical to restore public perceptions of safety and appeal 

in order to encourage and reassure prospective tourists to visit the location and, in doing so, 

support the affected area's return to normalcy and economic recovery. (WTTC, 2018) 

 A review of disaster recovery planning was conducted outlining a multi-phase approach 

to communication during crises (Sinha, 2008; NHRAIC, 2001; Barbe & Pennington-Gray, 

2022). Indeed, there are typically three phases that hotels should follow in post-disaster 

communication: 
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Table D. 20 – Disaster recovery phases (Sinha, 2008) 

1) Short term recovery Phase (0-48 hours): Communication in this phase is critical and 

focuses on ensuring guest safety and providing real-time updates. Hotels must rapidly 

convey accurate information, such as operational status, and immediate recovery efforts, 

using digital platforms like social media, SMS, or email. 

 

2) Mid-term Recovery Phase (First Week to 1 Month): Once the immediate crisis is under 

control, communication shifts towards rebuilding customer confidence. This includes 

updates on recovery progress, promotional efforts to re-engage past customers, and 

sharing transparent information about the current state of the hotel and local tourism 

infrastructure. Social media platforms, email marketing, and websites are essential tools 

during this phase to promote offers. 

 

3) Long-Term Recovery phase (1-6 months and beyond): The focus here is on restoring 

long-term trust and highlighting any improvements made post-disaster. Ongoing 
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communication is essential to maintain guest relationships and reinforce the message of 

resilience. 

 

3.3.2. Digital Communication 

In today's digital age, communication plays a huge role in how hotels manage crisis situations, 

especially after a disaster. Using various online platforms helps hotels keep in touch with their 

guests, update them on recovery progress, and maintain trust even when things are uncertain. 

These tools make it easy for hotels to reach their audience quickly, which is essential during 

post-disaster recovery. 

Social Media Platforms 

Real-time communication encourages transparency, which is key during recovery efforts. 

Platforms like Facebook, Instagram, and Twitter allow hotels to post real-time updates and 

respond to customers' questions quickly. Digital platforms, particularly social media, allow 

businesses to communicate directly with their guests, providing real-time updates and 

addressing customer concerns during crises (Barbe & Pennington-Gray, 2022). This is 

especially useful when hotels need to share updates on recovery efforts or show how they are 

handling the situation. For example, Instagram and Facebook are great for sharing photos and 

videos that showcase the hotel's progress in recovery or highlight guest experiences after the 

disaster.           

 Visual content creates an emotional connection with viewers. Dimitrios et al. (2023) 

highlight the role of visual storytelling, stating, “in order to make good use of social media, 

hotels should invest in attractive photographic and video material, as this material attracts the 

interest of users.” (page 692)         

 Another key strength of social media is its facilitation of two-way communication. 

Unlike traditional marketing channels, social media allows guests to engage with hotels 

directly, asking questions, sharing their concerns, or leaving feedback. This interaction not only 

helps resolve customer queries but also demonstrates the hotel's commitment to listening and 

responding to its audience. As Dimitrios et al. (2023) claim, " the traditional one-dimensional 

approach to advertising, where the company was delivering an advertising message and the 

audience was the passive recipient, has changed. The public now has new online tools and 

platforms to express their views on the company's advertising message and share personal 
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experiences of the product or service with other users, thus influencing potential consumers.” 

(page 690)          

 Social media platforms also serve as powerful tools for launching recovery-focused 

marketing campaigns. Hotels can create targeted campaigns designed to rebuild customer 

confidence and promote post-disaster packages or offers. Dimitrios et al. (2023) explain that 

“by adapting their content and message, businesses can focus on more targeted and different 

audiences, which can extend to infinity as a size”. (page 690) 

Email Marketing 

Another powerful tool hotels can use is email marketing. One of the key advantages of email 

marketing is its ability to personalize messages. Indeed, unlike social media, which casts a wide 

net to a general audience, email marketing allows hotels to send targeted, personalized 

messages that cater to the specific concerns and needs of each guest segment. As noted by 

Huang et al. (2023), personalized emails can address specific customer concerns, such as 

updated safety protocols, special recovery offers, or changes in reservation policies. This can 

keep their audience updated on the latest developments and help bring them back to the resort 

by being transparent. As Barbe and Pennington-Gray (2022) suggest that email updates offering 

detailed recovery timelines and the steps taken to ensure guest safety help maintain 

transparency, fostering customer loyalty and trust.      

 Finally, email marketing allows hotels to gather and analyze data about guest behavior, 

such as open rates, click-through rates, and conversion rates. This data provides insights into 

what types of messages resonate most with guests and allows hotels to adjust their 

communication strategies accordingly. Gretzel (2021b) argues that the ability to track and 

analyze customer engagement through email metrics is critical for refining post-disaster 

marketing strategies. By leveraging data from email campaigns, hotels can determine which 

offers or messages are driving the most engagement and adjust their future campaigns to 

optimize results. 

Websites and Booking Engines 

A hotel's website serves as its primary communication hub during and after a crisis, making it 

a crucial tool for managing post-disaster recovery. It provides a centralized platform where 

guests can access up-to-date information about the hotel's operational status, book, inform… 

According to Gretzel (2021b), websites serve as the most reliable and comprehensive source of 
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information for travellers seeking updates on hotel services. A well-structured website ensures 

that visitors can easily find details on the hotel's operational status. This level of transparency 

is critical in rebuilding trust, as guests are more likely to book when they have clear, accessible 

information. Crick and Crick (2021) highlight that frequent updates on websites regarding the 

status of facilities and available services help maintain customer confidence and encourage 

bookings during uncertain times.        

 The hotel’s booking engine is another critical aspect of its website, particularly during 

the recovery period. Booking engines allow guests to check room availability, make 

reservations, and access special offers directly from the website. According to Huang et al. 

(2023), an integrated booking engine simplifies the process for guests, allowing them to book 

or cancel reservations with ease, while also offering personalized deals based on their previous 

bookings. The ability to manage bookings online is essential in post-disaster scenarios, as it 

reduces the need for direct contact with the hotel and gives guests the convenience of managing 

their reservations at any time.        

 To enhance the user experience and ensure real-time communication, hotels can 

integrate live chat features or chatbots into their websites. These tools provide immediate 

assistance to guests, answering questions about recovery updates, booking inquiries, or safety 

protocols. Crick and Crick (2021) mention that live chat and chatbot features reduce the 

response time to guest inquiries, which is crucial during times of uncertainty and recovery. 

Therefore, by providing real-time support, hotels can quickly address concerns and encourage 

guests to proceed with their bookings.      

 Search Engine Optimization (SEO) is also essential for driving traffic to a hotel’s 

website during post-disaster recovery. By optimizing their content for search engines, hotels 

can ensure that potential guests looking for accommodations in the area can easily find their 

website. As highlighted by Barbe and Pennington-Gray (2022), implementing SEO strategies 

ensures that hotels remain visible to online users, particularly during times of crisis when online 

visibility is crucial for rebuilding occupancy. Key strategies include using relevant keywords, 

updating content regularly, and ensuring fast loading times, which can help improve the hotel's 

ranking on search engines like Google. 

Online Reviews  

Online reviews on platforms like TripAdvisor and Booking shape the public’s perception of a 

hotel, especially after a disaster. Dimitrios et al. (2023) state “Online reviews are especially 
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important in the hospitality industry, which focuses on customer satisfaction”. (page 692). By 

responding to reviews, hotels can show that they care about their guests' experiences and are 

taking steps to improve based on feedback. Indeed, “review sites such as TripAdvisor allow the 

evaluation of a hotel's services based on a 5-star rating system, as well as a description with 

comments from the user experience during their stay at the hotel » (page 692) explain Dimitrios 

et al. (2023). 

Influencer Partnerships  

Influencer marketing has grown into a powerful tool for hotels. One of the key advantages of 

influencer partnerships is their ability to build trust through authenticity. Influencers typically 

have strong relationships with their followers, and their endorsements carry a personal touch 

that traditional advertising cannot match. Influencers can showcase real experiences from their 

stays. Through posts, stories, and live sessions, influencers can provide their audiences with 

behind-the-scenes looks at the hotel's recovery efforts, and newly renovated areas, making the 

hotel appear more approachable and transparent. As Huang et al. (2023) point out the perceived 

authenticity of influencer-generated content can lead to greater customer trust, which is crucial 

in post-disaster recovery marketing.        

 Another major benefit of influencer partnerships is the ability to reach highly targeted 

and engaged audiences. By selecting influencers whose followers align with the hotel’s target 

market, hotels can ensure that their messaging reaches the right people. This can include 

influencers who specialize in travel, lifestyle, or even sustainability, depending on the hotel’s 

offerings and the focus of their recovery efforts. Gretzel (2021b) argues that partnering with 

influencers who have a niche but loyal following can yield better engagement rates, as these 

audiences are more likely to trust recommendations from their favourite creators. Micro-

influencers, in particular, can be highly effective for post-disaster recovery campaigns. These 

influencers, who typically have between 10,000 and 100,000 followers, tend to have higher 

engagement rates than larger influencers. Their more intimate relationships with their followers 

make their endorsements feel more personal and trustworthy. As Crick and Crick (2021) explain 

micro-influencers can offer a more personalized touch to recovery marketing efforts, often 

driving higher engagement and conversions due to their closer connections with followers.

 Influencers are often skilled content creators, and their ability to produce high-quality, 

engaging content can help hotels tell their recovery stories in compelling ways. This content 

can then be repurposed by the hotel for their own digital platforms, such as their website, social 
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media channels, or email campaigns. By integrating influencer-generated content into their 

broader marketing strategy, hotels can benefit from the increased exposure and engagement that 

influencers bring while also reinforcing their own brand message.   

 Influencers can also play a key role in promoting special recovery offers or packages. 

Many hotels offer discounts or incentives to attract guests back following a disaster, and 

influencers can help amplify these promotions to their followers. Gretzel (2021b) highlights 

that influencers can create a sense of urgency around special deals or recovery packages, 

encouraging their followers to take advantage of limited-time offers. Whether it’s promoting a 

discounted stay or a unique post-recovery experience, influencers can help generate buzz and 

drive bookings. For instance, after the 2023 earthquake in Morocco, several hotels worked with 

influencers to promote exclusive recovery packages aimed at attracting international tourists 

back to the region.          

 Beyond driving bookings, influencer partnerships can help enhance the hotel's brand 

image during and after a crisis. By associating with well-respected influencers, hotels can align 

themselves with the values that the influencer represents, such as sustainability, luxury, or 

adventure. As Crick and Crick (2021) explain influencers can help reposition a hotel’s brand 

image, especially if the hotel has made improvements or changes as part of its recovery efforts. 

Digital Campaigns using Video Content 

Video content is particularly effective because it combines both visual and auditory elements, 

creating a stronger emotional connection with viewers. As Barbe and Pennington-Gray (2022) 

note, video content provides a more immersive experience, allowing viewers to see the progress 

being made and feel connected to the recovery journey.    

 Storytelling is a key element of successful video marketing. Influencers and hotels can 

create videos that highlight personal experiences, or the efforts made by the hotel to ensure 

guest safety. According to Huang et al. (2023), authentic video content helps humanize the 

brand, making it easier for potential guests to relate to the hotel's recovery journey and feel 

reassured about their own safety. This authentic, emotional connection can encourage viewers 

to book a stay, especially when they see that the hotel has made significant improvements or is 

actively engaged in ensuring guest well-being.      

 Social media platforms, especially Instagram, YouTube, and TikTok, provide excellent 

venues for video marketing. These platforms allow hotels to share short clips or longer, more 

detailed videos that can reach a wide audience. Instagram Stories and TikTok, in particular, 
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have become popular for short, engaging videos that can quickly grab a viewer’s attention.

 Videos can also include clear calls-to-action (CTAs), encouraging viewers to book a 

stay, visit the hotel's website, or take advantage of a special offer. According to Gretzel (2021b), 

videos with well-placed CTAs, such as direct links to booking pages or exclusive recovery 

offers, can drive conversions and increase direct bookings. By including booking links or 

promotional codes within the video or its description, hotels can seamlessly transition viewers 

from watching the content to making a reservation, making video marketing not just a tool for 

engagement but also for direct revenue generation. 

3.3.3. Effectiveness of Digital Communication Strategies 

The Key Performance Indicators (KPIs) 

Engagement metrics such as likes, shares, comments, and overall interaction on social media 

platforms are often used to measure the effectiveness of communication strategies. Gretzel 

(2021b) states that high levels of engagement on social media platforms, particularly in the 

form of comments and direct messages, are strong indicators of audience trust and interest in 

the recovery efforts. Metrics like click-through rates (CTR) from posts and ads to the hotel's 

website or booking page can also indicate how well the message is resonating with the audience.

 Conversion rates, particularly related to bookings in the hospitality industry, are direct 

indicators of the success of digital communication strategies. Tracking how many users book a 

stay after receiving personalized email campaigns or viewing social media ads helps hotels 

measure the return on investment (ROI) of their digital strategies.   

 Increased website traffic, especially to pages related to the hotel's recovery process, can 

be another measure of effectiveness. Gretzel (2021b) notes that tracking website traffic offers 

insight into how well digital campaigns are driving user interest. Additionally, bounce rates (the 

percentage of visitors who leave the site after viewing only one page) can help hotels understand 

whether their content is engaging enough to encourage further exploration or bookings. 

Customer Feedback and Surveys 

Gathering direct customer feedback through surveys and online reviews is another critical 

method for evaluating the success of digital communication strategies. Surveys sent after an 

email campaign or shared on social media platforms can ask guests about their perceptions of 

safety, the clarity of communication, and the likelihood of booking. According to Crick and 

Crick (2021), customer feedback collected via digital channels helps hotels understand how 
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effectively their messages are resonating with potential guests, particularly around concerns 

like safety and transparency. 

Brand Sentiment and Reputation Metrics 

Another effective way to measure the success of digital communication strategies is 

through brand sentiment analysis and reputation management tools. As Barbe and Pennington-

Gray (2022) suggest, tracking changes in brand sentiment, as reflected in online reviews, social 

media mentions, and customer feedback, helps hotels understand how effectively they are 

rebuilding their reputation post-disaster. Reputation management platforms like TripAdvisor or 

Google Reviews are key sources of data to gauge whether communication efforts are positively 

shifting public perception. As highlighted by  Dimitrios et al. (2023), “for consumers, an online 

review is the most common way to express a complaint, comment, or satisfaction, and rate the 

hotel or service they received. For hotel managers, online reviews are the best channel to get 

additional information about the quality of services they offer and customer requirements.” 

(page 692) 
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3.4.Animation Plan 

Source: Own elaboration 

3.5. Animation Questions 

• Digital Marketing Strategies 

Question 1: What digital marketing strategies were adopted by Es Saadi Marrakech Resort to 

rebuild customer confidence, ensure business recovery after the earthquake and how were the 

formats, content, and messaging approaches designed? 

• Effectiveness of Digital Communication Tools 

Question 2: How did the implementation of these tools contribute to the overall recovery of 

the resort’s business performance? 

Question 3: Which digital communication tools were most effective in restoring tourist 

confidence and encouraging them to visit the resort after the disaster? 
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• Pedagogic Note 

Question 4: What lessons can be drawn from this disaster recovery context regarding the role 

of digital within the hospitality industry? 

 

3.6.Case resolution 

Question 1: What digital marketing strategies were adopted by Es Saadi Marrakech Resort to 

rebuild customer confidence, ensure business recovery after the earthquake and how were the 

formats, content, and messaging approaches designed? 

Es Saadi Marrakech Resort decided to launch a digital marketing campaign, with the help of a 

French communication agency, to restore customer confidence and drive business recovery 

after the earthquake (Annex C). The investment allocation reflects an intent to test different 

channels for effectiveness. The total media budget invested was 12 814 euros, with agency fees 

accounting for an additional 6 645 euros. The campaign used Google Ads and Meta Ads 

(Facebook & Instagram), with distinct budgets for each phase and platform. The segmentation 

of the campaign into two phases shows a clear strategy to first create awareness about the Es 

Saadi Marrakech resort and then move into targeted customer acquisition. The campaign had 

distinct objectives for each phase: 

• Phase 1 (Notoriety): Focused on increasing visibility, reassuring customers post-

earthquake, and attracting last-minute holiday visitors (4,300 Euros spent on Google 

and Meta ads.) 

• Phase 2 (Acquisition): Aimed at driving traffic to a landing page promoting four 

different stay offers especially created for this campaign, thus focusing on conversions 

(8,550 Euros invested across Google Search, YouTube, and Meta). 

The campaign's structure was tailored to first rebuild customer confidence and brand image, 

especially after the earthquake, followed by a push for conversions through targeted offers. As 
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explained by the project manager:” In the second phase of the campaign, we refined the 

selection of visuals to include only those that had proven most effective during the initial phase. 

This strategic adjustment aimed to optimize visual impact and engagement based on prior 

performance data. Additionally, the link associated with the advertisements was modified; 

instead of directing users to the website's homepage, it now led to a dedicated landing page 

featuring special offers created specifically for this campaign. This change was intended to 

enhance the relevance of the user experience and drive targeted conversions by presenting 

tailored promotions directly aligned with the campaign's objectives. “(Annex F)  

 The target audience was divided into categories such as Families, Well-being Seekers, 

and Remote Workers, focusing on customers with an intention to book (Annex C). The detailed 

budget allocation and multi-platform approach demonstrate a well-planned media strategy, 

which likely aimed at maximizing reach and relevance. The focus on multiple audience 

segments ensured that the campaign reached diverse groups, increasing the chances of higher 

engagement, making sense during this first phase.       

 For the campaign, they produced a variety of content formats, including static images, 

animated visuals, and video ads (Annex C).  

 

Twelve visual ads were used. The campaign titled 'Winter Sunbliss' was “designed to 

highlight several key themes, giving to the French audience, the idea that they can go on 
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vacation to a warm, sunny destination in the middle of winter” stated the project manager during 

the interview (Annex F). It emphasized the appeal of sunny weather with messaging such as 

« S’évader au soleil », « Un hiver au soleil », and « Travailler au soleil ». Additionally, the 

campaign focused on the concept of escape, using phrases like « S’évader au soleil », « Partir 

fissa » and « Envie d’ailleurs ».  Most importantly, it underscored the theme of well-being, 

incorporating terms like « Se ressourcer » and « Parenthèse bien-être » to promote the idea of 

rejuvenation and relaxation.         

 Three key visuals stood out during Phase 1: "Changer d’air" (7K clicks), "Marrakech 

mon amour" (2.4K clicks) and "Se ressourcer en famille" (470 clicks) (Annex C). Compared to 

the questionnaire’s answers collected, the favourites visuals were “Partir Fissa”, “Changer 

d’air” and “Bain de soleil” (Table D.11). We can highlight “Changer d’air” were, in both data 

collected, chosen by the French population. The performance of the three key visuals (Annex 

C) indicates the themes that resonated most with the audience: change, family, and especially 

Marrakech’s landscapes. 

 

 

The focus on video and animated visuals aligns with hospitality trends that show higher 

engagement rates for dynamic content.        

 The campaign used four types of Google Ads (Annex C). Each format had a specific 
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purpose, such as targeting users who had previously visited the website or shown interest in 

luxury travel to Marrakech: Discovery campaign, Youtube campaign, Search ads campaign and 

Display remarketing campaign. 

 

Question 2: How did the implementation of these tools contribute to the overall recovery of 

the resort’s business performance? 

Regarding Google ads campaign’s performance, it generated over 2 million impressions with a 

click-through rate (CTR) of 1.26%. It brought in €912 in reservations and tracked 2,725 actions 

indicating an intent to reserve, making it a cost-effective campaign with a low cost per click 

(CPC) (Annex C).          

 For the Discovery campaign targeting users based on their interest in luxury travel to 

Marrakech, it had a CTR of 3.51% with an extremely low CPC of €0.03, demonstrating its 

efficiency in driving traffic and engagement. While the engagement was high, conversions were 

lower than anticipated (Annex C).        

  For the search ads campaign, Generic search ads achieved an impressive CTR of 9.17%, 

leading to 1,830 clicks and two reservations worth €912. Branded search ads outperformed, 

with a CTR of 32.7%, showing that users searching specifically for Es Saadi were highly likely 

to convert. However, the campaign faced strong competition from Booking.com, which ranked 

higher for the same brand keywords (Annex C).      

 For the Youtube campaign, the video campaign achieved a view-through rate of 15%, 
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exceeding the industry benchmark of 10% with over with over 1.3 million impressions and 

522,000 interactions. This demonstrates the high engagement rate and cost-effectiveness of the 

YouTube campaign, with a low CPM of €1.35 compared to the benchmark of €3.80 (Annex C).

 For the Display remarketing campaign targeting users who had previously visited the 

website, it achieved a conversion rate of 6.65%, indicating that remarketing successfully re-

engaged users and encouraged them to complete their booking (Annex C). 

 Regarding the Meta Ads campaign’s performance on Facebook and Instagram, it 

focused in phase 1 on driving traffic and awareness, reaching 1.7 million people and generating 

4.5 million impressions for a spend of €2,201. In phase 2, it focused on conversions, the 

campaign generated four reservations and €2,635 in revenue, demonstrating a clear return on 

investment (Annex C).         

 Once again, the video ads outperformed static images and carousels reaching 1.4 million 

people, 3.1 million impressions, 538 000 interactions, generating three bookings and over 2,000 

booking intents, proving that dynamic content was more effective in driving user engagement 

and conversions (Annex C).          

 For the social media posts on Facebook and Instagram, the campaign garnered 1 million 

interactions, predominantly through positive comments, reflecting a high level of engagement 

and interest from the audience (Annex C).      

 Brand searches for Es Saadi increased by 15% during the campaign, demonstrating a 

rise in brand awareness and customer interest. This suggests that the digital marketing efforts 

successfully increased visibility and recognition for the resort. This is the “halo effect” (Annex 

C).            

 The digital campaign had a real important impact on website traffic which saw a 365% 

increase during the campaign compared to the previous period, and an 88% increase compared 

to the same time last year (Annex C). 
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This illustrates the campaign’s effectiveness in driving visitors to the website. 

Reservations also has been positively impacted showing a 107% increase in bookings compared 

to the previous period and a 48% increase compared to the same time last year. This underscores 

the campaign's success in not only driving traffic but also in converting that traffic into 

bookings.          

 Overall, the campaign generated a total of 8 million impressions, resulting in 60,212 

clicks and 4,437 website visits, with a conversion rate of 9.29% (Annex C). This data indicates 

a well-executed Google Ads strategy. The high number of impressions and website visits shows 

effective targeting, but the conversion rate of 9.29% points to potential challenges in translating 

interest into bookings due to issues with the booking engine. Meta Ads performed similarly to 

Google Ads but with a stronger focus on video content. The video ad generated the most 

reservations (3 out of the 4 on Meta), and over 2 000 intentions to book were recorded. Meta 

Ads had a strong performance with the video format, further underscoring the importance of 

dynamic content in engaging potential customers.      

 The campaign resulted in 20 reservation files, with a total of 83 room nights booked 

(Annex C). However, the report notes that 12 bookings could not be traced directly to the 

campaign, possibly due to users returning to book later after comparing offers, creating 

challenges in tracking.         
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 The success of the campaign can be attributed to the substantial increase in bookings 

and brand awareness, even though there were some challenges with the booking engine that 

hindered the overall conversion rate. Indeed, on Annex C, the graph shows 99% abandonment 

rate on the booking engine from the moment the client clicks on the “Booking” button available 

on the ad to the booking confirmation.  

 

The report suggests that an analysis of the booking process is needed to understand why 

users are dropping off at such a high rate. Issues like outdated photos and a clunky interface are 

identified as potential barriers to conversion. The high abandonment rate is a major concern 

that requires immediate attention. Optimizing the booking engine and updating visuals could 

potentially convert a much higher percentage of visitors into paying customers, significantly 

improving the ROI of future campaigns.       

 The campaign achieved its goals of increasing brand awareness and driving traffic to 

the website. However, the booking engine's underperformance highlights a critical area for 

improvement. Moving forward, fine-tuning the user experience on the booking platform and 

continuing to leverage high-performing ad formats like video will be essential for maintaining 

the positive momentum gained during the campaign. 
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Question 3: Which digital communication tools were most effective in restoring tourist 

confidence and encouraging them to visit the resort after the disaster? 

According the final report of the campaign on Annex C, Google Ads, particularly branded 

search ads, proved to be highly effective, achieving a click-through rate (CTR) of 32.7%. This 

indicates that tourists actively searching for Es Saadi were more likely to engage with the ads, 

showing a strong level of intent to book. The search ads also successfully communicated the 

recovery progress, safety measures, and special offers, helping to rebuild confidence among 

potential guests.          

 Meta ads, deployed across Facebook and Instagram, were equally important in reaching 

a broad audience and encouraging interactions. Video ads, in particular, outperformed static 

formats, generating three bookings and over 2,000 booking intents. The combination of visually 

appealing content and the ability to engage users directly through comments and shares helped 

create a sense of reassurance among potential tourists. The campaign reached over 1.7 million 

users, further enhancing brand visibility and credibility during the recovery phase. 

 YouTube video campaigns were another standout tool, generating 1.3 million 

impressions and achieving a view-through rate of 15%, which exceeded industry benchmarks. 

The video content showcased the resort’s offerings services, and overall ambiance, providing 

potential guests with a virtual experience that helped alleviate concerns about visiting post-

disaster. Indeed, This video allowed people who watched it to immerse themselves and imagine 

themselves in this oriental world, supported by table D.14 (Annex D), which highlights ‘oriental 

architecture’ as the factor that people remember most after watching the video. The videos 

played a critical role in enhancing engagement and delivering a visual narrative of recovery. 

“The creation of content was a key factor in the success of this campaign” highlighted by Es 

Saadi’s project manager during the interview (Annex F).   

 

Question 4: What lessons can be drawn from this disaster recovery context regarding the role 

of digital within the hospitality industry? 

The disaster recovery context of the Es Saadi Marrakech Resort provides several key lessons 

regarding the critical role of digital marketing within the hospitality industry. First, it highlights 
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the importance of immediate communication and transparency in post-disaster scenarios. 

Digital platforms like Google Ads, Meta (Facebook and Instagram), and YouTube proved 

essential in communicating the resort's recovery process and ongoing operations. The ability to 

reach wide audiences in real-time, as seen through millions of impressions and high interaction 

rates, underscores how digital marketing can quickly rebuild customer confidence and drive 

traffic back to the brand.         

 A second important lesson is the power of targeted advertising and remarketing. The 

use of display remarketing and search ads ensured that users who had already shown interest 

were effectively re-engaged, leading to higher conversion rates. In particular, branded search 

ads performed exceptionally well, with a 32.7% click-through rate, demonstrating the value of 

maintaining strong visibility on search engines during periods of recovery (Annex C).

 Another key takeaway is the significance of visual and video content. The YouTube 

campaign and Meta video ads performed particularly well, generating a high number of booking 

intents and engagement, showing that dynamic and visually engaging content can have a 

substantial impact on consumer behavior in times of uncertainty. According the table D.15 

(Annex D), this video brings positivity, a good feeling to the viewer and catch’s his attention. 

This aligns with the general shift toward using video as a primary format in digital campaigns.

 The need for a seamless booking experience is also a critical lesson. The campaign's 

high abandonment rate at the booking stage highlights the importance of an optimized, user-

friendly booking engine to convert interested prospects into paying guests. Improving the 

digital infrastructure, such as the booking engine, can significantly boost conversion rates and 

ensure that the traffic driven by digital campaigns translates into actual reservations.

 Lastly, the campaign demonstrates that brand awareness and consumer trust are 

paramount in disaster recovery. The rise in brand searches and the increase in overall website 

traffic reflect how consistent digital marketing efforts build long-term resilience by keeping the 

brand top-of-mind during a crisis. The overall campaign illustrated that digital marketing is not 

only a tool for immediate recovery but also a strategic asset for long-term brand health in the 

hospitality sector. 

 

3.7.Case Resolution Slides 

The case resolution slides can be found on Annex G. 
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4. Conclusion  

The Es Saadi Marrakech Resort, along with the hospitality sector in Morocco, faced significant 

challenges following the 2023 Al Haouz earthquake. Despite minimal physical damage to the 

resort itself, the psychological and reputational impact on tourism in Marrakech was severe. 

This pedagogical case study has explored how the resort's management team leveraged digital 

marketing strategies to navigate these post-disaster challenges and restore customer confidence. 

By implementing targeted digital marketing efforts, particularly through the Winter Sunbliss 

campaign, the resort aimed to rebuild its brand image, engage with its primary target audience 

(French tourists), and highlight the unique offerings of the resort. The combination of social 

media platforms and video content proved instrumental in communicating safety, recovery 

efforts, and unique experiences available at the resort.    

 Primary data collected from the interview with the project manager and the survey of 

291 French tourists provided critical insights into the effectiveness of these digital strategies. 

The findings revealed that visual storytelling, emotional engagement, and transparent 

communication are key components in successfully restoring tourist confidence. Furthermore, 

real-time customer feedback and personalized marketing content have enabled Es Saadi to adapt 

its strategies in response to customer needs and preferences.    

 The study contributes to existing literature on post-disaster recovery in hospitality by 

offering practical solutions for utilizing digital marketing as a recovery tool. It provides 

valuable lessons not only for Es Saadi but for the broader hospitality industry facing similar 

challenges in the aftermath of natural disasters. By effectively managing digital communication 

and marketing efforts, hotels can foster resilience, maintain customer trust, and drive bookings 

even in the face of uncertainty.        

 This research also offers practical implications for marketing managers, particularly 

within the hospitality sector, who seek to understand the role of digital marketing in crisis 

management. The ability to act quickly, engage emotionally with customers, and provide clear 

and reassuring communication will remain key factors in navigating post-disaster recovery 

successfully.          

 Future research could delve deeper into understanding the long-term impacts of digital 

marketing strategies on consumer loyalty and retention in post-disaster contexts. While this 

study highlights the immediate effects of digital marketing campaigns in restoring customer 

confidence and driving bookings after a disaster, it is equally important to examine how these 

strategies affect long-term consumer behaviour. One area of exploration could be how digital 
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marketing campaigns foster long-term brand loyalty. For instance, after a natural disaster, hotels 

often use personalized content, storytelling, and emotional engagement to connect with their 

audience. Future research could investigate whether these emotional connections lead to 

stronger loyalty over time, making consumers more likely to return to the hotel or recommend 

it to others. Lastly, comparative studies across different types of natural disasters, geographic 

regions, or hotel brands could offer a broader perspective on the universal principles and 

context-specific elements of digital marketing in post-disaster recovery. Understanding these 

dynamics will be crucial in developing resilient marketing strategies that not only recover lost 

business but also build a loyal customer base that endures beyond the immediate crisis. 

 Last but not least, this thesis can be used as a tool to show what options has an hotel 

post disaster. To notice, the target of the questionnaire has been chosen to fit with the main Es 

Saadi Marrakech Resort’s target which is French population. If the population changes, the 

tools displayed in this thesis has to be adjust compared to consumer’s behaviour of this new 

population. 
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Methodology and Pedagogical Note Annexes 

 

Annex E. Online Survey in English & French version 

 

Section 1 – Demographic questions 
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- If the respondent’s answer was “no” 

 

- If the respondent’s answer was “yes” 
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Section 2 – General questions 
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Section 3 – “Winter Sunbliss” campaign’s pictures questions 
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Section 4 – “Winter Sunbliss” campaign’s video question 



 

 99 

 

 

 

 



 

 100 
 

Annex F. Interview to Es Saadi Marrakech Resort Project Manager 

• Questions on Strategies Used 

1. Can you describe the key digital marketing strategies you implemented in the 

"Winter Sunbliss" campaign following the earthquake? 

o What were the main platforms used (e.g., social media, email marketing)? 

In a complicated context due to the earthquake, at the beginning of September 2023, and 

secondly to the Israeli-Palestinian war, we felt a drop in reservations and cancellations within 

the hotel and the palace. Indeed, we thought that our main target, visitors, were afraid to come 

to a country where an earthquake had just taken place and what's more, an Arab country. The 

confusion between this war exploding in the Middle East and us could be possible just because 

we are all Arab countries when in fact we are not even neighbors geographically speaking. To 

counteract this decline in reservations due to the earthquake but also, secondly, to this possible 

amalgam, we decided to launch, with the help of a French communications agency ‘Intercept’, 

a communications campaign to reassure the French about Morocco in general and attract them 

back to the Es Saadi Marrakech resort. As part of our digital marketing strategy, we utilized 

several key platforms, including Meta, with a particular focus on Facebook and Instagram, as 

well as Google Ads. On the latter, we leveraged advanced features such as Demand Gen and 

Performance Max to maximize our reach and the effectiveness of our actions. Four distinct 

types of campaigns were launched to diversify our acquisition channels: a Discovery campaign, 

a Search campaign, a Display campaign, and a YouTube campaign. Each campaign was 

designed to target specific audience segments, based on their behaviors and interactions with 

the brand, with the aim of maximizing engagement and conversions. 

o How did you tailor the messaging to address the post-earthquake context? 

Right after the earthquake, our primary objective was to convey our deep support and solidarity, 

on social media, to the families, victims, and our employees affected by it. This first phase 

focused on demonstrating empathy and commitment to those impacted. 
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Source: Es Saadi Marrakech Resort’s Linkedin Post 

Then, our goal evolved to reassuring potential visitors that, despite the challenges faced by the 

earthquake, Marrakech remained a safe destination. We aimed to emphasize the importance of 

continuing to visit the city and promote the hotel, highlighting its resilience and ongoing appeal 

as a vibrant and welcoming location, especially during winter season cause it is way less cold 

here than in Europe. In agreement with the agency, we decided to divide our campaign into 2 

phases: firstly, with the aim of raising awareness so as to be visible for the 2023 Christmas 

festivities and make the French understand that Marrakech is safe. Then, in a second phase of 

acquisition, we adjusted the targeting according to what worked best in the first phase, in order 

to drive as much traffic and conversions as possible to the landing page offering specially-

designed holiday deals. 

 

2. What role did content creation play in the campaign? 
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o How did you decide on the types of content (e.g., videos, images, testimonials) 

to use? 

The creation of content was a key factor in the success of this campaign. This involved 

meticulously selecting images—whether photos or videos—to effectively reflect the identity 

and authenticity of the Resort. Additionally, the choice of textual elements was crucial; the 

messaging had to embody the core values of Es Saadi while also encouraging potential visitors 

to return to Marrakech, and specifically to Es Saadi Marrakech Resort. The content strategy 

was designed to resonate with the target audience by highlighting the unique attributes of the 

Resort and reinforcing its appeal as a premier destination. The choice naturally fell on the use 

of images and videos. Images were selected for their ease of distribution in advertisements 

through Google, while videos were prioritized for their ability to help targeted consumers 

visualize the experience more effectively. Videos offer a more comprehensive view of the 

locations and, in today’s digital landscape, are particularly effective on social media platforms 

such as Instagram. This visual content not only enhances engagement but also helps in creating 

a more immersive and compelling narrative for the audience. 

o Were there specific themes or narratives that you aimed to emphasize in the 

campaign? 

The campaign titled 'Winter Sunbliss' was designed to highlight several key themes, giving to 

the French audience, the idea that they can go on vacation to a warm, sunny destination in the 

middle of winter. It emphasized the appeal of sunny weather with messaging such as « S’évader 

au soleil », « Un hiver au soleil », and « Travailler au soleil ». Additionally, the campaign 

focused on the concept of escape, using phrases like « S’évader au soleil », « Partir fissa » and 

« Envie d’ailleurs ».  Most importantly, it underscored the theme of well-being, incorporating 

terms like « Se ressourcer » and « Parenthèse bien-être » to promote the idea of rejuvenation 

and relaxation. 

3. How did you leverage social media in the campaign? 

o Which social media platforms were most effective, and why? 
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The results varied significantly depending on the diversity of the target audiences and the 

content used. Specifically, the video campaign distributed on Meta platforms demonstrated 

particularly strong performance at the national level. In contrast, the Google Ads campaign 

proved to be more effective and yielded better results on an international scale. Indeed, Meta 

(including Facebook and Instagram) proved to be the most effective social media platform. The 

campaign achieved over 6.5 million impressions on Meta, reaching 2.4 million unique users, 

which highlights its vast audience reach and strong engagement capabilities. The platform also 

generated more than 304,000 interactions, including likes, shares, and comments, indicating 

high engagement levels from the target audience. Meta was particularly effective due to its 

ability to target specific demographics, in this case, French-speaking travelers, through precise 

targeting and tailored content. The platform's advanced advertising features, including audience 

segmentation, made it easier to focus on users who had expressed an interest in travel, luxury 

experiences, and premium accommodations. Additionally, Meta's visual nature allowed the 

campaign to showcase Es Saadi’s luxurious facilities and unique offerings through high-quality 

images and videos, which resonated well with the audience. Google Ads was also an effective 

platform, generating 2 million impressions and resulting in 334 booking intentions. However, 

Meta’s capacity for visual storytelling and its larger user base in the target market made it the 

top-performing social media platform in terms of reach, engagement, and driving intent-to-

book. As a result, Meta played a crucial role in enhancing brand visibility and fostering 

customer engagement during the campaign. 

o How did you ensure engagement and interaction with your audience on these 

platforms? 

To sustain engagement and interaction with our audience, our social media manager was 

responsible for addressing every question and comment received on social platforms. 

Simultaneously, our reservations team was briefed with specific guidelines to ensure they could 

effectively respond to inquiries both over the phone and through our website. This dual 

approach helped maintain a high level of responsiveness and customer satisfaction, reinforcing 

our commitment to addressing the concerns of our audience promptly and effectively. 
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• Questions on Challenges Faced 

4. What were the main challenges you encountered while designing and 

implementing this digital marketing campaign? 

o How did the post-earthquake situation impact the usual marketing processes? 

The most significant impact was on the choice of words, the way the message was addressed 

and constructed. It was crucial to avoid alarming potential visitors while continuing to persuade 

them to choose our Resort. Prior to the earthquake, communication was already complex due 

to intense competition. However, the situation was further complicated by the earthquake, 

which affected travel to Marrakech and Morocco more broadly. As a result, the careful selection 

of phrasing, choice of words, and reassurance of potential visitors became even more critical in 

our marketing efforts. The messaging needed to be thoughtfully crafted to both address 

concerns and convey the city’s resilience, ensuring that it remained an attractive and safe 

destination. 

o Were there any specific challenges related to consumer perception and trust? 

Yes, although relatively minor, some visitors expressed concerns regarding the safety of the 

destination and the potential for additional seismic activity in the weeks following the initial 

earthquake. However, over time, these fears were alleviated as the situation stabilized and 

reassurance measures were effectively communicated massively online through social media 

from campaigns implemented by other hotels. 

 

5. How did the geopolitical situation, particularly the Israel-Palestine conflict, affect 

your marketing efforts? 

o Did it influence the choice of marketing channels, post ideas or the timing of 

the campaign? 
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Similarly to our approach regarding the earthquake, our goal was to maintain total transparency 

and provide reassurance about the safety of the city and the country. We prioritized clear and 

honest communication to address concerns and build trust among potential visitors. This 

approach was designed to mitigate any lingering fears and affirm the commitment to ensuring 

a secure environment for all. The timing of the campaign was significantly influenced by 

several factors. In addition to the primary goal of boosting bookings for the winter season—a 

traditionally quieter period when winter sports such as skiing are more popular—there was a 

pressing need to reassure potential visitors, particularly those from France, about the safety of 

traveling to the country. Given the general apprehension towards visiting Middle Eastern 

countries due to ongoing conflicts, it was crucial to address these concerns directly. Launching 

the campaign during this period was therefore both strategic and necessary. Furthermore, the 

geopolitical conflict played a role in accelerating the campaign's launch. Although the campaign 

was already planned, the evolving geopolitical situation underscored the urgency and relevance 

of its deployment, thereby facilitating its execution.  

• Questions on Objectives Set 

6. What were the primary objectives set for the "Winter Sunbliss" campaign? 

o How did these objectives align with the overall recovery strategy for the 

resort? 

The primary objectives were to stimulate bookings for the winter season, particularly in January 

and February, which are typically slower months for the resort. Additionally, the campaign 

aimed to enhance brand awareness on the first phase and then acquisition driving conversion 

rate on the created landing page and therefore bookings. By focusing on these goals, the 

campaign sought to address the seasonal downturn in reservations and expand the resort's reach 

to attract a broader audience. These objectives were perfectly aligned with the company’s 

revitalization strategy, which was designed to reposition the brand by emphasizing authenticity 

and well-being. By focusing on these elements, the strategy sought to enhance the brand's 

overall market presence and appeal, aligning with the broader objectives of the company's 

recovery and growth plans. 
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o Were there specific targets related to visitor numbers, engagement rates, or 

brand perception? 

During the initial phase of the campaign, the primary objective was focused on enhancing brand 

visibility and establishing trust. This phase aimed to increase awareness, reassure potential 

customers, capture their attention, and reposition the brand positively in their minds. In contrast, 

the second phase of the campaign shifted its focus towards customer acquisition. This phase 

utilized targeted advertisements that directed users to a dedicated landing page featuring special 

offers and tailored stay packages created specifically for this campaign. The goal was to attract 

new clients by presenting them with compelling and exclusive opportunities to engage with the 

brand. This strategic shift aimed not only to redefine the brand's image but also to achieve a 

10% increase in brand awareness, a target explicitly outlined in the campaign's goals. 

7. How did you measure the success of these objectives throughout the campaign? 

o What key performance indicators (KPIs) were tracked? 

First, we closely monitored impressions, which represented the number of times the ads were 

shown across platforms. For instance, on Meta (Facebook and Instagram), the campaign 

achieved 6,559,520 impressions, while Google Ads accounted for 2,020,553 impressions. 

Alongside impressions, we also measured the campaign’s reach, which is the total number of 

unique users who saw the ads. On Meta platforms alone, the campaign reached 2,482,134 

unique users. 

Another crucial metric we tracked was the number of clicks and traffic directed to the Es Saadi 

website. The Meta campaigns generated 34,666 visits, while Google Ads contributed 25,546 

clicks. Intent to book was another critical KPI, measured by the percentage of users who 

interacted with reservation buttons or visited landing pages. The Google Ads Search campaigns 

performed particularly well, with 334 recorded intentions to reserve, accounting for 18.25% of 

interactions. 

We also tracked the actual number of completed reservations stemming from the campaign. 

Overall, the campaign led to 20 total reservations, of which 8 were directly traceable through 
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ad clicks, resulting in a total of 83 room nights booked. Return on investment (ROI) was another 

vital KPI, and the media investment yielded an ROI of 0.3%, based on the revenue generated 

from the reservations. 

In terms of engagement metrics, we focused on user interactions such as comments, shares, and 

likes on Meta platforms. During the second phase of the campaign, there were 93 comments, 

contributing to a total of 304,534 interactions, highlighting strong consumer interest. Lastly, we 

tracked brand awareness by monitoring the increase in searches for "Es Saadi" on Google 

Search Console, where we observed a 15% rise in brand searches during the campaign period. 

These KPIs allowed us to evaluate and optimize the campaign effectively, ensuring that its 

goals of increasing visibility, driving traffic, and generating reservations were met. 

o Were there any adjustments made to the objectives as the campaign 

progressed? 

In the second phase of the campaign, we refined the selection of visuals to include only those 

that had proven most effective during the initial phase. This strategic adjustment aimed to 

optimize visual impact and engagement based on prior performance data. Additionally, the link 

associated with the advertisements was modified; instead of directing users to the website's 

homepage, it now led to a dedicated landing page featuring special offers created specifically 

for this campaign. This change was intended to enhance the relevance of the user experience 

and drive targeted conversions by presenting tailored promotions directly aligned with the 

campaign's objectives.  

• Questions on Results 

8. What were the most significant outcomes of the digital marketing campaign? 

o Did you see a measurable increase in bookings or inquiries following the 

campaign? 

One of the most measurable outcomes was the increase in impressions and website traffic, 

specifically 6.5 million impressions on Meta and over 2 million impressions on Google Ads. In 
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terms of direct bookings, the campaign generated 20 reservations, which led to a total of 83 

room nights booked. While this figure may seem modest, the campaign was also successful in 

driving substantial interest, as evidenced by 334 recorded booking intentions through Google 

Ads, reflecting a positive shift in customer behavior toward future bookings. 

o How did the campaign impact the brand perception of Es Saadi Marrakech 

Resort? 

Regarding brand perception, the campaign significantly boosted visibility for Es Saadi 

Marrakech Resort. We observed a 15% increase in brand searches during the campaign period, 

which suggests a positive impact on brand awareness. Additionally, the overall reach of 2.4 

million unique users on Meta and the strong engagement metrics — including over 304,000 

interactions — highlight how the campaign resonated with the target audience. These metrics 

indicate an improvement in the resort’s brand perception, positioning Es Saadi as a premium 

and trusted destination in the post-disaster recovery phase. 

9. What feedback did you receive from consumers or stakeholders regarding the 

campaign? 

o How did this feedback align with the campaign's initial objectives? 

Feedback from consumers was largely positive. Consumers responded well to the creative 

content and the ad placements, especially regarding the quality of the visuals and the luxury 

appeal of the resort. The feedback aligned closely with our initial objectives of enhancing brand 

awareness, generating qualified traffic, and driving customer engagement, demonstrating the 

effectiveness of our approach. 

10. How have the lessons learned from this campaign influenced your approach to 

future marketing strategies? 

o Will any strategies or tactics from this campaign be integrated into future 

marketing efforts? 
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The lessons learned from this campaign have significantly influenced our approach to future 

marketing strategies. One key takeaway was the importance of audience segmentation and 

targeting specific consumer groups with tailored messages. The success of the campaign in 

reaching French-speaking travelers indicates the value of localized content and language. 

Additionally, the ROI data and conversion rates from Google Ads showed the potential for 

refining our paid search strategy. In future campaigns, we will likely integrate similar digital 

marketing tactics, especially leveraging Meta for its extensive reach and Google Ads for its 

precision in driving intent-to-book actions. We will also focus on further optimizing the 

booking engine process to improve the conversion rate from inquiries to actual reservations.  
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Annex G. Case Resolution Slides 
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