
Preferred 
Pineapple Week 

2026

June 20 – June 27



CAMPAIGN OVERVIEW - STAYS WITH STORIES 

Concept:

• In celebration of Preferred Pineapple Week 2026, from June 20 to June 
27, Preferred Hotels & Resorts spotlighted independent hospitality through 
this year's theme, Stays With Stories. 

• Each day introduced a dedicated theme showcasing the details, characters, and 
moments that make an independent hotel extraordinary, tied together by the 

brand's pineapple symbolism.

Strategy:
• Engaged travel consumers, I Prefer Members, and the wider travel community 

across global and China-based platforms.

• Daily in-feed posts and Stories incorporated user-generated content from 
member properties for authentic perspectives.

• A sweepstakes for a week-long stay at Leela Palaces, Hotels, and Resorts was 
amplified through a partnership with U.K.-based creator @AnoushKalila.

• Organic content was boosted across Instagram and LinkedIn throughout the 

week.

#ThePreferredLife #PreferredPineappleWeek
#StaysWithStories



SOCIAL RESULTS SNAPSHOT

• 301 content pieces
• 1,305,220 impressions 
• 78,898 engagements 

• 4,211 new community followers 
• Over 100 member properties engaged in the campaign 

with 204 in-feed content pieces 
• 2,500,000+ potential impressions based on member 

properties follower count 

*Includes organic and paid brand and creator content across 

in-feed and Stories

GLOBAL CAMPAIGN RESULTS 



SWEEPSTAKES AND CONTENT CREATOR 
PARTNERSHIP OVERVIEW  

Overview: 

• Partnered with U.K.-based influencer Anoushka Probyn, 
@AnoushKalila, to announce Preferred Pineapple Week and 
promote a sweepstakes offering six nights at The Leela Palaces, 
Resorts, and Hotels. 

• Produced 20 content pieces, including in-feed collaborated 

posts and Stories, all tagging @PreferredHotels to drive entries.
• Extended the sweepstakes’ reach beyond brand channels by 

tapping into an established audience’s trust to boost entries and 
visibility. 

Influencer Results (Including in-feed and Stories): 
• 28 content pieces 
• 522,706 impressions
• 30,848 engagements



SWEEPSTAKES AND CONTENT CREATOR 
PARTNERSHIP (IN-FEED) 



SWEEPSTAKES AND CONTENT CREATOR 
PARTNERSHIP (STORIES) 



DAILY BRAND THEMED CONTENT OVERVIEW

Overview: 

• @PreferredHotels went live daily across Instagram, 
Facebook, Threads, TikTok, and LinkedIn with in-
feed posts and Stories content built around a different 
theme each day. 

• Incorporated content from member properties for an 

authentic, on-the-ground perspective while amplifying 
member voices across the portfolio. 

• The Preferred Travel Group LinkedIn channel further 
amplified the campaign to travel advisors and industry 
partners.

English-Speaking Channel Results (Including in-feed 
and Stories): 
• 249 content pieces (including reposts from participating 

member properties) 

• 236,405 impressions 
• 5,912 engagements 
• 3,036 new community followers 



DAILY BRAND CONTENT SNAPSHOT

June 20

Campaign and 
Sweepstakes Launch

June 21

Nostalgic Escapes

June 22

Mixology
“Sips with Stories”

June 23

I Prefer Hotel 
Rewards

June 24

Gastronomy

June 25

Wellbeing

June 26

Adventure and 
Untold Experiences

June 27

International 
Pineapple Day

Introduced the theme of Stays with Stories, 

and sweepstakes giveaway

Celebrated the properties and moments that 

transport guests back in time, honoring traditions, 
heritage architecture, and the sentimental stories 

that make a stay feel like coming home.  

Celebrated personalized moments and 

unexpected touches that being part of a wider 
hotel loyalty program can offer travelers. 

Spotlighted the craft cocktails, signature 

drinks, and bartender storytelling that turn 
a simple sip into a memorable part of the 

guest experience. 

Showcased the culinary artistry, regional 

flavors, and chef-driven storytelling that 
turn each meal into a defining part of the 

guest journey. 

Highlighted the restorative experiences, 

from spa rituals to mindful moments, that 
help guests reconnect with themselves 

during their stay. 

Captured the thrilling excursions and off-

the-beaten-path moments that reveal the 
unexpected side of a destination. 

Celebrated the pineapple as the enduring 

emblem of hospitality and welcome, tying 
the week’s stories together under a single 

symbol of generosity and connection. 



DAILY THEMED IN-FEED POSTS 



DAILY THEMED INSTAGRAM 
AND FACEBOOK STORIES 



DAILY THEMED LINKEDIN POSTS (B2B)



SOCIAL MEDIA CAMPAIGN AND CONTENT 
CREATOR PARTNERSHIP OVERVIEW 

(CHINA)
Overview: 

• Preferred Pineapple Week ran on the same dates 
in China, with content produced across three 
social media platforms – Little Red Note 
(Xiaohongshu), WeChat, and Sina Weibo – with the 
primary focus on Little Red Note. 

• Eight (8) member hotels posted pineapple-themed content 
on their Little Red Note accounts and engaged with the 
brand account. 

• The campaign invited Chinese travelers to share their own 
stay stories directly, with three (3) branded “Believe in 

Travel” pillowcases offered as gifts for the best 
submissions. 

• Eight (8) Chinese influencers who had previously stayed at 
member hotels supported the campaign, highlighting their 
experiences, announcing Preferred Pineapple Week, and 

directing followers to the brand’s Little Red Note account 
to participate. 

Influencer Results: 
• 8 content pieces

• 173,162 impressions
• 19,186 engagements 



CONTENT CREATOR POSTS ON LITTLE RED NOTE



DAILY BRAND CONTENT OVERVIEW (CHINA)

China Channel Results: 

• 16 content pieces
• 372,947 impressions 
• 22,952 engagements 
• 1,175 new community followers 

PUBLIC WECHAT ARTICLES



DAILY THEMED IN-FEED POSTS (CHINA)
LITTLE RED NOTE POSTS



DAILY THEMED IN-FEED POSTS (CHINA)
SINA WEIBO POSTS



MEMBER PROPERTY ENGAGEMENT

Overview: 
• A comprehensive hotelier social media toolkit was developed to support member engagement and make it easy for hotels to participate across their 

owned social channels.
• By providing ready-to-use content, the toolkit helped extend the campaign's reach, increase brand awareness, provide social storytelling inspiration, and 

unite our global community under the shared symbol of the pineapple.

Results: 
• Over 100 member properties engaged in the campaign with 204 in-feed content pieces 
• 2,500,000+ potential impressions based on member properties follower count 



MEMBER PROPERTY ENGAGEMENT



ASSOCIATE ENGAGEMENT

Overview: 
• An associate social media toolkit was developed to inspire team members to share brand messaging across their personal social channels. 
• Centered around the pineapple and what it represents for independent hospitality, the toolkit encouraged associates to celebrate the campaign through themed content while 

sharing their own stories and perspectives, helping amplify brand awareness and strengthen our global community.



Thank you to everyone who participated in 
this campaign. The continued success of 

Preferred Pineapple Week year after year is a 
direct result of hotelier, associate, and 

industry partner engagement, and valuable 
contributions.

Stay tuned for details on next year's campaign 
and ways to get involved...

 

Questions? Feedback?

Kathleen Leslie 

Manager, Global Social Media

KLeslie@PreferredHotels.com

Avani Shah

Social Media Manager, B2B

AShah@PreferredHotels.com 

Antonia Robinson

Vice President, Public Relations & Social Media

ARobinson@PreferredHotels.com

mailto:KLeslie@PreferredHotels.com
mailto:AShah@PreferredHotels.Com
mailto:ARobinson@PreferredHotels.com
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