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ABSTRACT

This chapter examines the determinants of the formation of viral content in the event 
management of hospitality entities and socio-cultural activities. The methodology 
covers the assessment of the popularity and potential impact of social networks 
on marketing and practical opportunities of hospitality entities and socio-cultural 
activities. The modeling method was applied to create a reference model of the 
credibility strategy of impression marketing. In the process of forming authenticity 
and emotional involvement of customers, the technological road map method, which 
is based on brand marketing approaches, was applied. In addition, the analysis of 
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the involvement of users of social networks was investigated. The selection of key 
indicators for evaluating the effectiveness of real content and an in-depth review 
of modern technologies and trends in its creation empirically contributed to the 
modeling of the strategy of creating real content in the field of event management 
of hospitality entities and socio-cultural activities.

INTRODUCTION

With the emergence of the COVID-19 epidemic, the hospitality industry suffered 
from a decline in demand, causing a decline in revenues (Bouarar et al., 2023), so most 
hospitality entities turned to digital technology to find practical solutions (Bovsh et al., 
2023). In practice, in order to improve business performance, digital transformation 
has been widely adopted across most industries (Bouarar et al., 2022), including the 
hospitality industry. In this context, event management becomes a key tool for the 
promotion and development of hospitality and socio-cultural activities, as it allows 
you to diversify the product and create profitable package offers, in particular, in 
the organization of conferences, exhibitions, family events, corporate events, and 
festivals. In fact, innovative approaches to the implementation of inventive activities, 
marked by Industry 5.0 and digital technologies, create new opportunities in the 
services marketing (Bouarar et al., 2023; Bovsh et al., 2023; Oliveira et al., 2024). 
Now, when the competition in the field of hospitality and socio-cultural activities is 
intensifying, the formation of authentic content is becoming an important element 
of marketing strategies and attracting the attention of the target audience. In this 
sense, real content that conveys the uniqueness of events in the field of hospitality 
and socio-cultural activities has great potential for attracting attention and attracting 
new customers. In a consumer society where people share their lives on social me-
dia, effective, honest content can spread faster than any other form of advertising. 
Therefore, the study of its features and the effectiveness of its use in the marketing 
of hospitality entities and socio-cultural activities is relevant.

The goals of this research are to study the academic field regarding the the-
oretical categories “virality”, “event content”, “viral content”, their meaningful 
characteristics in the development of event management of hospitality entities and 
socio-cultural activities. We also explore the importance of content viralization 
in the current advertising scenario and the use of emotional intelligence for the 
perception and distribution of content about events offered by hospitality entities 
and socio-cultural activities. This research insight forms scientific approaches to 
the promotion of information and activation of sales of events (event services). The 
goal is to confirm that authentic content, which conveys the uniqueness of events in 
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