Case Name

Hotel Marketing New Track-Content-Drive Marketing of Yushui Hot Spring Inn
Theory

New Media Marketing; Experiential Marketing

Keywords
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Background Information

Yushui Hot Spring Inn is the latest masterpiece of Jiangsu Tianmu Lake Tourism Co., Ltd.
(Tianmu Lake 603136), a highly distinctive Chinese luxury hotel. The hotel is built along the
creek valley, with single-story guest rooms highly characteristic of the classical Jiangnan style
distributed on both sides. They outline a graceful silhouette between the bamboo shadows and
the creek light, while the distant green mountains play with the smoke and clouds, creating a
simple and pure mountain paradise. Yushui Hot Spring Inn has 50 buildings and 120 rooms,
five themed room types, and independent hot springs, providing a comfortable private
experience. Before and after the epidemic, it has created a circle of cultural experiences that
meet the needs of high-end vacationers, driven by content.

Marketing Strategy

Yushui Hot Spring Inn combined new media marketing, such as social media and fans,
focusing on the user. By insight into the needs of tourists, it achieved an increase in click-
through rates. Yushui Hot Spring Inn focused on producing short videos of independent
swimming pools on TikTok, taking advantage of the hotel's unique private swimming pool.
Through a unique waterborne live broadcast for internet celebrities, we have attracted users'
attention with beautiful scenes and tourist check-ins as features, successfully achieving "gold
absorption" of content and appearance. Yushui Hot Spring Inn transformed from simple
advertising to marketing vacation aesthetics. Creative activities such as Ferrari member salons
and industry summit forums achieved a complete marketing chain from content seeding to
monetization through word-of-mouth communication in private domain communities.
Vacation aesthetics inspire tourists' yearning.

Outcomes

1. Yushui Hot Spring Inn has explosive growth in user numbers and rapid improvement in
business performance by rapidly increasing the number of fans and improving the speed of
traffic monetization.

2. Performance data: GMV of a single live broadcast exceeded 6 million, with a redemption
rate of 40%, higher than the industry average of 30%; the average ADR increased from
1,500 yuan in 2020 to 2,480 yuan in 2023.

3. Brand data: Through the operation of a full self-media matrix such as Xiaohongshu, TikTok,
and Bilibili, the playback volume of a single Douyin video reached 40 million. It
accumulated over one million fans, and the hotel's topic tags have reached 120 million.
There are over 100 popular videos per year, and the ROI leads the high-end hotel industry
with a ratio of 1:30.

Implications & Challenges
1. Under the influence of the overall economic environment, the purchasing power of
users is declining. How should high-end hotels define customers and pain points to
target the crowd and do marketing? More accurately?



2. The competition between international alliances and independent brand hotels will
continue to intensify. How to create unique characteristics for different brand hotels to
form differentiated competition?
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