Case Name
Sanya Conifer Hotel
Theory

Positioning ; multi-channel distribution

Key words

TikTok; Experiences Sharing

Background information

Sanya, one of the main vacation destinations in Hainan International Tourism Island,
has been constantly accommodating high-end hotels in recent years and the competition
in the leisure industry market is extremely intense. Sanya Conifer Hotel

stands out of many resort hotels thanks to their online-short-video marketing. It was
established in 2017. As far as the hotel itself is concerned, the facility advantage of
Sanya Conifer Hotel lies in the 1200 square meters infinity pool on the top floor and
the overhanging transparent pool of 70 meters, which is unique to many Sanya hotels.
Depending on its exterior design, the hotel precisely targeted the. Customers born in
1980’s ,1990°s or those from the early of the new millennium. The hotel made good use
of the popular online short-video platforms as the channels for publicizing. Through the
views of in-house guests, the true feelings and experiences were shared, which
bestowed trust and empathy to the upcoming customers who would be induced to
consume.

Marketing strategy

1.Provide free and professional photographing service for guests staying at the hotel,
with the most special infinity pool as the background. Video and photo shooting help
guests record beautiful moments and make them more willing to share their holiday
experience.

2. Multi-channel short video marketing and commercializing. In addition to sharing the
latest promotion and guest reviews on the hotel's official website, the hotel also
promoted on multiple social media platforms, including WeChat, TikTok and
Xiaohongshu, and ensured that the videos shared on any of these platforms could divert
customers to the booking channel and make the sales. On the one hand, the hotel posted
a lot of TikTok stickers by the pool to remind guests to take videos and send them to
TikTok. On the other hand, the hotel actively planned various contests to encourage
people to pluck courage to send videos and then reward them according to the number
of retweets and likes.

Outcomes

To date, the highest number of likes for short videos posted by Sanya Conifer Hotel
users is up to 1.5 million, and the number of short video browsing is usually 10 times
more than the number of likes, so short video has resulted in more than 15 million
browsing. In just a few years, the hotel quickly rose to become an online-popular hotel
with exposure of over 10 million in TikTok and RED. As the hotel gained popularity on
social media platforms, it attracted more people to stay and visit the hotel, creating a
snowball effect. Therefore, the Hotel's marketing strategy of using short videos for user
original content sharing (UGC) is a great example of new technology marketing for



hotels.

Implications & Challenges

The development of short video marketing has come to a relatively mature stage.
However, it is difficult to accumulate many fans without help from a professional team
who can input quality content sustainably. As a marketing manager of a hotel, he or she
must think over what shall be done?
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