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Background information

Affected by the Covid-19 epidemic, the frequency of people's travel has been
dramatically reduced, andthe source of tourists for the hotelbusiness and inter-
provincial tourists is unstable. According to the "2021 China Hotel Industry
Development Report" released by the China Hotel Association, in 2020, the total
number of hotel facilities in the country will be 447,000. The total number of guest
rooms will be 16.205 million, a decrease of 26% and 14%, respectively, compared with
2019, and the overall scale has returned to the 2017 level. This year's hotel industry is
less comfortable than in 2020 (China Hospitality Association,2021).

The live-streaming economy has become an important force for economic development.
The scale of live streaming is expanding rapidly. According to the 47th "Statistical
Report on Internet Development in China" released by the China Internet Network
Information Center on February 3, 2021, as of the end of December 2020, the number
of online live-streaming users in China reached 617 million, an increase from December
2018. It added 220 million people at the end of the month(CNNIC, 2021).

Marketing Strategy

Live streaming on social media means an opportunity. The hotel will channel accurate
fan groups to the live-streaming room through platform promotion activities, creating
live-streaming popularity and increasing the order conversion rate. For example, the
Shangri-La Hotel has 1 million TikTok and 3  million WeChat-specific customer
groups. Before live streaming, it will attract high-viscosity target users through
multiple channels and forms by previewing and releasing grass-growing content videos.
The two forms of hotel live streaming, the immersive "cloud" hotel tour and the "raider-
style" hotel live streaming in the streaming room, Shangri-La Hotel, can help
consumers understand the hotel more intuitively.

Hotel products are mainly guest rooms. Consumers can directly see the

internal environment and facilitiesof the hotel through the hotel's lives streaming
room and ask questions about the information they are interested in. For hotel room
products with high unit prices, the flexibility and diversity of the product mix are
essential. The live streaming can also focus on the hotel pre-sale package in the
combined mode, which consists of "room + catering + additional services +
entertainment tickets" and other contents. The sales model has changed from "selling
guest rooms" to "providing complete travel services" and packing a wide range of
products that can meet most consumer groups' travel and play needs. The Shangri-La
Hotel pre-sale package has substantial time flexibility, and consumers do not need to
determine the travel date immediately. Consumers can use the method of stocking up



room vouchers first, and then they can choose a suitable travel time to make an
appointment within the package's validity period. Even if the room voucher package
expires unused, consumers can enjoy immediate refunds and after-sales service.
Consumers can purchase hotel products with confidence in the live-streaming room.

Outcomes

This activity broken space and information barriers and have shown excellent results in
influence, increased user stickiness, and sales revenue. Live streaming can narrow the
distance between hotels and consumers. Through the advantages of the destination and
the individual characteristics of the hotel, consumers are stimulated to be interested in
this hotel and destination. The hotel has a pre-sale room voucher package, changing the
traditional hotel reservation mode. Consumers have changed from the initial idea of
travel-finding, strategies-making, plans-arranging, time-finding, hotels-booking, and
long links to pictures to short links-decision making hotel reservations. It will
significantly reduce preparation time and reduced consumption of the decision- making
the cost of travel.

Implications & Challenges

The "goods" in the tourism and hotel industry differ from traditional physical goods.
They emphasize experience and service, especially for live streamers with solid
professional ability and quality.

However, many redeemed in one night will affect the customer experience. It is possible
to stock up for discounts, affecting the repurchase rate. If a guest buys a discounted
room in the live streaming room for 500 CNY, will he go to the official website to book
aroom for 1000 CNY a night? It will prevent the product from losing much of its market
positioning.
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