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Background Information

1.

Current Status of Aviation Culture Theme Hotels

The first aviation hotel was founded by InterContinental Hotels in 1946. Today, major

airlines at home and abroad have their own hotel groups and hotel business segments.

Based on research on multiple cases of aviation-themed hotel groups at home and

abroad, their standard features are as follows:

a. Many aviation hotels are products of the airline's diversified development strategy.

b. The selection of location and positioning of most aviation hotels are subject to the
airlines' routes.

c. Despite the capital expansion, the cash flow return and support from many aviation-
themed hotels to their primary business are lower than expected, sometimes even
affecting the development of the leading business.

d. Aviation-themed hotels that initially received capital and resource support from the
main business are relatively successful, and they later achieved their independence
in their development, such as InterContinental, Hilton, etc.

e. Most hotels under the aviation hotel group have yet to develop an aviation-themed
culture in depth, and their connection with the main business needs to be closer.

Hotel Development Process

Shenzhen Airlines Co., Ltd. (Shenzhen Airlines), headquartered in Shenzhen, was

established in 1992 and has since become the fifth largest airline in China. Shenzhen

Air International Hotel is a wholly owned subsidiary of Shenzhen Airlines. In addition

to the aviation business, it also supports the development and influence of Shenzhen

Airlines. Shenzhen Air International Hotel opened in January 2005 and was managed

initially by Jinjiang Hotels. 2008 Shenzhen Airlines established its hotel management

company and started operating its first flagship store under the "Shenzhen Airlines

International" brand. In 2021, Shenzhen Airlines International Hotel underwent

renovation and refurbishment with the "Aviation Museum Hotel" theme and thus made

a grand reappearance.

Marketing Strategy

1.

Upgrade of Hardware for the Visual Experience of Aviation Hotels

Through renovation and integration of new cultural and creative design concepts,
Shenzhen Air International Hotel has pioneered the unique cultural interpretation of
"exhibition hall + hotel" in the industry. This room renovation focuses on the floors'
public areas and the rooms' interior, creating an atmosphere of aviation and aerospace
culture and striving to give every guest a museum-like visual experience. By cleverly
combining exhibits, images, projections, audio, books, and stories of aviation and
aerospace history, legendary figures, precious anecdotes, mythological legends, and
pioneering heroes at home and abroad, using various modern technologies such as
sound, light, and electricity, it vividly put guests in a rich aviation and aerospace
cultural atmosphere.

New Cultural and Creative Design Concept, Setting a Precedent for Theme Hotels



Shenzhen Air International Hotel has applied different aviation and aerospace cultural
themes to the floors of 21 guest rooms, from human spaceflight dreams, aviation theory
exploration, and world aviation pioneers to major aviation events at home and abroad,
various aircraft collections, and human space exploration that use special artistic and
cultural embellishments to add unique and enjoyable experiences to the originally
monotonous guest room spaces.
Digital Transformation Enhances Value; New Smart Rooms Bring New Experiences
By scanning the QR codes on the artworks hanging in the corridor with a mobile
phone, guests can enjoy 210 new and exciting stories while admiring the traces of
time on old photos. At the same time, guests can experience a special cultural
exploration journey corresponding to the book "The Road to Space" and themed
cultural artifacts in the room. Shenzhen Air International Hotel has achieved
intelligent control of the building, digital monitoring, and WIFI coverage without
dead spots throughout the area, allowing guests to experience efficient and high-
quality services while enjoying the beautiful aviation culture.
Connecting Air and Ground, Making Aviation Hotels Practical
Shenzhen Air International Hotel has developed seamless service products through its
core advantage in the aviation industry, leveraging the investment partner's aviation
resources to provide high-value-added services. For example, in-house flight check-
in, flight attendant etiquette services, airport service ambassadors, direct access to
airline mileage, airport shuttle buses, and specialty model shops make the hotel lobby
a favorite city waiting lounge for "frequent passengers."

Outcomes

1.

Greatly improved reputation and word-of-mouth

Since its reopening, the online satisfaction ratio of Shenzhen Airlines International
Hotel has increased from 4.6 to 4.8.

Attracted internet celebrities to check-in and live stream, achieving more internet
fame

Since the reopening, the hotel has become a popular check-in spot for internet
celebrities, and its influence online has significantly increased.

Improved economic benefits

Occupancy rates have increased by 10%-20%, and room rates have increased by an
average of 200 yuan in comparison, achieving both reputational and economic
benefits.

Implications & Challenges
The key issues we must consider for future operations are how to sustain internet popularity,
maintain high-quality service, and keep aviation culture refreshing in the long run.



E B

“CRMZIE], BRAFICIR 7 —ERYINAR AT E Bl i A2 Stk 32 A H
BRI

dh AR T E

Rt

s SCAREN s Sk5EAE; YT

HRER

1728 S 2 R s BIR A 2290 s e B AR PR T 1946 48 i SR [ V2 S 2 QAL A B I &2

Sy BRSNS KA 2 FI A B SR 5 E B sk S5 AR B . AR E xS [ P42
FL 2 T R ik R B S B 7E SRR DL LA 5 T

oK 22 BT BB AR 2 T 2 JC A R RS T P )

24K 22 BT 250 i R X e B AR 55 7= i s L AR R T2k

b 7 EAY TR BB AN, 4K 2 BT S TR S X b 1Rl 55 SRR A I 4
= EHRAC T, ER kR

TERTHARS B 32 M B AR Je B YR S FF IR 5 B S B ST B IR0 2 3 UG 5 AR G R
i, BIanbr. AR s .

K22 B0 2 0 05 B A 1 Y8 ) AR T 2 R SO AT ER BT R, 5 B
R K

WG R ETIFERYINT B IR A7 GRID , BEREEYl, T 1992 4FRAr,
KIEZES, BT E R AT RYIELTE BRI AR 48 8
e BRMTZS FLAN, I8 TR R0 K R S s J1ER AR T B . ERYIR AT
[ FRify )5 T 2005 4 1 HFFL, Hed] BB LI0)E S B A RS H, 2008 FIRATKAL
HAWEEEAR, FHLL “RNEBR” A, 1EAE A = B E ZEALE X
ANEE . 2021 4F, TRMUEFRT)E DL B AR TS 7 O SRR T T R O,
HILTAM.

B R

1.

BESETE, SRTHIL I BRI . 38 i 0B A AT 238 SC BT E B S, A
FOFEI T “REVEHBNE " WRr (O OSCREE eI I b ool B Sk 2 A 3
X ANz B A ERAN IX SR, ML R SR L, TR &R — L R 2 i R 1)
AL . B e dh . BB, &2, wl BEE S E WML TR I P s
HWF L AT A il MU, SRR IR A S, A DG,
HL S5 2 R BAREOAR T BUE Bt N 45 (1 72 20 TURAE MR A 22 R SO U =4
o o ow o #®o& o, JF o X OB W OJE % Bl .
TR 21 DEEZIRT ARSI SCER, WA RRBE. iz
HRIRR . EANUSEMEIF IS KRS IR EHLERR . ARTHIRR, A
REIR B0 ZAR A . 8807 A5 TR AS B (R R J2 25 B 228 (RIS 1l L — RS N SR
il

By R MEMRERME, EHEIERETREHTNER.
I FHAARSE R AR B 4E, W LR R BSOS )
PEBORAE . — AR 210 AMHa /. [, 2 AETBUEZ 55N ()
RZEE) FFE . EBSCRr QB AR R R R IR SRR iR o ) 4z X 4k



WG A XS T RE 45 . BUr I ds . WIFD bMED, HERARZ 2D
I 2% SC A Y ) B AR 2 ﬁ%%ﬁ?ﬁm i AR S

= M M E L S I S T M =S S | I S|
WS M <7 AR RS = M, HAZ O 2 1 T AT
FIRAR S, RS IE RS . BIWE WTEEENL. S RALBOIRS - HLIm ik
XA, BT BAEEE. T RE L. FONUEEREES, [FN)E KR E™R
BN AR A8 2 IR T ENLIT

KRR TN 44 15 5 LR

H B 2T LK, T E BRE s 4% TN 4. 6 $2TF 5 4. 8;

W5 Mo4a T fF BE OB, £ 8 O H OB W W & % i
HEZET PR, )5 SO ZL TR, 2 BRiE TR

ZGFRGRIRTE NERIRTE T 10%-20%, B 2 P48+ 200 76, SEHl 1
L& P ERE

5 RE

PUREESES

S IR IR L b v A Al 55 o R R R s SO SR BT RO JR B S

HE, S FRAN TR E IS A



