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Background Information

Facing the post-pandemic vulnerable market, traditional hotels can no longer attract customers
to generate strong purchasing desires. Some hotels only focus on low-priced promotions, so
the hotel revenue remains relatively high. Therefore, hotels are very conservative about
marketing expenses.

Marketing Strategy

1. The hotel's packages should have unique highlights and attractiveness rather than
combining two things. Otherwise, they will not attract customers' attention. Secondly, as
the Jay Chou concert tickets in the package are already in short supply, the hotel package
must be more attractive.

2. Compared with other Hong Kong hotels, the location of this one is much closer to the venue.
After the concert, guests can return to the hotel on foot in just a few minutes. The hotel is
new, and the rooms are pretty significant. Generally, OTA platforms will offer concert-
related hotels at high, medium, and low prices, so the combination between this hotel and
the concert is perfect.

3. After the concert tickets were sold out, the hotel with a free concert combination became
highly cost-effective. Although the hotel is more expensive than usual, it is far more
competent than the tickets sold by scalpers. After the package was available on the Xiyou
and Fliggy APPS, the promotion on these platforms was done by Al digital salesman with
a live-streaming.

Outcomes

The package was sold out instantly after it was put online for promotion. The browsing on
Xiyou doubled from the previous 50,000 to 100,000. Fliggy APP downloads increased
dramatically, and the platform provided scarce resources for consumers. Consumers will think
of Fliggy first when they want to buy similar products next time. The hotel from Hongkong
has gained opportunities and revenues in this segmented market derived from mainland China,
and guests will also remember this hotel when they buy concert tickets in Hongkong in the
future.

Implications & Challenges

1. WeChat Travel was initially used as the platform for selling packages, which failed to
attract users accustomed to direct promotions effectively. In the new trend of live streaming,
hotels should use Al digital salesperson live to establish new marketing channels that can
reduce costs while expanding influence. Most of the existing promotions are just one-shot.
Al digital salesman live-streaming works throughout the year, which is more efficient
regarding time and economic benefits.

2. Hotels should avoid self-promoting and focus on their positioning and resources. For
instance, they join their efforts with the cities, communities, and museums, making the
products more unique and attractive. Of course, Al digital salespersons cannot compare
with humans in emotional connection and interaction, nor can they provide emotional value.



Hotels should not be limited to traditional media and methods but take a path of a well-
balanced allocation of resources in the wave of live streaming.
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