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Background Information

1.

From 2020 to 2022, the business travel and hotel industry was greatly affected by the
pandemic. High-end hotels with mid-to-high-end business groups as their primary
customer base were also seriously affected.

2. Due to the pandemic, Business travelers have a high demand for disinfection and epidemic
prevention. During their travels, except for the conventional living quality and support
requirements, the standard requirements for epidemic prevention and disinfection have also
increased rapidly.

3. Taking consumer experience as an example, achieving consumers' expectation
management experience from the consumer end.

Marketing Strategy

As a consumer, take my personal experience as an example:

1.

The hotel provides disinfectant wipes in each room to facilitate secondary disinfection for
guests who require it. (For example, I prefer visible disinfection, which means I will
disinfect the hotel facilities I must touch).

The room is usually equipped with two disinfectant wipes. When I called the front desk to
ask for more, the front desk was straightforward, and the room service delivered them on
time. The quantity and efficiency exceeded expectations.

For frequent business travelers, carrying alcohol disinfection tools is inconvenient, so
alcohol wipes are better. The extra wipes can be used on the next business trip.

4. Remember consumer habits.

Outcomes

1.

3.

The experience is excellent. Besides remembering the preferred room type, orientation, and
floor, the hotel can promptly provide better support for necessary epidemic prevention
needs.

Consumers do not need "cheap goods" but the feeling of "getting a bargain." Disinfectant
wipes are convenient and easy to carry, which is very valuable for people who travel
frequently. Things are not expensive, but they are essential.

Although the hotel was also sealed during the pandemic, I changed to a better hotel, but
once the lockdown was exposed, I changed back without hesitation. Business travel
consumers only have a little time to experience the services and equipment in five-star and
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over five-star hotels. Consumers feel more directly about the service. Between 90 points
and 95 points for hotel hardware, they prefer a 90-point hotel that can exceed their
expectations.

Implications & Challenges

1.

Disinfectant wipes have a minimally detailed design, which is easy to imitate. Many hotels
I stayed in during the pandemic had similar designs, such as HUALUXE, which also had
an epidemic prevention package (one mask and two wipes). Consumer satisfaction is high
because of low expectations. After satisfying the expectation of exceeding consumer
expectations, continuous innovation is needed, considering problems from the customer's
perspective and practicing.

The hotel has done an excellent job of designing the expected manager of consumers, and
it also needs the service staff to influence the needs of consumers promptly. When I asked
if they could give more wipes at Renaissance, the service staff agreed and delivered them
quickly. But once, when I asked the concierge in the HUALUXE lobby if I could have a
mask, the young staff member pointed to the mask in front of him and said, "No, this is for
our use." Although the manager gave me a mask, the experience was poor.

The hotel industry is now competitive and motivated. While pursuing challenging
environments and hardware upgrades, we should also pay attention to improving consumer
consumption habits and the soft environment.
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