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Background Information

In August 2021, China was in the COVID-19 stage. The government frequently issued control
policies, requiring enterprises to strengthen personnel management, environmental disinfection,
and personal protection. It also requires people in medium and high-risk areas to report actively,
strictly control the opening of catering service places, remind citizens to wear masks correctly in
public places and specific occupational environments, conduct regular nucleic acid testing, and
reduce the spread of the virus. To cooperate with the government's control work, the hotel has
taken prevention and control measures, such as strengthening environmental disinfection,
requiring guests to wear masks, and conducting temperature testing. At the same time, the number
of guests is limited, and only people from low-risk areas are allowed. Some service items are
canceled or adjusted (such as limiting catering banquets with more than 50 people, etc.) to reduce
the gathering of people and the risk of epidemic transmission. Wuxi citizens can only engage in
recreational activities and stay in the city. Wuxi Rsun The Lakefart Hotel is located on the scenic
shore of Taihu Lake. The overall design is in the "Baroque" style. It has various standard rooms
and suites and luxurious supporting facilities such as Chinese restaurants, romantic Western
restaurants, multi-functional conference rooms, gyms, outdoor hot springs, and infinity pools. Due
to the epidemic's impact, the hotel has low passenger traffic and no breakthrough point.

Marketing Strategy

During the summer vacation, a mermaid diving training was conducted by chance in the hotel's
infinity pool. A new media influencer sensitively noticed this activity, shot short videos of
mermaids in the infinity pool, and posted them on Douyin. This action opened the door to the
hotel's new media promotion. The hotel quickly established a long-term cooperative relationship
with a famous local short video expert. Targeting young people and parent-child customers who
like to play in the water in summer and the hotspot of mermaids, they invited self-media
influencers to frequently post hotel activity experiences on social media platforms such as Douyin
and Xiaohongshu. The hotel also published a series of self-media promotions through videos and
photos. Besides, it launched cost-effective room packages, summer pool membership cards, and
hot spring membership cards to attract widespread attention. After multiple frequency exposures,
attracting the attention of customers with needs and the number of reservations increased
dramatically.

Outcomes

Through this event, the hotel successfully realized traffic monetization on Douyin's short videos,
with Douyin's operating income reaching 2.6 million, comparable to Ctrip. The hotel's popularity
quickly increased, becoming a popular check-in point. It set a record for the highest monthly
revenue in the summer of that year and the highest annual revenue in its history in the same year.

Implications & Challenges
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Opportunities and crises exist at the same time. Finding crisis opportunities can be transformed
into growth opportunities through innovative and flexible strategies. By deeply analyzing the
preferences and trends of target customer groups, the hotel seized the potential of new media
platforms and achieved high income with low costs. It not only demonstrated the unique charm of
the hotel but also built a good brand image.
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