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Background information

The short video and live broadcast have gradually occupied an important position in
people's lives since the Covid-19 epidemic started. Among them, Tik-Tok short video
covers the widest range audience. At present, more than 40% of Tik-Tok users are
mainly young people at age of 24-30, also known as Generation Z. More than half of
the users have a good educational background and mainly live in first and second-tiered
cities. They have just started their career; their income is gradually rising, and they are
gradually becoming a powerful growth for the future consumption market. Due to the
superior material conditions and consumption environment during their upbringing,
their consumption concept is also far from their parents. The Generation Z is
autonomous, independent, and diversified which enables them to develop their own
potential and make breakthroughs to achieve multiple identities.

Marketing strategy

To attract young people to consume, the hotel industry has been developing a variety
of marketing campaigns. Under the Intercontinental, Holiday Inn Express is targeting
the same type of customers. The hotels have introduced guest rooms and public areas
that suit the aesthetics of the younger generation, and creating incremental value based
on accommodation scenarios to meet the rising demands of contemporary consumers
for individualization and differentiation better. At the same time, we have launched the
concept and series of activities of 'Smart Youth GO' to create a more diverse hotel
environment and innovative cultural concepts for young people. We hope to lead a wise
and positive attitude of life and encourage more people to join the team of intelligent
youths to explore the infinite possibilities of life.

Outcomes

1.In April 2020, Holiday Inn Express released the topic of “Youth Wise GO”, which
attracted many users to browse and interact with the topic once it was released. In just
6 weeks, many hotel employees have actively participated in the campaign showing
their unique style, and more than 1,600 creative videos of hotel employees have been
collected on the page of the campaign topic, reaching the exposures more than 2 million.
2.0ftline, the brand invited 15 representatives of "Smart Youth" from various industries
to share their stories of courageous breakthroughs, conveying the brand's attitude of
encouraging young people to boldly explore various possibilities in life.
3.Additionally, the brand held numerous events at their hotels at all locations, including
e-sports, sports, gourmet food and handicrafts, to actively build community culture. In
response to the diversity that young people prefer, the hotels created a community space
in the hotels to establish a closer emotional bond with the target group.

Implications & Challenges

Getting close to the local community is a trend in the hotel industry. Integrating the



hotel with the local culture and community can attract more surrounding consumer
groups. On the other hand, it will also attract potential guests with typical lifestyles or
interests to stay in the hotel and continue to repeat the experience and participate in the
interaction.

Reference list:
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