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Background Information

As a popular short video social platform in China at this stage, Douyin's functions are becoming
increasingly powerful. Besides sharing short videos, Douyin has joined e-commerce, group buying,
etc. China's tourism industry has followed suit as some users' consumption habits have shifted
from offline to online. Consumers can now book hotels through the Internet. Today, Douyin's
group buying has also been applied to the tourism industry as a new marketing method. There are
now a large number of hotel rooms on the market, and there are also a large number of consumers
who demand hotels. Through the Douyin platform, the remaining rooms can be published in hotel
group-buying sales activities so that these vacant rooms can attract more consumer attention and
purchases and enjoy preferential prices. At the same time, it also realizes the effective use of hotel
resources to increase hotel revenue.

Marketing Strategy

In the group purchase module of the Douyin platform, many hotels have launched a 3-day, 2-night
marketing strategy using various means, from brand exposure to user attraction. Here are some
specific marketing strategies:

1. Accurately locate target customers
Through the user data analysis of the Douyin platform, accurately identify the user group
and formulate corresponding marketing strategies based on the customer's age, gender,
interests, and other information. For example, parent-child rooms can be launched for
people traveling with families, and romantic theme rooms can be launched for couples.
You must ensure that your short videos are high quality to get more user attention.

2. Set up preferential activities
For example, promotional activities such as three days and two nights in hotels can improve
cost-effectiveness and make users want to buy.

3. Strengthen user interaction
Interact with customers through user comment sharing, private messages, etc., encourage
users who have purchased to share their experience and evaluation of staying in the hotel
on Douyin, form a word-of-mouth communication effect, and let potential customers gain
more trust. At the same time, hotels should also actively answer and collect customer
questions and feedback to improve user experience.

Outcomes
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The sales results of the Douyin group purchase of three days and two nights of hotel rooms are
significant, which fully reflects the effectiveness and attractiveness of this marketing strategy; here
are the following points:

1. The improvement of sales performance during the event and hotel booking volume has
shown a sustained and stable growth trend, which proves that the Douyin platform
accurately delivers information to more potential users.

2. Expansion and precise positioning of user groups: The hotel attracted a group of new user
groups through Douyin's 3-day and 2-night group buying activity. These users bring new
sales opportunities to the hotel and provide valuable data support for future hotel market
positioning and product adjustments.

3. Improve the hotel's brand awareness. Through the short videos and live broadcasts
produced by the hotel in Douyin group buying activities, the hotel's brand image has been
dramatically improved.

Implications & Challenges

Many hotels on Douyin group buying are trying to attract users through activities, which has led
to intensified market competition and challenges to user trust. Users are cautious about group
buying. Finally, there are challenges in data analysis and optimization. For the previous series of
reflections, hotels should have a deeper understanding of market trends and customer needs,
improve their service quality and facilities, stand out from the products, and demonstrate their
strength and reputation through platform evaluation and word-of-mouth communication to
enhance their sense of trust. In addition, it strengthens data analysis capabilities and precise
marketing strategies and improves the conversion rate of group buying. Only by using these sales
strategies can we provide better guidance and reference for the future development of hotels in the
later stage.
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