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Background Information

1.

Talk Show is Popular in China

Talk shows are an "imported product" with hundreds of years of history before being
introduced to China. In 2017, online platforms launched programs such as "ROCK &
ROAST" and "Roast!" to attract Chinese audiences. At present, "ROCK & ROAST" is in
its fifth season. After five years, Chinese, localized, and popular talk shows have become
increasingly mature. Under the slogan "Everyone can talk for five minutes," watching and
talking talk shows has become the most fashionable among young people.

Most of the talk show audiences are young people of Generation Z

According to the data of the "2022 China Talk Show Market Analysis Report-Market
Operation Trends and Development Prospects Research" released by INSIGHT AND
INFO, the talk show audiences and highly educated users have increased significantly in
terms of number and penetration: From the perspective of consumer groups, Generation Z
is currently the leading consumer of talk shows, among which the audience aged 18-23 is
the largest, up to 41.04%, followed by audiences aged 24-28, accounting for 24.07%.
Besides, users in first-tier cities and with high education have a more natural preference
for talk shows.

The talk show audience is highly matched with the brand style of the co-living apartment
Lyf

Lyf is a co-living apartment brand designed by The Ascott Group for the next generation
of travelers that integrates life, work, and entertainment. Through carefully planned
experiences and social activities, it creates a living environment for residents that integrates
into the local community atmosphere. The talk show audience and the performance form
with community attributes are consistent with the brand and core that the brand wants to
create for residents.

Marketing Strategy

1.

Brand communication strategy - contact management

Communicate with the audience through talk shows. With talk shows' humorous and vivid
characteristics, the distance between the brand and consumers can quickly shorten. This
allows consumers to understand the new accommodation mode of co-living apartments in
a relaxed and pleasant atmosphere.

Unify the setting of time and place to form a sense of ritual for brand activities and enhance
consumers' awareness and memory of the brand.

2. Develop communication channels
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Activities (such as on-site room coupons and membership registration) can stimulate
consumers' enthusiasm for participation and convert potential consumers into guests.

Forwarding event information through social platforms (such as Xiaohongshu and Weibo)
can expand the influence of the brand and attract more potential audiences.

Giving discount coupons to the audience as feedback for attending the event is also an
effective means to stimulate them to experience the apartment.

3. Keep the hotspot
A collection of event highlights and their placement on various Internet platforms and
information screens in the apartment can continue the event's influence and help more
people understand and pay attention to the brand.

The Ascott Club (Ascott Member) registration QR code is attached at the end of the video,
facilitating consumers' operations and further enhancing the brand's exposure and
attention.

Outcomes
1. Enhance brand awareness, build communities, and deepen interactions

2023-2024, three Lyf apartments held multiple talk show events in China. They frequently
interacted with local talk show teams in Hangzhou, Shanghai, and Xi'an, respectively, to
accurately convey the new way of accommodation and co-living apartments to the young
people present through talk show actors' oral broadcasts. In addition, the apartment has a
dedicated person to join the community of the talk show audience, regularly publish news
about the condo, event information, preferential benefits, etc., and encourage residents to
share their living experience to increase the emotional connection between the brand and
the audience.

2. Obtain a certain number of hotel members through talk show brand oral broadcasts
A certain number of new members were obtained through the event, and some of the latest
members were converted into new residents.

Implications & Challenges

It is easy to hold an event once. Still, continuously having a series of events and maintaining their
appeal is a long and complex task that will encounter many difficulties and challenges. For
example, selecting talk show actors and themes is significant for the event attraction. Too many
repetitions between actors and themes can easily lead to aesthetic fatigue among the audience and
reduce their willingness to participate. Challenges also include that talk shows can attract a certain
number of established groups, but the brand needs to expand its influence further and attract more
guests. In addition, the online and offline linkage effect is limited, and there are many obstacles in
actual operation, such as many guests needing to be more willing to participate in online
discussions and forwarding, and the participation rate needs to be higher. By holding talk show
nights to reach more target customers, improve brand awareness, and establish a local community,
there is no doubt that this marketing activity is booming. In the future, Lyf will hold more attractive
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activities (such as script killing, board game competitions, etc.) to achieve effective brand
communication and guest conversion, a topic we must always consider.
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