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Background

1. It has been a long time since the hotels started crossing the border and exploring other
fields. As a factor that has been quite early incorporated into moviemaking, hotels
became cross-border business partners and constantly appeared in the movies for
providing shooting sites. The hotels built in the movies with restaurants, guest rooms,
their Logos, and public areas, some of the hotel names were even openly called out in

the lines that have deepened the memory of the movie-goers. By doing this, the hotel's

name brand and concepts were effectively promoted in real situations. On the other
hand, the hotel would make better revenue as the public started to pay attention to the
hotel's name brand after the movie was released.

2. Shimei Bay is located south of Xinglong Overseas Chinese Farm in Wanning City,
Hainan, 12 km from Hainan Xinglong Overseas Chinese Tourism Economic Zone. Its
location and pivotal role make it the center of tourism along Hainan's southeast
coastline. LE MERIDIEN Shi Mei Wan Bay Beach Resort & Spa is in the Shimei Bay
Tourist Resort, opened in 2008, and is the first of the six high-end hotels in the resort.It
is not widely known to the public compared with other high-end resorts in famous
tourist areas such as Sanya and Haikou. Through the successful cooperation with the
movie "Do Not Disturb 2", it has been widely sought after by the domestic high-end
resort market. With the continuous development of Shimei Bay, the number of high-
end resort hotels in the same area is also increasing; how to increase the competitiveness
of the hotel brand is now the most critical issue.

Marketing strategy

1. The Shimei Bay Resort provided a shooting set and financial support for the "Twelve
ways to Die" reality show. The social media and the hotel's websites had been reporting,
and advertising as the TV program was going on, dramatically promoting the hotel's
brand name.

2. The hotel restored the scene of the TV program after the shooting and introduced
some vocational products related to it. A glass-made sea-view restaurant in the show
was duplicated on the beach where the major scene happened and named "horizon
restaurant." In the meanwhile, a legendary signature dish of Hainan was promoted.
Dong Shan goat, the well-known local delicacy, is cooked with coconut milk. Ten in-
house guests were offered a taste of the dish for three consecutive months free of charge
and invited to share their opinions on social media platforms, which made a good
promotion for the hotel.

Outcomes

1. Through the above marketing promotion, the recognition from customers towards
LE MERIDIEN Shi Mei Wan Bay Beach Resort & Spa increased significantly, and the



hotel occupancy rate surged rapidly. The model of showing the hotel features to the
staying guests by restoring the original scenes from the film and television works
brought more sensation to them, thus attracting more tourists and increasing occupancy.
At the same time, the restaurant has become one of the most popular restaurants for
tourists around Shimei Bay and Shenzhou Peninsula, which has increased the revenue
made from food and beverage while attracting many hotel guests who increased
revenue for guest rooms.

Implications & Challenges

1.Cross-border cooperation with movies and other film programs to promote the hotel
brand is a good try. While after the public screening, the heat is bound to fall back; the
hotel usually restores the scene to do promotion. Are there any other effective marketing
strategies to maintain the buzz?
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