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Research on the Deep Demand of
guesthouse Social Media Marketing for
Generation Z

Abstract:

Contemporary’ Generation Z’ has a consumer demand
for personalized experience in the hotel market. The
consumption attribute of “pursuing uniqueness, paying
attention to experience and preferring to socialize” has
already occupied a dominant position in the hotel industry
today, which has forced the hotel marketing logic to change
accordingly, and narrative communication of new media is
one of the ideal ways to adapt to this trend. Therefore, this
paper discusses the methods to meet the uniqueness of the
Z generation, and finds that there are some shortcomings in
the current guesthouse marketing, such as homogenization
of content, superficial narration and dislocation of
channels. The reason is that it does not pay attention to the
unity of the needs of the Z generation in three aspects: “e
xperience+emotion+socialization”. Starting from refining
the needs of the Z-generation group, this paper proposes
to build a “three levels of innovation” in the product and
marketing of guesthouse from “deep extraction of cultural
symbols-multi-platform narrative matrix-user co-creation
precipitation”, which is helpful to help guesthouse get
rid of the fate of “traffic is king” and realize an advanced
“Z-generation business model” whose value is determined
by its intrinsic value.
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1. Introduction

Guesthouse has become one of the most talked-about
carriers of experience economy and emotional con-
sumption, and has a strong development momentum
in the field of international tourism.

Guesthouse is a type of accommodation business

that is popular with foreign tourists in Pai, especially
the budget traveler or backpackers. Accomodations
offer lower prices than other type of accomodations,
emphasizing on convenience and simplicity. Guest-
houses are type of accommodation that offers basic
amnesties (Wikipedia, n.d.). According to Institute
for Small and Medium Enterprises Development



(ISMED) stated that guesthouses are modified rooms
and rooms which are available for travelers. It is superior
than service apartments with a compensation. Rooms are
usually rented on a daily basis or a month. Sometimes
guesthouses are divided into rooms in private houses for
foreigners to rent in short-term Institute for (Institute for
and Medium Enterprises Development, 2007).

According to the website Hotel.com revealed the Mobile
Travel Tracker survey on smartphone and the social me-
dia usage behavior of Millennium tourists. It is found that
Thai Millennials (18-29 years old) tourists have behaviors
such as sharing pictures and travel stories on social media
and experiences with groups of friends and groups that
they are connected on online media. In addition, the re-
search also found that Millions of 80% Thai tourists often
travel with friends while 67% uploading of photos of and
64% 4 check-in to share and show their own travel expe-
riences. The survey also indicated that Millennials, both
Thai and foreign tourists increasingly use smartphone ap-
plications while traveling. There are three important con-
tents that 94% Millennia travelers often choose to search
through online travel agents are hotel reservation, 72%
book flights through online. Importantly, it was found that
three applications type on smartphones that the Millenni-
als tourists used during the tour were 87.6% social media
applications, 70% tourism application groups and 60.8%
travel map applications. In terms of social media applica-
tions, the 95.8% Millennials most popular as Facebook,
87.6% LINE 87.6% and 76.2% Instagram.[1]

According to the current statistics, the global guesthouse
market has reached the scale of 11.6 billion US dollars,
and will break through the 30.2 billion US dollars mark in
2028, and its scale will double.

Compared with the current OTA propaganda method
which focuses on selling and building a platform, the ho-
tel propaganda once focused on hardware facilities and
landscape features such as’ scenery+decoration’, ignoring
its inherent core attribute of” humanistic experience’,
while the high-quality hotel propaganda should return
to the comprehensive perspective of” scenery+decora-
tion+humanity’, highlighting its cultural value different
from traditional accommodation. Studies have shown that
the brand guesthouse that adopts the way of “story com-
munication+emotional connection” can create obvious
competitive advantages: Thailand Chiang Rai guesthouse
uses the narrative of “Mekong Legend” to increase the
repeat patronage rate by 40%; Beijing Huairou Manchu
guesthouse has received continuous attention in Tik Tok
through the implantation of “intangible experience”.
Based on the unique needs of the Z era and the practice
cases under the narrative of new media, this paper draws
lessons from the successful experience at home and
abroad to seek a more effective way, puts forward a new
idea of “cultural symbol-channel adaptation-user co-cre-
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ation” on the source of the troubles in the development of
the hotel industry at present, and can explore a new brand
marketing vision under the background of the current ex-
perience economy.

2. Theoretical basis and literature re-
view

Generation Z (also known as “digital aborigines”) usu-
ally refers to the group born between 1997 and 2012. Its
growth trajectory is deeply bound with the popularization
of Internet and mobile digital technology, forming unique
values, behavior patterns and consumption characteristics.
)

Snyder and Fromkin define “unique demand (NFU)” as
people’s motivation to distinguish their own purposes
based on consumer goods according to their needs, that is,
to show other individuals the demand for a unique prod-
uct according to their personal needs, which makes the
subject try to use the selected consumer goods to form a
unique self-image and internal characteristics to prevent
the feeling of individual subordination, and its essence
is that users hope to maintain a distinctive characteristic
state through consumption.

If we only look at its demand for NFU, there are three
manifestations for generation Z: the demand for scarce ex-
perience-the more limited the experience, the scarcer it is;
Cultural immersion needs-to learn or understand the inner
essence of folk culture with the unique behavior of folk
characteristics, rather than a cursory tour; Social identity
needs-integrate the elements of folk culture that you are
exposed to into all aspects of the hotel, so that guests can
feel the atmosphere of folk culture anytime and anywhere
during their stay, and gain fans’ “like” recognition on Sina
Weibo, Tik Tok and other platforms. The complexity of
this demand makes its consumption behavior go beyond
simple functional satisfaction, and become a multiple car-
rier of self-image, social connection and cultural value ex-
pression. It also provides a clear value anchor for the hotel
industry to accurately capture the needs of customers and
innovate experience design.

3. Social Media Marketing Strategy
of guesthouse Driven by Generation Z
Demand

3.1 Evolution and Development of guesthouse
Marketing

Guesthouse marketing has evolved with the needs of cus-
tomer groups and technological changes, and has gone
through three stages: in the early stage, it focused on phys-
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ical space display, relied on OTA platform to push hous-
ing information, and relied on online celebrity to punch
in, but the repurchase rate of generation Z was less than
10% due to homogenization; After the popularization of
new media, it turned to the transmission of cultural expe-
rience. For example, Beijing Huairou Manchu guesthouse
set up a paper-cutting workshop, and Yangshuo guest-
house pushed the list of Zhuang experience in Xiaohong-
shu, with a single note collection of 12,000; At present,
Malaysia guesthouse has set up the “Best Story Award”,
with UGC accounting for 60% in half a year. Moganshan
guesthouse invited guests to build a “cultural advisory
group”, marking that marketing has entered a new stage
of value symbiosis from one-way communication.

3.2 Content: the shallow application of cultural
symbols

At present, most guesthouses have realized the market-
ing value of cultural elements, but most of them stay at
the level of “decorative display”, neither excavating the
scarce experience in culture nor constructing the cultural
immersion scene, and failing to transform culture into a
participatory deep experience. . 80% of the guesthouses
in Dali, Yunnan, only focus on static contents such as the
appearance of Bai courtyard and taking photos of national
costumes, and have not developed such a scarce experi-
ence as “a limited number of tie-dyeing workshops”, nor
have they transformed the “courtyard blessing ceremony”
in the main belief into an immersive interactive project.
This shallow presentation leads to Z generation tourists
“punching in and leaving”, and the repurchase rate is less
than 10%; At the same time, due to the lack of cultural
immersion, it is difficult for tourists to form emotional
memories, and the willingness to follow up is low, result-
ing in the continuous loss of potential customers. The core
problem is that the development of cultural resources only
stays at the level of “visual symbols”, and it is difficult to
meet the demand of “deep participation” of generation Z
without supporting experience design and service support.

3.3 Preliminary exploration of new media chan-
nels

Generation Z is active in various online platforms such
as Tik Tok, Xiaohongshu and bilibili, and its content con-
sumption preference shows significant platform specific-
ity. However, due to the “insufficient channel awareness”
of some hotel operators, the promotion effect of the hotel
is low. If some hotel operators pay too much attention
to the operation of WeChat WeChat official account and
video number, in fact, Z generation users prefer to browse
Tik Tok; Compared with WeChat platform, the average
stay time of users in Tik Tok platform is longer, the former
(WeChat platform) is about 1-2 minutes, and the latter (Tik

Tok platform) can reach 7-8 minutes. This difference re-
flects the differentiation of different new media platforms
in user stickiness and usage scenarios, and reflects the
platform specificity of Z generation groups in information
acquisition and content consumption preferences.
Founded in 2015, Earth Warehouse guesthouse is one of
the guesthouse brands of Licheng Hotel Group, a sub-
sidiary of Ctrip. In line with the habit of Z-generation
fragmented browsing, it has created a strategy of pre-
cise platform adaptation, and released the short video of
“15-second mobile guesthouse unpacking” of Earth Ware-
house guesthouse in Tik Tok, showing hard-core black
technologies such as intelligent lifting beds and ecological
toilets; Xiaohongshu KOC released the 24-hour experi-
ence strategy of the Earth Warehouse guesthouse “Leav-
ing the city without leaving the dust”; Bilibili initiated
the topic of # Earth Warehouse Renovation Challenge #,
which attracted many netizens to play with the creative
stalks of designing “virtual guesthouses” on bilibili, and
the number of broadcasts of this topic exceeded one mil-
lion.[2]

3.4 A preliminary attempt of user co-creation

Some guesthouse operators began to pay attention to the
sense of participation of Z generation tourists, but most of
them were “shallow interaction”, which did not implant
cultural immersion experience or create scarce social
currency, resulting in the lack of participation value and
communication motivation. Such as lottery or polite com-
ments. WeChat official account, a part of the guesthouse
in Moganshan, Zhejiang Province, pushed a lot of content
with “boss’s wife’s daily life”, which was less active and
attracted less than 0.5% user interaction rate. Tourists’
sense of participation is not strong, which makes the hotel
unable to make waves.

From the perspective of demand matching, the social
identity needs of Generation Z depend on “unique experi-
ence that can be shared”-if the guesthouse only provides
shallow interaction, but does not create projects that can
be transformed into social assets such as scarce experience
and cultural immersion, it will be difficult for tourists to
obtain “differentiated self-expression” materials through
participation.

Take Guilin Hermit guesthouse as an example, establish
a “triple co-creation” system, invite Z generation tourists
to become “one-day experience officers” and turn the
most sincere feelings into the most readable “What is the
experience of being a housekeeper in seclusion” strategy
to form a second co-creation; Launched “Guibei Color
Tune Adaptation”, and the user-created “guesthouse Color
Tune” boarded in bilibili and gained more than 230,000
broadcasts; Set up a “hidden membership group” and hold
an online “dialect story meeting” once every period, and
the repurchase rate reaches 35%[3].



4. Contradiction between guesthouse
Media Marketing and Generation Z
Demand

4.1 Content Homogenization: From “Unique”
to “Replication”

One of the core consumption characteristics of Generation
Z is the strong pursuit of “unique demand (NFU)”. They
are eager to show their differences with others through
consumption choices and reject standardized and homoge-
neous experiences. However, at present, most guesthouses
are caught in the misunderstanding of “online celebrity el-
ements piling up”, and the combination of “ins wind deco-
ration+online celebrity punching point” appears repeated-
ly on platforms such as Xiaohongshu, resulting in serious
homogenization of content. This kind of homogeneous
content is difficult to meet the demand of Z generation for
“non-standardized and scarce experience”, but it causes
its aesthetic fatigue. According to literature data, 65% of
Generation Z think that “the propaganda of guesthouse is
inconsistent with the actual experience”, the core reason is
the lack of cultural uniqueness and personalized design of
the content [4].

4.2 Narrative superficiality: from “emotion” to
“ﬂow”

As “digital aborigines”, Generation Z not only pays at-
tention to product functions, but also pays more attention
to emotional resonance and cultural immersion in the
process of consumption-they tend to choose brands that
can convey values and carry stories, rather than simply
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“accommodation space”. However, at present, the narra-
tive of guesthouse marketing mostly stays at the level of
“superficial story”, such as overemphasizing “the owner’s
entrepreneurial experience” but ignoring the emotional
connection with the Z generation.

The vibrating audio and video of a hotel in Lijiang, Yun-
nan Province has long been centered on “boss singing and
drinking”. Although it has gained traffic in a short time, it
is unable to let Generation Z feel the emotional implica-
tion and cultural core of the hotel because of the lack of
in-depth narrative of Naxi culture and local lifestyle. This
superficial narrative leads to less than 5% of tourists’ re-
tention rate, which confirms the reality that “Z generation
customers cannot be precipitated by traffic alone”-what Z
generation needs is “cultural narrative that can resonate
with emotions”, rather than fragmented traffic gimmicks

[5].

4.3 Channel Dislocation: From “Precision” to
“Blindness”

As a “digital aborigine”, Generation Z’s platform usage
habits show obvious scene characteristics, and the content
preferences and interactive logic of different platforms are
obviously different. However, the vague understanding of
the characteristics of this platform leads to the dislocation
of channel selection and content delivery. This kind of
blind investment not only wastes marketing resources, but
also fails to reach accurate customers. If we ignore this
difference, we will fall into the dilemma of “high invest-
ment and low conversion”. The following is a comparison
table of user preferences of different platforms and mis-
placement of guesthouse operators.

Table 1.Comparison for Different Platforms

platform type performance Dislocationofdelivery
15-30 seconds of L . The release of a long video of more than 5 minutes in Tik
. . . Pursuing instant and interest- . o " L
Tik Tok users | “visual impact short . tent Tok violates its “short, flat and fast” communication charac-
. ing conten . o
video” & teristics, resulting in a broadcast rate of less than 10%
Publish pure promotional content with “hard and wide
Xiaohongshu | Raiders experience | Pay attention to practicality thinking”; The content is too “filtered” and lacks realism;
users notes and scene sharing Ignoring the “scenario strategy”, content fragmentation is

illogical.

Focus on medium
Bilibili users | and long-term and

high-value content.

In-depth culture analyzes cre-

ative challenges and empha-

sizes the professionalism and
interactivity of content.

Publishing straightforward “guesthouse promotional ad-
vertisements” and ignoring its attribute of “deep content
community” is difficult to resonate with Generation Z.

In essence, the core problem of channel dislocation lies in
the failure to match the “platform preference” of Gener-
ation Z with the “content characteristics” of guesthouse:
cultural experience content is more suitable for Station B

and Little Red Book, while scene display content is more
suitable for Tik Tok, and only accurate adaptation can im-
prove communication efficiency [6].
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4.4 Interaction formalization: from “co-cre-
ation” to “onlookers”

As “digital aborigines”, Generation Z’s consumption be-
havior not only pursues the experience itself, but also at-
taches great importance to the opportunity of “social iden-
tity” and “self-expression” through participation and co-
creation-they tend to turn the consumption experience into
social currency, and are eager to get feedback and a sense
of belonging through interaction.However, at present, the
user interaction of most guesthouses still stays in shallow
behaviors such as “like, comment and forward”, which
fails to build a substantial co-creation mechanism, result-
ing in a low willingness of Generation Z to participate.

For example, the “guesthouse Story Collection” activity
initiated by some village houses only takes “prize collec-
tion” as a gimmick, but it has not established a follow-up
content screening, display and feedback mechanism: users
lack a clear response after submitting content, and excel-
lent works have not been transformed into guesthouse
publicity materials or experience projects, and the final
participation is only 15% of the expected. This interactive
mode of “re-initiating and neglecting operation” weakens
the sense of participation of Generation Z-they can neither
gain a sense of accomplishment through co-creation nor
form an emotional connection with the hotel, and eventu-
ally become “onlookers” rather than “co-creators” [7].

5. Innovative marketing path

5.1 The Deep Narration of Cultural Symbols:
From “Display” to “Immersion”

Extract scarce content from cultural elements such as
intangible cultural heritage, folk custom, legends, etc.,
for example, Manchu Hotel in Labagoumen, Huairou,
Beijing: extract “auspicious patterns” from “Manchu pa-
per-cutting” and make a “paper-cutting workshop”. Social
identity empowers tourists to personally participate in the
design of the hotel, and the hotel will decorate excellent
works in public spaces and mark the names of the cre-
ators, so that tourists can feel the sense of accomplishment
of “participating in the construction of the hotel”; The
ceremony of “crossing the brazier” is extracted from the
Manchu marriage custom, and designed as “welcome cer-
emony for the hotel” to create a scene of cultural immer-
sion. The host of the people will wear traditional costumes
to explain the meaning of “crossing the brazier to avoid
disaster and pray for good fortune”, invite tourists to cross
the brazier symbolizing “purification and rebirth”, and co-
operate with shaman drum music to create an atmosphere,
so that tourists will be immersed in it because of “identity
change” when entering the hotel [8][9].

5.2 Accurate Channel Matrix: From “Full Plat-
form” to “Adaptability”

According to the behavior characteristics of Z generation
on different platforms, the channel combination of “drain-
age-precipitation-transformation” is constructed. Tik Tok
specializes in short video of visual impact, and Sichuan
Danba Tibetan Village guesthouse released a quick cut
video of “Tibetan Dress Dressing+Sunrise in Diaolou”,
with the topic of “# Contrast guesthouse #”, with a single
broadcast volume exceeding 3 million. Xiaohongshu is
mainly engaged in raiders experience notes, and Yangshuo
guesthouse launched the “24-hour cultural experience
list”, which is not simply a list of attractions, but a deep
integration of Zhuang culture and local life. At 6 o’clock
in the morning, I followed the boatmen to learn about
the “bamboo raft pole in Yulong River” and understand
the “Millennium water transport culture supported by a
bamboo pole”; In the afternoon, we will participate in the
Zhuang Brocade Workshop, where non-genetic inheritors
will explain the auspicious meaning of “Wan Ziwen” and
“back-shaped pattern”, and visitors can weave coasters by
themselves as a gift. In the evening, learn to sing “Zhuang
folk songs” in the courtyard of the guesthouse, and the
host will teach the classic passage of “love song duet”
and explain the folk story of “hydrangea” in the lyrics
with local dialect. KOC released “Being a Zhuang Man
in Yangshuo for a Day” after actual measurement, with a
collection of 12,000. Station B is mainly engaged in in-
depth cultural analysis. Anhui Hongcunsu and UP cooper-
ated to shoot the documentary “Hongcunsu and Huizhou
Merchants Culture” to analyze the relationship between
“guesthouse Architecture and Businessman Spirit”, with
a broadcast volume of 870,000. Wechat community is
mainly engaged in emotional interaction. Zhejiang Song-
yang guesthouse has established a “guest group”, regu-
larly shared “villagers’ daily tea planting” and launched
a “naming tea trees” activity, with community activity
reaching 40%[10].

5.3 Users create ecology together: from “inter-
action” to “symbiosis”

The owner of Mofan guesthouse actively invites guests
to participate in the activity design of the guesthouse. For
example, when planning quarterly theme activities, guests
will be asked to choose activities of interest through ques-
tionnaires and online voting. After selection, guests can
further participate in the planning of performance pro-
grams and performance forms.

Mofan guesthouse has established a perfect incentive
mechanism for User Generated Content (UGC). The
guesthouse encourages guests to share their wonderful
moments and unique experiences in the guesthouse. For
high-quality shared contents, such as wonderful photos



and vivid text stories, they will be displayed on the offi-
cial platforms of the guesthouse, such as WeChat official
account and Xiaohongshu, and the providers will be given
certain rewards, such as discount coupons and special
souvenirs for the next stay. In the past year, Mofan guest-
house received more than 500 articles shared by guests,
and more than 100 articles were screened and displayed
on the platform, which attracted the attention of a large
number of potential guests, and the number of new reser-
vations obtained by these users increased by 30%[11]. At
the same time, privacy protection mechanisms (such as
UGC content desensitization) and public opinion response
processes are set up to ensure the healthy operation of the
community.

Mofan guesthouse invites frequent visitors to join the
“Cultural Advisory Group” to jointly explore and inherit
local culture. Members of the “Cultural Advisory Group”
participated in the selection of “Moganshan Cultural Sym-
bols” and based on these symbols, developed guesthouse
hand-holding gifts. For example, everyone jointly selected
“Moganshan Bamboo Weaving” as a characteristic cul-
tural symbol, and developed bamboo key chains, bamboo
ornaments and other accompanying gifts. These accompa-
nying gifts are not only loved by guests, but also enhance
the brand cultural connotation of the hotel. At the same
time, the guesthouse will give some rewards according to
the contributions of the members of the “Cultural Adviso-
ry Group”, such as free accommodation, priority partici-
pation in guesthouse activities, etc., which enhances the
stickiness between guests and guesthouse, and makes the
guests change from simple consumers to brand co-build-
ers [12][13].

6. Conclusion

It can be seen that the special demand in the Z era is a
guesthouse marketing direction worth studying in the Z
era, and the narrative communication of new media is the
medium connecting demand and experience. However, at
present, the demand for “culturet+emotion+socialization”
is mainly divided in guesthouse marketing. Therefore, it is
necessary to solve the current problems of hotel marketing
through the three-step path of “deep narrative of cultural
symbols-accurate channel adaptation-users creating ecol-
ogy together”: homogenization, tasting, etc. In the future,
guesthouses can further take root in local culture, extend
“cultural experience” to “lifestyle co-creation”, make
Z-generation tourists become “masters” from “experi-
encers”, and at the same time precipitate long-term emo-
tional connection through community operation, making
guesthouses not only an accommodation space, but also a
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cultural social carrier recognized by Z-generation groups,
and realize the symbiosis of commercial value and cultur-
al value.
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