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Abstract 

On the one hand, China's film industry has risen to prominence, carrying the banner of 
the development of China's cultural industry; on the other hand, the transformation and 
upgrading of hotel rooms in China has become an urgent need in the hotel industry, and 
Movie Hotels with cross-border cooperation of "movie-viewing + accommodation" have 
emerged. At present, China's Movie Hotels are still in the exploratory stage and basically 
position their customer groups as young people. This paper will take domestic Movie 
Hotels as the object of research and propose some strategies for the marketing of movie-
themed hotels based on the perspective of "small-town youth". 
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1. Introduction 

As a new form of hotel in China, theme hotels have only been developed for a short period of 
time. As it is a special form of theme hotel, people do not have an accurate prediction of the 
market and do not understand it well enough. If hoteliers simply apply traditional hotel 
marketing methods to their marketing, they will not be able to achieve good results. Therefore, 
the author takes domestic Movie Hotels as the object of study and makes some suggestions for 
the marketing of movie-themed hotels.  

2. The generation background of the Movie Hotels 

With the COVID-19 under effective control in China, tertiary industries such as tourism and film 
and TV industries have continued to recover. According to the China Film Box Office App of the 
Office of the National Committee for the Development of Film Industry, on 20 July 2020, the 
national box office reached RMB 3,504,600, with a total of 157,900 tickets sold in cinemas 
nationwide. Although such figures cannot be compared with those of the past, they are 
sufficient to show that young people's demand for "going to the movies" has been suppressed 
for far too long. At the same time, the traditional accommodation industry is also regaining its 
vitality, but due to the serious homogenization of hotels and guest houses, their main function 
is still accommodation, which lacks more personalized services and thus new points of growth 
for profit. According to a data from the Hotel Property Rights Network Research Centre, there 
are 232,425 hotels in 291 cities (prefecture-level cities) in China, and if hotels in non-
prefecture-level city areas are included, the total number of hotels in China is estimated to be 
around 250,000, and the total number of hotel beds in China is estimated to be around 30-35 
million. With such a large and still growing hotel stock, competition is only going to get fiercer, 
lower and lower return on investment, and new paths must be found. 

As a result, the transformation and upgrading of hotel rooms has become an urgent need within 
the hotel industry, and Movie Hotels have become one of the best choices in the process of room 
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upgrades. The emergence of Movie Hotels is almost inevitable. It is the instant coincidence 
between the film industry entering a new stage and the hotel industry's urgent need for 
upgrading, the collision of the new and the new, and more importantly, to attract the rising new 
clientele. In order to find a new way out, hotels have undergone a baptism of "crossover", with 
various "hotel +" products appearing, such as gaming hotels, art hotels and so on, and Movie 
Hotels are no exception. Both changes in the film industry and upgrades in the hotel industry 
are ultimately aimed at catering to younger and younger consumer groups in order to survive 
better. Under the new trend of consumer upgrade, the needs of new groups will only become 
more diversified, and traditional hotels that are still stuck in the old model will obviously no 
longer be able to meet individual accommodation needs. New hotels with new scenarios, such 
as Movie Hotels, are likely to become the new "social, entertainment and leisure" places for 
young people. According to data, in 2019, nearly 40% of Movie Hotel guests will be post-95s, 
and they are more daring to try new ways of playing. Movie Hotels are not necessarily a trend, 
but they must have a reason to exist, so capital is also very interested in Movie Hotels. 

As the name suggests, a Movie Hotel is a combination of film and television content with the 
general accommodation industry, and its main feature is to provide consumers with a private 
cinema experience and a more comprehensive service. While satisfying travelers’ spiritual and 
cultural enjoyment, it also includes a young group of potential users, hoping to attract more 
couples and related enthusiasts to stay in the hotel from the perspective of cinema. While 
providing value-added entertainment, the hotel can also add ancillary products such as food 
and beverage and snacks to increase its revenue, which is also a relatively straightforward 
upgrade solution that can be found in the hotel industry. New hotels with new scenarios, such 
as Movie Hotels, are likely to become the new "social, entertainment and leisure" destinations 
for young people.  

3. Survey of the current situation of the Movie Hotel 

If you enter the words "Movie Hotel" into apps such as Ctrip, Flying Pig and Meituan, you can 
search for a number of movie-themed hotels. In terms of geographical location, they are mainly 
located in busy central and university areas, but are almost non-existent in traditional scenic 
spots and tourist hotspots, which means that the target of these hotels is very clear: tourists 
and transients are not their main service targets, but young couples are their main target group. 
Some of the hotels are even directly labelled as "Couples Movie Hotel", mainly using movie 
gimmicks to attract young couples to stay. According to public reports, in 2019, nearly 40% of 
Movie Hotel guests will be post-95s who are more interested in trying new and trendy ways to 
have fun. It may be an exaggeration to call it a trend, but it is not an exaggeration to call it an 
investment hotspot. 

For example, according to the official introduction of the Movie Hotel, its customer base is 
positioned in the middle to high-end class, and it achieves a high level of profitability by meeting 
the diversified needs of young consumers and taking repeat customers as an important source 
of customers, rather than relying on geographical location and staff mobility. Its franchise 
model is consistent with traditional franchising, with franchise fees, customized fit-outs and 
cash flow commissions as the Department's profitability point, while franchisees rely on 
increased traffic and the brand to achieve profitability. According to its official statement, with 
73 rooms in a newly-built shop, the house price can reach RMB 435 yuan, and the income from 
330 days of full occupancy is RMB 10.6 million, while the rent of RMB 2.7 million plus the overall 
investment and operating costs of RMB 100,000 per room will cost nearly RMB 10 million a 
year, which is not a high return on investment of less than 2% in the first year. Even if the return 
rate is not high, the inclusion of film elements has gained a lot of recognition, and other brands 
of Movie Hotels are also deploying in the national market. 
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Figures 1 and 2. Youxi Movie Hotel Shanghai Lujiazui Store 

 

 
Figures 3and 4. Youxi Movie Hotel Guangzhou Pazhou Exhibition Center Store 

 

 
Figures 5 and 6. Youxi Movie Hotel Beijing Guozhan Store 

 

This kind of hotel has a unique and avant-garde style of decoration, both in public areas and 
rooms can be described as trendy, and the decorations are all related to movies, which gives 
people a refreshing feeling, especially in some Movie Hotels where each room is a theme, such 
as King of Thieves, Comic Book and other popular movies among young people as the main style, 
which really makes people feel differentiated from other hotels. There are also some that mix 
and match with gaming and other elements, and Chicken rooms and King of Glory rooms are 
also standard for such hotels, which are considered to be a supplement to the content of movies 
and increase the appeal to young people. In terms of movie-viewing effect, the hardware 
configuration of Movie Hotels is indeed stronger than that of ordinary hotels, especially several 
large-scale brand chain hotels, whose projection screen and sound effects are as good as those 
of ordinary cinemas and even higher than some so-called private cinemas. In terms of price 
point, because of the exquisite decoration and strange layout, the price is slightly higher than 
in similar areas, and can usually be 10-20% higher than the price of an ordinary room. In terms 
of traffic, it is also good, with several online booking apps showing that rooms in these hotels 
were in short supply during the National Day, almost to the point of full occupancy. This is also 
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in line with observations on the ground, where there are more customers in the hotels, mainly 
young people. Although there was no waiting list for check-out, there was a steady flow of 
guests. 

 

 
Figure 7. Gaming room at the Movie Hotel 

 

Also from the visits it was found that the proportion of university students among the younger 
residents is relatively high and can be around 60% or more, but there is hardly any middle-
aged population. In terms of income, housing costs are significantly higher than the average 
university student can afford. Although it is positioned in the middle to high end of the 
population, the actual difference with this group is greater and it is more appropriate to be 
located in the group of students and those under thirty years of age. Because of the income issue, 
the prospects for the younger group to repurchase also remain to be seen, as the higher prices 
are not financially viable for young people with no income and an unstable income to move in 
on a regular basis. 

4. Current Issues in Movie Hotels 

In light of the development of Movie Hotels over the past few years, the issue of copyright is 
still a major problem for the industry. If the relationship between copyright and content is not 
resolved, the development of Movie Hotels will inevitably be hindered. In 2018, the hotel was 
sued by the copyright owner for playing the movie "The Mermaid" without permission, and 
300,000 yuan was claimed; in 2019 Speed 8 Hotel was sued for providing the film "Anti-
Corruption Storm 2" via online VOD over the internet, and in March 2018, the State 
Administration of Radio, Film and Television (SARFT) issued a number of documents bringing 
footbaths, hotels, KTVs and other establishments under formal film and television regulation. 
Genuine compliance is also a top priority for the on-demand industry [1].  

In addition, although Movie Hotels have the rights to a number of films, many consumers say 
that there is no advantage in quality, perhaps only slightly better than on cable TV, but the niche 
is limited. In this regard, if Movie Hotels want to increase their customer base through content, 
they must provide a richer range of film and television content to meet the needs of different 
groups in order to achieve the objective of increasing occupancy rates through hardware and 
software. 
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Figure 8. State Administration of Press, Publication, Radio, Film and Television promulgates 
the Regulations on the Management of On-Demand Cinema and On-Demand Courtyard Line 

 

 
Figure 9. A booking app shows a Movie Hotel room at full capacity 

 

After field and telephone inquiries to a number of Movie Hotels, we learned that some of the 
Movie Hotel chains mainly take the private cinema library approach to broadcasting film and 
television content. The so-called private cinema is an on-demand cinema, which is a system for 
broadcasting film and television content independent of cinema lines and Internet video, and 
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mainly adopts a contract with producers, platforms and distributors to authorize the 
broadcasting of film and television content. This is a relatively standardized form of 
broadcasting, and you can see the terms of copyright authorization when you look at the 
relevant joining documents, and you also need to pay a certain fee to the head office. The fee 
varies according to the VOD system provider that the head office works with. The cost of a 
Movie Hotel is inevitably higher than that of an ordinary accommodation-only hotel, which is 
one of the reasons why Movie Hotels are slightly more expensive. During the research, there 
were also some small and medium-sized hotels that offered unlicensed films or projections by 
customers themselves. In a conversation with one flat Movie Hotel, it was made clear that only 
projection equipment is provided and that the content can only be viewed by the guests 
themselves on their mobile phones, tablets or computers, but not professionally produced films. 
What's more, one smaller hotel showed movies downloaded from the Internet, which were 
obviously pirated sources in terms of film quality and watermarks, with no proof of formal 
sources. The issue of copyright in Movie Hotels seems to be a tricky one. 

In terms of the hotel's foothold in attracting customers through film and television content, the 
amount and quality of content has a direct impact on the quality of the Movie Hotel's service. In 
the case of one hotel chain, for example, although it has a regular on-demand system, there are 
no films released this year, and the film content is mainly focused on the period up to 2019. It 
is a reality that on-demand cinemas are unable to show cinema-quality films, and the slow pace 
of film updates has to some extent affected the desire of some young people to choose a Movie 
Hotel, with more of them choosing to watch films in the cinema. In addition to the latest cinema 
films, web series and online movies are also unavailable at the hotel due to copyright issues. 
Against the backdrop of audiences flocking to mobile, more and more young people may not 
want to watch a particular cinema film, but rather an online drama or web series. If the hotel 
cannot provide this content, it will further dampen the desire to stay, which is why some Movie 
Hotels tacitly allow viewers to cast their own screens. However, screen casting is not 
comparable to watching films from the system's own sources, and a poor viewing experience 
can affect the repurchase rate. 

With the loss of cinema films, TV series, internet content and other now mainstream film and 
TV content, isn't it a bit awkward for customers to choose a Movie Hotel? In a price-
performance comparison, why should a customer choose a more expensive Movie Hotel when 
a more modestly priced regular screen projection hotel is more cost-effective? For example, the 
aforementioned hotel that allows viewers to cast screens is half the price of the neighboring 
Movie Hotel. In a situation where a private film library does not provide what the guests want, 
it is the hotels on the edge of infringement that are more in tune with young people's tastes. 

5. Strategies for the development of Movie Hotels 

5.1. Create a true Movie Hotel brand 

Marketing master Philip Kotler once stated: "A brand is a name, a title, a symbol, a design, or 
any combination thereof, that identifies a seller or group of sellers of a product or service and 
distinguishes it from its competitors." Brand power is influence, and brand strategy is at the 
heart of an integrated marketing strategy. Movie Hotel operators need to precisely position 
their hotels, target the outstanding features of their brands, enhance the cultural connotations 
of their theme hotels and create the core competencies of film-themed hotels. Locking in the 
outstanding features of the brand will give the brand an irreplaceable and unique image, which 
will help the brand to hold its ground in the fierce competition. In the process of branding, we 
should take full account of the hotel's target groups - students and movie lovers - to find the 
right direction for brand marketing. Through accurate positioning of the brand, we will give the 
brand unique value and establish the brand's personalized competitive advantage[2].  
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The emergence of Movie Hotels is due to the fact that traditional hotels have reached a certain 
stage of development, encountered a bottleneck and cannot find a new point of profitable 
growth, so they must rely on renovation to improve the quality of the hotel. The key again is to 
upgrade the hotel and its quality. So-called Movie Hotels with movie posters pasted on their 
rooms are at best themed rooms, but cannot be a "new species" or a real Movie Hotel brand, 
and such hotels simply cannot attract guests with both passion and spending power. At present, 
China's Youxi Movie Hotel and Palace Movie Hotel can be considered as leaders among Movie 
Hotel brands. Both of them have groups behind them, which can serve as models for hotels to 
cross over to the movie industry, whether in terms of hardware and software or operation. Most 
consumers have a natural loyalty to brands. Just as well-known and unique hotel brands have 
their fans, Movie Hotel brands can also attract a number of movie fans with their excellent 
quality and characteristics. 

5.2. Develop forms of community fan economy 

In the whole way of marketing social products, whoever has a larger number of users has a 
place in the market. The Taiwanese author Zhang Qiang defines the fan economy as: "The fan 
economy has emotional capital as its core, and uses fan communities as marketing tools to add 
value to emotional capital. The fan economy takes the consumer as the protagonist, with the 
consumer leading the marketing means and the consumer's emotions as the starting point, and 
the enterprise uses the power to add emotional capital to the brand and idol." As can be seen 
from this definition, the fan economy resorts to emotional capital and is consumer-led. Under 
the general trend of the Internet, Movie Hotels can change the traditional communication 
strategy, take advantage of the convenient means, speed and network of the Internet, start from 
consumer groups, take fans as the core, open up the community fan economy, and then create 
a loyal community system, so that the caller brand can gain market attention, so as to spread 
word of mouth with the help of fan groups and expand the Internet marketing model. And to 
achieve better communication efforts[3]. 

5.3. Close proximity to motivated young people in the town 

In 2017, War Wolf 2 grossed 5.6 billion yuan at the box office, 80% of which came from cities 
below the second tier. In 2018, Ex 3: Farewell to Ex, with a Douban rating of only 5.7, grossed 
nearly 2 billion yuan at the box office, about 50% of which was contributed by young audiences 
from Tier 3 and Tier 4 cities. As a result of the box office performance of young audiences in 
third- and fourth-tier cities, film theorists coined a new term: "small-town youths", and asserted 
that "domestic films have to look at the faces of small-town youths". People's Daily commented 
that "cultural products should be close to small-town youths"; Tencent Entertainment said in 
"Small-town youths support half of China's film industry" that "small-town youths are using 
their amazing spending power to shorten the length of the film industry". As a result of the box 
office disparity between urban and rural areas, first-tier cities such as Up North, Guangzhou, 
Shenzhen and other cities are on the verge of losing their status as the main box office players". 
The significance of doing a good job in providing culture to this group of "small town youths" 
should not be underestimated, because they are not only the increment of the entire cultural 
industry, but also the increment of China's national economy, and their influence can even 
radiate to politics, economy, ideology and many other fields. Young people in small towns have 
more leisure time and higher spending power, and they provide for "today's headlines" with 
"reading" and "consumption" with "today's headlines". "Qiduo", with "watching", has caught 
fire with "Shakespeare" and "Quick", and become the end of the demographic dividend of the 
Internet! The sunken market mainstays that the giants are "gunning" for. 

In recent years, with the number of hotels in first- and second-tier cities becoming saturated 
and competition growing, more and more hotels have started to choose to sink to tap into the 
small-town youth economy. Even more than ordinary hotels, small-town youths with local 
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roots can bring more revenue to Movie Hotels. Take the data of the Drama Movie Hotel as an 
example, among its guest group, the consumption of local guests exceeds 40%, which is much 
higher than the 20% of fast-food hotels. These young people, who do not live in big cities, may 
not care about Douban ratings or IMDb ratings (Internet Movie Database), but they also have 
their own feelings and interests about movies, which Movie Hotels must take into account. 

5.4. Chain and export, breakthroughs and innovations 

In China, the hotel chain rate is less than 20 per cent, which is a huge increase compared to 70 
per cent in the US. The low-end chains are being shuffled, while the trend is towards 
personalized, cost-effective, mid- and high-end chain hotel brands. It is only logical that Movie 
Hotels should have a future and take the path of chain standardization. Today's Movie Hotel 
brands have already formed a chain trend, with the Palace Hotel having two shops, and the 
Youxi Movie Hotel blooming across the country. On the other hand, according to young people's 
demand for movie-viewing, movie-themed rooms have become a feature that more and more 
hotels will offer. According to Jia Chao, founder of Youxi Film, there are already more than 7,500 
shops using Youxi's system and 300,000 screens using its audio-visual platform. 

The emergence of the Movie Hotel is a challenge to the traditional hotel, and in the process of 
its development, it is necessary to constantly break through the boundaries of the traditional 
hotel in order to ensure its vitality. A Movie Hotel has to keep guests in their rooms with a 
"movie", but also to surprise them beyond the 2 hours of the movie. This is the test for the 
creation of a Movie Hotel's public spaces and marketing campaigns. Like the guest rooms, the 
public area is also a place to experience the hotel's "emotion". How to skillfully integrate film 
elements and create a dream about movies is a key point that all Movie Hotels need to explore. 
Film festivals, fan economy, and multi-format complexes including hotels, offices and retail can 
all enhance the commercial value of hotels and bring in more non-room revenue. 

6. Conclusion 

With the diversification of hotels in China, people's demand for accommodation is also showing 
a trend towards characterization and fashion, which also provides a good opportunity for the 
development of film-themed hotels. The "Laidian" Cinema Art Hotel has chosen a different way 
of combining film and social interaction to attract consumers' attention. But this also puts 
forward higher requirements on the hotel's marketing strategy, it should carry out experiential 
marketing, emotional marketing, to close the distance between consumers, and use social 
media to promote the hotel by word of mouth, to enhance the influence of the hotel, and last 
but not least, to build the hotel's brand, highlight the characteristics of the hotel, and stand 
firmly in the fierce competition in the hotel industry. 
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