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Abstract 
This study examines the current state of innovative customer value delivery in the 
Chinese hospitality industry in the new media environment through a summary review 
of Chinese and foreign literature. The theoretical foundation is discussed, followed by a 
discussion of the current application and development status using the WeChat public 
account as an example. Finally, the current status of implementing innovative customer 
value delivery in the Chinese hospitality industry is examined through a case study using 
Sofitel Guangzhou Sanfeng as an example. Finally, conclusions and recommendations are 
presented. 
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1. Introduction 

Nowadays, in an era of rapid development of electronic information technology, the hotel 
industry's delivery of customer value has benefited from these new technologies’ innovation. 
Additionally, the majority of companies are customer-driven, and customer value analysis has 
gained prominence among scholars and managers (Slater& Narver, 2000). And is increasingly 
being used to gain a competitive edge across industries and businesses. Hotel researchers have 
also taken an interest in customer value and service excellence (Ekinci et al., 2003). It is widely 
accepted that hoteliers' primary responsibility is to provide superior customer service (Su, 
2004), and (Choi and Chu, 2001) agree on it, and suggesting that hotels must continuously and 
successfully give higher consumer value to compete in this sector. Additionally, hoteliers must 
place a higher premium on service quality and satisfying the wants and expectations of their 
customers. This is especially crucial in the hotel sector, where success is determined by the 
ability to give value to customers. 
In this study, we will discuss the impact of innovation on customer value delivery in the Chinese 
hotel industry through a literature review approach, and then draw conclusions and make 
recommendations for future research. 

2. Understanding of Customer Value 

2.1. Theoretical Discourse 
Although consumer value has been the subject of extensive research in recent years, values 
have always been "the basic premise of all marketing activities" (Holbrook 1994). The concept 
of value has been employed in a range of sectors, including economics, sociology, accounting, 
finance, planning, product management, information systems, and marketing (Huber et al., 
2001; Ulaga& Chacour, 2001), as well as tourism research (Huber et al., 2001). (Sanchez et al., 
2005). 
(Rust et al. 2004; Krafft et al. 2005) Their research has shown when viewed through the lens of 
the business, customer value is central to the pro-performer. The objective is to determine an 
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individual customer's (customer lifetime value) or a group of customers (customer assets) 
attractiveness from the company's perspective. For example, corporate success is contingent 
upon offering superior value to consumers, and sources of high-quality customer value include 
organizational resources and skills such as human resource management, innovation, 
knowledge management, and organizational culture and structure. According to research 
(Mittal& Sheth, 2001), creating outstanding customer value benefits all stakeholders, including 
customers, workers, and shareholders, and (Narver et al., 2004) also indicates that Businesses 
that are committed to providing exceptional customer value will benefit from a supportive 
corporate culture that emphasizes expressed and future customer requirements that are 
currently connected with a higher degree of customer value. Additionally, McDougall and 
Leveque (2000) demonstrated superior financial performance, a strong customer orientation, 
and an increased level of customer satisfaction. Satisfied customers are more inclined to 
acquire additional products/services and to propagate positive word-of-mouth. (Petrick,2002) 
study demonstrates that organizations that successfully maintain superior value delivery over 
time increase customer loyalty and retention, both of which increase shareholder value and 
generate additional value for the firm. 
Several previous studies have defined four distinct definitions of value: (1) "value is a low 
price," (2) "value is the commodity desired," (3) "value is the quality consumers get for the price 
they pay," and (4) "value is what consumers get for what they offer (Zeitham,1988). Moreover, 
similar to (Flint et al.,1997) argue that value is composed of three components: actual value 
predicted value, and value judgments. The term "value decision" relates to the customer's 
assessment of what happened (benefits and sacrifices). This suggests that value, as opposed to 
cost, is the act of describing how the customer feels about the product or service consumed 
(usually price or time). After reading the literature and evaluating these meanings, it became 
clear that two themes run across the majority of them: the ideas of "trade-offs" and "benefit 
sacrifice." Trade-offs can be described as the distinction between benefits and costs. (Slater and 
Narver, 2000) have mentioned that when customers recognize that the advantages of 
purchasing a product/service outweigh the costs, they generate customer value. (Bolton and 
Drew,1991) also suggest that simply defining value as a function of quality is insufficient. 
Perceived advantages, it is claimed, should be seen as a composite of physical characteristics, 
service characteristics, technological support, competencies, experience, and social incentives. 
Additionally, defining worth just in terms of quality is inadequate. Perceived advantages, it is 
claimed, should be seen as a composite of physical characteristics, service characteristics, 
technological support, expertise, experience, and social rewards. 

2.2. Customer Value in the Hotel Industry 
In a hospitality environment, the process of providing customer value includes three parties: 
the staff, the manager, and the customer (Hartline et al., 2003). Because customer service is a 
commodity for managers and the customer experience is the fundamental metric for 
determining the quality of customer value, hotel managers must have the ability to "listen to 
the customer" (Coyle and Dale, 1993). However, some researchers have proposed that 
managers should perform informal research on customer needs and expectations, such as 
"walk-around management," in addition to conducting systematic research on customer needs 
and expectations. Additionally, there is added responsibility to handle to continually achieve 
superior consumer value, as well human resource strategies must be in place (Nasution & 
Mavondo, 2008). 
From the hotel manager's viewpoint, resources must be adequately prepared and staffed to 
push and execute the program. Since consumer value is a life experience for the hotel customer, 
it is often a trade-off between benefits and costs. Customer value is provided in the hospitality 
industry through a variety of intermediary media, including room quality, hotel ambiance, food 
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and beverage, and recreational and sports facilities. As a result, we should understand that the 
distribution of customer satisfaction in the hospitality industry is a collection of tangible and 
intangible assets that are configured differently for each person. 
It is widely accepted that hotels are graded and classified within the hotel industry, and the 
standards for this ranking include a variety of considerations, the majority of which are 
fundamental in terms of customer value. For instance, a superior hotel provides a higher level 
of consumer satisfaction than a lower-class hotel does by superior services and facilities. 
Additionally, top-tier or superior hotels, including five-star hotels, will have world-class 
amenities such as fine dining, modern swimming pools, fitness clubs, special needs 
accommodation, non-smoking rooms, and meeting space. Three- and four-star hotels are 
considered traditional, while budget hotels, such as one- and two-star hotels, can offer standard 
amenities. Hotel classification services provide universal standards, and hotels with a higher 
classification may charge a premium for similar items, such as nightly rates, wine, and food. 
This is because they are considered to be fair in light of increased expenditure and superior 
staff training. Cadotte and Turgeon (1988) demonstrated that the ambiance of the hotel lobby 
and the quality of the food contributes significantly to guest satisfaction. Hotel room cleanliness, 
service quality, staff awareness, and service level, and the surrounding quietness all play a 
significant role in determining hotel guest satisfaction. 

3. Customer Value Innovation in the New Media Environment 

3.1. Background Description 
New media is generally considered to be the fifth form of media, following print, outdoor, radio, 
and television. The emergence of new media has fundamentally altered how humans obtain 
information today, as well as how humans think. The advent of new media has catapulted the 
media industry into a state of radical transformation (ShengJian, 2014). Nowadays, new media 
forms based on the personal computer, cell phone, tablet, and other terminals have emerged in 
response to the advancement of Internet technology, and the emergence of new media has 
diversified advertisers' marketing channels. More advertisers are re-evaluating their existing 
marketing strategies, and in addition to utilizing traditional media as a marketing tool, they are 
beginning to focus on and implement marketing strategies centered on new media, as the use 
of new media for customer management and value delivery has become more mainstream. 

3.2. Application - WeChat as an Example 
WeChat's primary characteristics are its vibrant information expressions, which include voice, 
images, text, and video. Additionally, there is a range of functional services available, such as a 
public platform and a circle of friends. WeChat, a free program for instant messaging, is popular 
with users due to its robust features. And is becoming a mainstream platform for daily social 
interaction in China (XiaoZhi, 2015). 
Individuals, businesses, and organizations may all use the WeChat platform. It supports one-to-
many information pushing as well as real-time data sharing and transfer. Public accounts are 
primarily used by businesses, and managers can leverage the platform for brand development, 
product promotion, and customer relationship management. 
There are three types of public accounts in WeChat, which are subscription, service, and 
enterprise: 
1) Subscription accounts 
Mostly for users providing information and information. 
In general, the media is more prevalent. For example, CCTV news, surging news, and People's 
Daily. 
The frequency of mass mailings: once a day can help spread the message. 
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Display mode: the group's news is displayed in the list of subscription numbers. 
2) Services Accounts 
It emphasizes interactive services, giving enterprises and organizations more robust business 
services and user management capabilities. 
Generally, enterprises and banks prefer to use them, for example, speed row small ant editor, 
China Merchants Bank, and other accounts. 
The frequency of mass mailings: four times a month can help spread the word. 
The bulk messages can be viewed in the user's WeChat list. 
3) Businesses Accounts 
Enterprise WeChat is a communication and office tool for businesses that offers a consistent 
communication experience on WeChat, a rich set of OA (office automation) applications, and 
the ability to connect to the WeChat ecology. It enables businesses to connect internally, with 
ecological partners, and with consumers. 
Professional collaboration, security management, and people as a service are some of the 
features. 

3.3. Case Study-Take Sofitel Guangzhou Sanfeng Hotel as an Example 
The majority of hotels utilize WeChat's public account circle of friends, and small programs to 
deliver value to customers via coupons, WeChat membership cards, and other offers, while also 
releasing relevant information to consolidate existing customers and discover new ones, to 
conduct valuable media communication and achieve the effect of WeChat marketing. Hotel 
WeChat marketing allows for full interaction with customers, converting them from trusting 
enterprises to relying on them, relying on the hotel to disseminate information and promote 
the hotel's brand, thereby encouraging consumers to make product purchases, transfer 
payments, and experience services, and the hotel to collect feedback and provide other series 
of marketing services via WeChat. 
Sofitel Guangzhou began its preparations in 2013 and issued its first tweet on February 18, 
2014, titled "Sofitel Guangzhou Sofitel Paris 8 Grand Opening." Currently, the WeChat public 
account is divided into three main sections: "About the Hotel," which aims to inform customers 
about the hotel and its surroundings; "Fan Specials," which is divided into two sections: WeChat 
Shopping Mall and Room Reservation. The second section is "Fan Specials," which is divided 
into two sections: WeChat Mall and Room Reservation. The third section is "Membership 
Center." The third section is titled "Member Center," and it contains information about 
members, points, and order details. 
To emphasize customer value on social media channels, WeChat Mall products are typical $100-
200 cheaper than store prices. Additionally, for certain products, such as pool passes, which are 
only available on the WeChat Mall, the hotel's marketing department is working to establish the 
WeChat Mall as an indispensable platform. In terms of room reservations, the marketing 
department has worked closely with the front office to redistribute benefits and encourage 
front desk staff to recommend WeChat purchase channels to customers, such that guests who 
follow the hotel's WeChat public number can receive a certain amount of cash discounts and 
other benefits. Simultaneously, in June 2018, the hotel launched a customer conversion 
program with a specific target number of customers to convert from other channels to the 
WeChat Mall. According to the data, in July 2018, 610 customers were successfully converted, 
representing a 61% success rate and meeting the marketing department's first phase target. 
Along with the development of customer value distribution through WeChat, the hotel has 
established a WeChat platform specialist role, which is responsible for resolving user feedback 
issues, improving the WeChat public platform, and increasing the average frequency of updates 
to once a week. Additionally, the hotel has created a position of guest experience director, who 



Volume 2 Issue 12, 2021 

DOI: 10.6981/FEM.202112_2(12).0036 

279 

Frontiers in Economics and Management 

ISSN: 2692-7608 

is responsible for all online fan feedback and follow-up work, timely resolution of user-reported 
issues, and product customization through customer communication. The establishment of 
these two positions significantly increased the business clientele of the hotel and resulted in 
numerous repeat customers. 

4. Conclusion and Recommendation 

In the hospitality industry, consumer value is a life experience for hotel guests customer 
satisfaction can be seen as customer value delivery in the hospitality industry, so customer 
satisfaction becomes an important expression of customer value delivery. Innovative customer 
value delivery in the Chinese hospitality industry in the new media environment is provided 
through a variety of media, including room quality, hotel ambiance, food and beverage, and 
entertainment and sports facilities. At the same time, this creative approach to delivering 
consumer value has led to an increase in the number of familiar and potential customers, as 
well as increased sales growth. Due to the growth of digital media, it is clear that the hospitality 
industry is following the trend of providing consumer value to consumers through this creative 
approach. 
Nowadays, the majority of hotels and customers alike are willing to use such WeChat public 
numbers to access hotel information and make hotel reservations. Together with the objective 
factor of the self-media industry's rapid growth, utilizing innovative new media platforms to 
deliver customer value will become the new trend. However, the majority of public platforms 
suffer from issues such as limited information and the requirement to repeat multiple 
operations when booking multiple days or additional hotel services, resulting in a negative 
customer experience and low satisfaction. Additionally, some customers prefer to use 
alternative platforms. To advance the hotel industry, it is necessary to address the issues that 
exist in the status quo. Faced with the rapid development and rise of new media, the hotel 
industry must embrace new media platforms to deliver customer value more effectively in the 
future. Simultaneously, hotels should establish WeChat communities with their target 
customers to accomplish the fantastic goal of mutual benefit and win-win situations. 
Additionally, hotels must manage their categories based on the unique needs of their guests 
and categorize them in real-time according to the various regions in which they are located. 
Thus, the true needs of customers can be grasped more precisely, and each customer can be 
targeted more effectively through more effective communication. Additionally, alternative 
platforms to WeChat, such as Xiaohongshu and TicToc, must be established. 
From a practical standpoint and with an eye toward the future, it is necessary to examine and 
contribute to the advancement of the current state of innovative customer value delivery in the 
Chinese hospitality industry in the new media environment. To a certain extent, the 
recommendations presented above can assist hotels that are constrained by this status quo. 
However, because this study lacks additional data support and interviews, this aspect of the 
study can be improved in the future to ensure that the study's content and findings are accurate, 
objective, and of a high reference value. 
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