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Abstract

The rapid development of society has forced enterprises to develop in the direction of self-media.
The number of Internet users has increased dramatically, and more convenient and personalized
needs are being pursued by the public. In order to build their own image, attract more customers,
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and obtain benefits, enterprises create more marketing methods with the help of self-media social
platforms. Most hotels use WeChat, OTA platforms, TikTok, official websites, etc. to promote their
corporate image and expand their reputation and popularity. Through this research and investiga-
tion on the application of self-media in the marketing of Waldorf Astoria Xiamen Hotel, the existing
problems are found to improve the quality of the hotel’s self-media marketing, enhance the com-
petitiveness of the hotel in the market, and promote the development and progress of the hotel self-
media market.
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Table 2. Summary of marketing strategies using on self-media
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