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Background Information

InterContinental Xiamen has always intended to provide a distinguished accommodation
experience as an international luxury hotel. With the booming parent-child travel market, the hotel
has accurately understood the market demand. It has taken the lead in creating the first full-scene
immersive ocean parent-child metaverse experience hotel in South China. This move enriches the
holiday options for family tourists and gives them a high-tech feeling and fun. With its unique sea
and sky scenery and the marine cultural elements of the "King of Blue Whale" art installation, the
hotel has pioneered a new chapter in the parent-child holiday market.

Marketing Strategy

InterContinental Xiamen created the immersive theme concept of "Whale Fantasy World," which
leads tourists and Whale mascot LuoLuo on a fantastic metaverse journey by creating a new marine
IP character. "InterContinental - Whale Fantasy World" takes the original metaverse theme script
as its focal point and cleverly combines multiple MR technologies, technological interactive
devices, and upgraded art and visual display to unlock a series of online and offline exploration
mechanisms for tourists. The hotel lobby and sea view rooms are equipped with MR space titles
for an immersive visual experience, and the combination of virtual and real creates a multi-
dimensional sensory art scene check-in point. This innovative measure allows tourists to feel the
magnificence and mystery of the ocean in reality and experience an unprecedented fantasy journey
in the virtual world. With its forward-looking vision and innovative concepts, InterContinental
Xiamen has created a new landmark for urban parent-child tourism and has become an
unforgettable resort for family tourists.

1. Online promotion
Use social media platforms (such as Weibo, WeChat, Douyin, etc.) extensively to promote
and publish hotel design, special services, and event information.

Cooperate with travel bloggers and parent-child experts to invite them to experience and
share hotel experiences to enhance influence.

Carry out online interactive activities (such as VR experience reservations, parent-child
game challenges, etc.) to attract the attention and participation of potential customers.

2. Oftline activities
To increase customer viscosity, hold parent-child-themed activities (such as marine science
lectures, Whale mascot LuoLuo meet-and-greet events, etc.).

Cooperate with local tourism agencies to launch parent-child travel packages and include
the hotel in tourist routes.
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Set up and display a promotional area around the hotel to showcase the hotel’s
characteristics and design concepts and attract the attention of passing tourists.

3. Partnership
Establish a partnership with travel platforms (such as Ctrip, Qunar, etc.) to promote hotel
products.

Establish cooperation with children's product brands (such as educational institutions, etc.)
to develop parent-child travel products jointly.

Outcomes

After a series of marketing activities, the "Whale Fantasy World " Metaverse family vacation
experience has successfully attracted the attention of many family tourists. It sells guest rooms,
catering, and parent-child peripheral products. Customers have given positive feedback, saying
this experience is technologically advanced and full of parent-child fun. It is an excellent choice
for family travel. Besides, by continuously optimizing products and services, the hotel can improve
customer satisfaction and loyalty and achieve sustainable development.

Implications & Challenges

During the marketing process, the hotel also faces some challenges. For example, using MR
technology requires high-cost investment, customer acceptance, and operational proficiency. In
addition, with the popularization of the metaverse concept, similar competitive products may
appear in the market. Maintaining innovation and continuing to attract customers will become a
problem that hotels need to face. However, by continuously optimizing product experience and
service quality, the hotel is confident that it will stand out in the fierce market competition.
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