Case Name

EVEN HOTEL Chengdu Jinniu Health and Fitness Event marketing
Theory

Brand communication, Event marketing; Segmentation

Keywords

Fitness; KOL marketing; Community visitor flow.

Background Information

EVEN HOTEL is a high-end hotel brand IHG InterContinental Hotels Group launched in 2020,
focusing on a healthy lifestyle. The brand has a precise market segmentation, emphasizing the
concept of sports, health, a balanced diet, and recovery. EVEN HOTEL Chengdu Jinniu
provides guests with a variety of sports and health experiences, including a bike station, vitality
hall, private fitness area, body fat scale, and professional fitness videos on TV, allowing guests
to enjoy a satisfying and refreshing sweat experience or a peaceful and enjoyable yoga journey.
In addition, each guest room is equipped with an independent area for exercise and stretching,
bringing the conditions and environment of movement to the room, allowing every business
traveler to awaken their body and restore their energy during their stay. At the same time,
EVEN HOTEL Chengdu Jinniu's F&B also pays special attention to the balance of Chinese
and Western cuisine, cold and hot food, energy food, and local ingredients, with 70%-80% of
the dishes being creative Chinese cuisine and the remaining 30%-20% being Western
specialties and providing customized healthy food to meet the diverse tastes of guests.
Although EVEN HOTEL Chengdu Jinniu's market positioning is very accurate, it still faces
the following challenges due to the short establishment time of the brand and the small number
of hotels opened: 1. How to build EVEN HOTEL Chengdu Jinniu's brand awareness and
reputation; 2. How to find accurate customer groups and KOLs, so that consumers are willing
to endorse EVEN HOTEL Chengdu Jinniu; 3. How can fitness enthusiasts better stay in the
hotel, regard it as their favorite fitness place, and generate consumption and repurchase?

Marketing Strategy

1. Advocate the Wellbeing-healthy lifestyle concept, and recruit employees who love sports,
including the general manager, who is proficient in sports. All employees' weights are
controlled within the standard range.

2. During EVEN HOTEL Chengdu Jinniu's preparation period, regularly organize activities
in the surrounding communities, invite residents to participate, and distribute experience
coupons to the participants to promote the hotel.

3. Continuously live stream on major live broadcast platforms. At the same time, combined
with EVEN HOTEL Chengdu Jinniu's multiple sports scenes, create and update videos and
promotions with sports as the theme every day to increase the hotel's exposure.

4. Invite fitness enthusiasts to hold regular events at the hotel. There is a professional fitness
coach every Monday, an experienced street dance teacher on Wednesday night, and a yoga
teacher on Saturday night, leading guests to exercise for free.

5. Every member of the hotel management team stays after work to exercise with guests,
allowing guests to feel that this is not only a place with sports functions but also a hotel
with a sports atmosphere.

Outcomes

Through promoting the above marketing activities, EVEN HOTEL Chengdu Jinniu's
surrounding community residents come to try and check-in, share their experiences on social
media, and attract more potential guests. The regular activities on Wednesdays have attracted
more fitness, street dance, and yoga KOLSs to join. The national street dance champion Ye Yin



has become the spokesperson for EVEN HOTEL Chengdu Jinniu and participated in activities
at the hotel, attracting many fans and students before and after the event, creating a reasonable
occupancy rate for the hotel. In July 2023, the World Street Dance Competition champion will
hold an event at EVEN HOTEL Chengdu Jinniu. The hotel staff and guests exercise together
and highly evaluate the hotel. The team is satisfied because they exercise regularly, which is
good for their physical and mental health. Overall, EVEN HOTEL Chengdu Jinniu's marketing
plan has dramatically shortened the hotel's opening period, and the OCC and catering revenue
have continued to rise.

Implications & Challenges

Advocating a healthy lifestyle is the central theme of the post-epidemic era. With the
acceleration of people's pace of life, finding time to exercise has become a pain point for many
people. EVEN HOTEL Chengdu Jinniu has integrated exercise into the hotel and guest rooms,
making training more convenient and allowing guests to complete some simple stretching
exercises even during their fragmented time. With the continuous enrichment and
diversification of hotel products in the market, the challenge for EVEN HOTEL Chengdu
Jinniu is the dispersion of customer sources. Secondly, there are challenges in marketing costs
and hotel operating costs. When the hotel conducts the weekly healthy check-in activities led
by professional teachers, it also needs to control operating costs.
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