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Background Information

Since the beginning of 2023, the hotel market demand has rebounded. With 676 rooms, the
MGM Grand Sanya has operated for 12 years. Compared to the other new luxury hotels in
Sanya, this hotel has a significant shortcoming in hardware. MGM Grand Sanya faces ample
opportunities and challenges in the current market situation. How to maintain market vitality
in fierce market competition and achieve annual revenue growth is a challenge that the hotel
needs to face.

Marketing Strategy

MGM Grand Sanya focuses on accurately segmenting customer groups, such as parent-child
groups, ladybros’ trips, pet-friendly trips, high-end vacations for young generations, and small-
scale wedding groups. For different customer groups, the hotel proactively develops resource
combination products and accurately promotes products, increasing visibility and having a
reasonable conversion rate. For example, the demand for small-scale outdoor weddings is
growing in the wedding market. The hotel has created a Suite Terrace Wedding Scene to meet
the new demand.

MGM Grand Sanya carries out practical brand cross-border cooperation, joining forces to
activate potential user demand and improve conversion rate. By introducing cooperation brands
that align with the hotel, a unique joint product is formed, injecting new elements into the
hotel's different segmented market products and bringing more customer flow exposures and
popularities to the brands, finally achieving a win-win result. For example, the hotel has created
a Corona Sunset Sea View Suite joint product for young customers.

The hotel continuously optimizes its existing space and scenes, building landscapes to attract
customer flow, creating more and better materials and scenes for guests to take and share their
pictures, and maintaining its popularity. The hotel has set up Corona Swings, Corona Food
Trucks, and Harley motorcycles at the sunlight pool party lawn area, occupying 80% of the
photo hotspots on Little Red Book.

To break through the constraints of traditional thinking and improve operational efficiency and
revenue, MGM Grand Sanya has established a "product team," which is mainly responsible for
information collection and sorting, product process sorting, product quality monitoring, and
market information sharing and updating. It has formed a closed-loop process from product
demand mining and sharing, product production, product promotion, product launching,
product feedback, and finally, returning to product demand exploring and sharing.

Outcomes

MGM Grand Sanya's performance in the first quarter of 2023 broke the quarterly revenue
record since its opening. It has kept first place for searching on Ctrip Travel Network in Yalong
Bay, Sanya, and once surpassed Shanghai Disneyland Hotel. At the same time, the hotel's total
revenue has stably been in the top place of the Yalong Bay industry for many years.



Implications & Challenges

With the aging facilities every year, the hotel must continuously innovate in entertainment
activities and service experiences to maintain hotel's popularity and attractiveness. Constantly
launching new products and services, it is easy to be imitated and copied by other hotels, and
gradually, the hotel loses its characteristics and advantages. This requires the hotel's
entertainment services and products to maintain unique brand charm and features as much as
possible, creating outstanding value. At the same time, the hotel must maintain market
sensitivity and insight into the development trends of segmented customer groups, IP cross-
border, and famous scenes to retain its market-leading position.
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