Case Name

Children's Wilderness Adventure-Ritz-Carlton Hotel

Theory

Product innovation; Customer preference
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Background information

As people are becoming more experienced in travelling, they have higher expectations
for gaining certain experiences This is particularly true for family travelers that those
products which help them to create a more emotional family bond are increasingly
appreciated. Hotels show a great of expertise on tightening family ties. In addition to
providing rooms and facilities, a hotel can help its brand be recognized by more of the
targeted customers. The growth of the market for family-friendly products has led more
and more hotels to recognize this as an excellent opportunity to promote their hotel
brands to their target groups. Based on the theory of Madelis, the famous educator who
produced Children’s Development Concept, children can learn various knowledge and
skills while having fun. Such an approach enables children to develop their instincts
and protect their curiosity about the world. Therefore, The Ritz-Carlton Hotel Group
launched the Ritz Kids program in December 2013, aiming to bring children surprises
beyond their expectations and unforgettable memories through active participation and
profound experiences that focus on education, culture, adventure, and environmental
awareness.

Marketing Strategy

1.Provide children with shorter check-in counters that exclusively suit their need A set
of indoor camping tent and equipment for children are available in the room. Children
will see the fantastic twinkling stars while lying in tents, giving them an unprecedented
"stargazing" experience.

2.During their stay, the hotel would arrange a series of science-related activities that
encompass the four themes of "soil, environment, water, and culture" to help children
explore knowledge beyond classroom.

3.In the meanwhile, parents could get a moment of relief from their busy parenting time
and enjoy relaxing afternoon tea or spas that can bring additional revenue to the hotel.
Outcomes

1.Unlike the homogeneous products in the market, the STEAM theme-based program
and perfect Ritz service experience have made the Ritz-kids family products stood out
and won popularity from family guests. The Ritz-kids lion dolls have become a favorite
for the children’s members. Their sense of imitation makes them want to learn from
adults, and the creation of such activities can meet the psychological needs of children.
Their preferences directly affect the entire family's choice to become repeat customers
again.

2.Based on the marketing idea, the Ritz hotels of different domestic cities further
optimized the contents of the themed activities according to its regional characteristics
such as the “Jungle adventure” in Shanghai and “Panda preservation” in Chengdu. As
a result, the revenue of the hotel had been improved and its brand promoted in the



family-oriented travel market.

3.Arrange some activities for experiencing the features of the hotel, such as the “cup-
shaped cake making” introduced by Ritz Shanghai which had increased the occupancy
rate of the restaurants during uncrowded hours.

Implications & Challenges

Excessive educational elements in products (though core of the product) would reduce
the fun part while Less content affects the return rate. Especially for science-based
products, the activities' content design and safety control need to be more thoughtful.

Reference list:
Kids Night Safari, Retrieved 18 March 2023 from https://www.ritzcarlton.com/zh-
cn/hotels/china/shanghai/offers/ritz-kids-night-safari
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