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Background Information

Since the first Shangri-La Hotel of Singapore in 1971, Shangri-La Hotels and Resorts has
continued moving to the international market. It has become one of Asia's largest luxury hotel
groups, with over 100 hotels under four brands from 22 countries, regions, and 76 destinations.
The business hotels under the group face the problem of high occupancy rates on weekdays and
relatively quiet business on weekends. At the same time, the resort hotels also want to consolidate
the source of parent-child customers further and provide more diversified parent-child activities.
To address the above issues and increase brand awareness, the group launched the Shangri-La K20
Happy Growth Plan.

Marketing Strategy

1.

Target the parent-child market by launching relevant marketing projects

In the K20 Happy Growth Plan of Shangri-La Hotel Group, "K" stands for the English
word Kid; "20" represents that children account for 20% of the world's population.
Children are the hope of every family, and they are the driving force and hope for the future
of our society. In children's eyes, the adult world is always entirely of unknown mysteries.
This plan aims to create an interactive and exciting experience based on the needs of
growing children so that they can experience some professions in a fun way.

The hotel launched a variety of parent-child activities by taking advantage of its
characteristics

The hotels under the Shangri-La Group displayed their characteristics and launched a series
of colorful parent-child activities, such as little chefs, firefighters, housekeepers, table
etiquette classes, etc. The hotel offers experienced instructors who accompany children to
explore life experiences and some professional skills; chefs take children to experience the
fun of cooking; engineers teach children safety knowledge about fire and teach children to
use fire extinguishers and rescue skills. Children and parents love these courses. At the
same time, the hotel incorporates traditional festival elements such as the Spring Festival,
Dragon Boat Festival, and Mid-Autumn Festival into the activities, allowing children to
experience the charm of traditional culture.

Create a three-dimensional publicity matrix to promote the K20 Happy Growth Plan
First, the hotel promotes the K20 Happy Growth Plan through the official website, WeChat
public account, guest room TV, public area LED screen, and other ways. Second, news
about the event is constantly released to all media to increase reports and exposure.
Furthermore, well-known parent-child experts were invited to participate in all activities;
their relevant videos were later published on social media platforms for promotions. Using
the above three-dimensional publicity matrix is expected to achieve better advertising
effects.
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Outcomes

1.

Hotel revenue has increased.

The K20 Happy Growth Plan is very popular. It provides a variety of parent-child activities
and cleverly combines hotel rooms, afternoon tea, dinner, spa services, etc. Customers can
enjoy parent-child activities while experiencing the various services and facilities provided
by the hotel. This marketing strategy has increased the sales of guest rooms and services,
bringing more revenue to the hotel.

The utilization rate of hotel venues and the exposure rate of parent-child facilities have
been increased.

To increase the utilization rate of venues, the hotel uses vacant venues in the off-season or
on weekends to hold various parent-child activities. For example, DIY handcraft courses,
Christmas parties, pillow fight parties, etc., are held in the banquet hall. At the same time,
outdoor adventure activities, swimming courses, fun pitching pots, lawn archery, and other
parent-child activities are held in the playground and swimming pool. It can not only
improve the utilization of the hotel venue but also increase the exposure of the hot facilities,
effectively advertise and promote the hotel's parent-child facilities, and attract more
families to stay here.

Multi-channels were used to attract parent-child customers

The hotel has promoted the K20 Happy Growth Plan by creating a three-dimensional
publicity matrix, which has increased the hotel's exposure in the parent-child market and
attracted parents who pay attention to the quality of parent-child activities because the
hotel's safe and hygienic venues, high-quality services, and good food meet their
requirements. The above practices have attracted more parent-child customers to the hotel.

Implications & Challenges

Although the above marketing activities have succeeded in the first place, some activities need
more creativity and are challenging to attract parent-child guests continuously. If the hotels want
to continue the developing momentum, they must understand customer needs and preferences
better than other brands and continue to stimulate consumers' interest through marketing activities.
The hotels under the group should combine their characteristics and advantages to launch more
attractive parent-child activities continuously, provide unique experiences, and increase publicity
in major media and social-media platforms so that the K20 Growth Plan can develop sustainably
in a long-term and become a "long-lasting" brand activity for the group's parent-child sector.
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