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Background Information

1.

The competition in commercial real estate is exceptionally fierce, whether in development
or investment, and new ideas are constantly being explored and improved. Traditional
businesses, department stores, and other retail formats may be significantly impacted by e-
commerce. In recent years, facing market changes, commercial real estate has continuously
emerged new ideas and methods in investment and operation, especially in marketing and
promotion. Commercial complexes need more support than a single business. As the hotel
management company of the owner, we are responsible for the early research, preparation,
and operation of the entire complex, which includes an international luxury brand hotel, a
high-star hotel, a high-end serviced apartment, an international conference center, office
buildings, commercial areas, and a Poly theater. The owner has a state-owned background,
and the project's architectural design is by Zaha Hadid. The market must learn about the
project's functions, facilities, and business distribution. Establishing market awareness for
the entire complex project quickly is the first major challenge in marketing and promotion.
The marketing challenge for hotel projects in the early stages: Establishing market
awareness and reputation quickly in the local market after the hotel project opens is a
marketing challenge for every hotel operator. Our project targets a more professional and
precise conference center market, and the hotel section is too large (over 1000 rooms) and
needs to open gradually after the conference center opens. Quickly establishing market
awareness for this particular market segment is the second major challenge in marketing
and promotion.

Hot topic of the season- Live TV shows: Live TV shows refer to "TV programs made by
ordinary people (non-actors) in a predetermined situation, following predetermined game
rules, for a clear purpose, while being recorded and made into a TV program." Nowadays,
Live TV shows often feature actors or singers to attract viewers. In 2014, Live TV shows
almost dominated the weekend and weekday prime time slots in China, from singing
dreams to backpacking trips, from finding true love to battles between mothers-in-law and
daughters-in-law, to spicy teachers fighting naughty students and wilderness survival
adventures. Live TV shows have become a national hot topic. The "Running Man Brothers"
Live TV show has become a hot focus among them.

Marketing objectives: a.Increase market awareness of the integrated complex and
conference center; b.Use marketing and promotion to attract and warm up other projects in
the integrated complex.

Marketing Strategy

1. Marketing research for integrated complex projects - precise positioning: Due to the
different market positioning of different business formats in the integrated complex, the
target audience of the international conference center is a professional MICE group.
Still, the target audience of other business formats in the integrated complex is different.
Through market research, we have summarized two marketing challenges: The inherent
impression of the market on the conference center is business-like and formal. At the
same time, our product has no such image. The project name is "International Youth
Culture Center," and the project itself shows more youthfulness and design sense to the



market. The conference center is more promoted to professional clients. Still, we want
to let more clients understand the conference center, break the traditional impression,
and let the marketing and promotion of the conference center extend beyond
professional clients and channels.

The second marketing challenge is how to cover different target audiences of various
business formats in the integrated complex through marketing.

We answered three questions by ourselves: 1. Through research, what marketing and
promotion methods can cover different target audiences of varying business formats in
the integrated complex? 2. Where are the market hotspots and strong IPs in 2014? 3.
How to attract market hotspots to the project itself? Finally, through the research of the
above questions, we concluded that the hottest trend in the market in 2014 was live TV
shows, and the most popular one at that time was "Running Man Brothers." Combining
the advantages of the project with the show is the most significant event marketing
opportunity.

2. Confirm channels and showcase our advantages:
Although the conclusion has been drawn, it takes work to implement it. First, the
program team needs to choose Nanjing as the filming location. We contacted the
program team on January 20, 2015, and detailed Nanjing and the project highlights. We
deeply understood the program's needs, made filming ideas in advance, and combined
them with the project highlights.
Co-brand cooperation and brand implantation:
As non-sponsors, we cannot display our logo or advertise in the reality TV show. To
undertake the activity, we hope to showcase the highlights through the program. The
conference center has 60 meeting rooms, banquet halls of various sizes, and a unique
interior design. We will combine these two highlights to promote the image of the
integrated complex to the maximum extent.

Outcomes

1. The successful process of event marketing case:
Through our efforts and program design, after five months of preparation, Nanjing was
finally confirmed as the shooting location for Running Man. From the first email to the
program recording, it took 323 days.

2. City-wide hotspot, achieving expected targets:
After the program was broadcasted on New Year's Day in 2016, the project site became
a hot topic among residents. Through this marketing, the overall popularity of the
integrated complex reached the expected marketing goals while also achieving the
established budget targets for that year.

3. Continuous fermentation of hotspots, IP promotion:

After the broadcast, we hoped to continue to ferment this IP and heat while using the
program's promotion to turn the integrated complex into a popular spot for Nanjing's
internet celebrities. We will also combine the marketing of the conference center's
products to continue promoting them.

Implications & Challenges

"Sitting in the office, all you encounter are problems, but when you go out for research, all you
see are solutions."

Hotels should borrow thinking dimensions from other industries regarding marketing depth
and breadth as a single and traditional industry. Standing at the center of the industry, standing
in the hotel lobby, it can be challenging to understand the changing needs of the market and
customers. Therefore, going out and understanding the operation of different commercial



formats, standing from the perspective of other formats and investors rather than just an
operator's perspective, will lead to different marketing strategies.
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