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Background Information

Beijing Universal Resort is Asia's third largest and fifth global Universal Studios theme park.
Honor Of Kings, a popular video game, is the first Chinese local game IP to collaborate with
Universal Studios. This game has a large user base and extensive influence in China, with an
average of 100 million daily active users in 2020. Cross-cultural communication is a core
challenge for Beijing Universal Resort and Honor of Kings to achieve cultural integration and
brand influence.

Marketing Strategy

The marketing strategy focuses on creating an immersive interactive experience for visitors by
combining international theme park elements with local Chinese IP. The collaboration between
Beijing Universal Resort and Honor of Kings includes themed activities, such as a hero parade
and meet-and-greet events, as well as a variety of themed merchandise and food. The goal is
to create a unique and culturally rich visitor experience while increasing brand influence
through cross-cultural communication and understanding.

Outcomes

The collaboration between Beijing Universal Resort and Honor of Kings has attracted a wider
audience and increased brand influence. The hero parade and meet-and-greet events have
received widespread attention and positive feedback from visitors, and the themed merchandise
and food have been popular among fans. The collaboration has also been widely promoted on
social media platforms, such as Weibo and Xiaohongshu, with the hashtag #Beijing Universal
Resort Honor of Kings receiving nearly two million views on Xiaohongshu alone.

Implications & Challenges

The collaboration between Beijing Universal Resort and Honor of Kings faces challenges in
maintaining cultural integration and creating new and exciting visitor activities. The resort
must continue innovating and updating its offerings to keep up with changing visitor
preferences and trends. Additionally, the collaboration may face competition from other local
IP collaborations in the Chinese-themed park market. To maintain its competitive advantage,
the resort must continue to focus on creating a unique and culturally rich experience for visitors.
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