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Diaoyutai MGM Hospitality's MGM Lion Club Member Reward Program
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Cross-industry cooperation, Digital Marketing, Brand promotion
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Background Information

Diaoyutai MGM Hospitality is a high-end hotel management platform jointly established by
Diaoyutai State Guesthouse and MGM International Hotel Group of the United States. The
platform aims to provide unique high-end hotel, mansion, shopping, and entertainment
experiences and promote the merging of Diaoyutai and MGM. After more than a year of trial
operation, the MGM Lion Club member reward program was officially launched on June 21,
2022. Compared with other hotel groups' membership programs, MGM Lion Club is one of
the latest to start. Surviving in the fierce “Red Sea Market" competition can be challenging.
This could be accomplished mainly by endorsing and empowering MGM with the Lion Club
member reward program.

Marketing Strategy
1. Collaborate with large platforms such as Alipay, Fliggy Travel, Ctrip, VISA, UnionPay,
etc.

2. Collaborate with industry leaders such as the Entrepreneur Club of Fortune Institutions and
the Supercar Club.

3. Promote interconnection and digital sales with business partners by sharing business
opportunities in joint marketing campaigns.

Outcomes

1. Rapid growth of membership.

2. Many high-net-worth customers were attracted to both Diaoyutai and MGM.
3. Awareness of the customers of the promoted brands was significantly raised.

Implications & Challenges

1. As hotels under the Brand of Diaoyutai are limited, it would be quite difficult to attract
more members through the hotels themselves.

2. In the future, MGM Lion Club will continue cultivating digital development to progress
toward a more significant market share. And this improvement will be a transformation
from the “share-of-mind” to “word-of-mouth.”
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