Case Name

Westin x KEEP Let's Rise Cross-Border Collaborative Marketing

Theory

41 Principle: Interesting, Interests, Interaction, Individuality.

Based on the consistency of market objectives, the everyday use of brand elements to
trigger consumers' attention and interest in an exciting way, to lead them to participate
in the interaction with the product and the brand in a way that is beneficial to them,
and to trigger consumers' inner resonance with novel and personalized creativity, to
achieve the purpose of extending and developing the core value of the brand, realizing
the complementary of user experience and enhancing differentiated competitive
advantages.
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Background

As the global hotel industry's lifestyle brand focused on balancing physical and
mental well-being, Westin Hotels & Resorts is committed to helping guests achieve
an excellent travel experience through six critical elements of well-being: relaxation,
productivity, exercise, nutrition, deliciousness, dreams, and fun. In more than 225
hotels and resorts in nearly 40 countries and regions around the world, guests can
experience the full range of health and wellness experiences offered by Westin, and
the "self-discipline gives me freedom" brand spirit and advocacy of Keep, which
encourages people to use exercise to refresh their life experiences and accompany
users to explore more possibilities in life. This deep collaboration between the two
brands further conveys the brand's healthy lifestyle concept, enabling guests to have a
much more efficient, healthy lifestyle.

Marketing Strategy

First, regarding in-room courses, Keep and Westin jointly opened an exclusive TV
channel based on the space environment of the hotel rooms. Keep customized a set of
exercise courses for hotel guests in the rooms to broadcast on the channel so that
guests can exercise and burn fat at their own pace in the rooms.

Second, running-related. In each Westin hotel, there is a destination-specific health
running map. As a result of the partnership, Westin's unique health run map routes in
each city are generated in Keep, allowing hotel guests and urban runners to use the
app to discover the Westin health run map, quickly use the route, and record and
accumulate relevant personal exercise data.

Third, fitness center classes. To better serve the comprehensive fitness needs of hotel
guests, Keep also provides a complete set of solutions for Westin, including training,
equipment, a yoga meditation area, and other courses. Guests can quickly scan the QR
code in the hotel gym to get the recommended course content and enjoy the exercise
fun. Guests can soon check the QR code at the hotel gym to get the recommended
course content and enjoy the exercise fun.



Outcomes

The hotel's guest rooms + fitness center already have good venue conditions. With the
addition of Keep, the combination of hardware and software, the hotel provides a
highly accurate marketing scene for Keep. Keep also helps the hotel offer consumers
a unique service experience, which immediately brings out a 1+1>2 effect. In the
cooperation between Keep and Westin, it can make good use of technology to help
the hotel activate the original idle resources and save operation costs, which is just a
need for the hotel. Through the actual sports and technology advantages to empower
the traditional industry, the Internet means activating the hotel's high standard of
hardware facilities, services, and sports scene, making the conventional hotel more
three-dimensional, vivid, and rich. Based on their years of market experience in their
respective fields, keep and Westin brand to create a healthy life scene for business and
tourism travelers by integrating brand, industry, and user levels. By combining brand,
industry, and user levels, Keep can better serve and influence high-end consumers,
passing on free movement and self-discipline to businesses and travelers and bringing
a new brand image to both parties.
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