Case Name

Shanghai Jianye Li Capella Hotel Blind-box Promotion

Theory

Revenue Management; Promotion

Key words

Blind box

Background information

1.Shanghai Jianye Li Capella Hotel is an exclusive all-villa hotel located in the heart of
the downtown. It is converted from an old Shikumen (Stone-arched) villa which
remarkably boasts an authentic local character. The French restaurant of the hotel is
rated as a Michelin star and Black Pearl Two Diamond restaurant. In 2021, the hotel's
revenue met the goal, except for the spa, which was not as profitable as it could be.
2.A blind box is a product or service not earmarked for sale; only after purchase would
guests know what is inside. It originated from the toy marketing strategy in Japan. As
of its unknown nature, it became a popular marketing strategy for stimulating
consumers' desire to buy and it has been gradually adopted by marketing of other
industries.

Marketing Strategy

By using the famous "blind box" sales strategy, Capella hotels combines spas, rooms
with food and beverage and then sell them together as a package. This approach turns
the customer's purchase into a buying experience, stimulates their willingness to buy
and converts it into a sale through an attractive blind box. As a result, the approach
helps the “unpopular” sector like spas be pulled together to catch up with the “popular”
sector. (Rooms, F&B)

Outcomes

1.For its Chinese Black Friday (November 11" promotion, Capella would offer a “blind
box deal” worth 1,180 RMB. By making the deal, guests can get a chance to win one
of four prizes, like a one-night stay in Shikumen villa or a Michelin restaurant voucher.
By paying 1180 RMB for the “blind box”, they will have the opportunity to win a room
voucher valued of more than 6,000 RMB or a meal voucher worth of several thousand
RMB, which can be very attractive. The “Blind Boxes” were quickly sold out once
Capella started to offer this special deal.

2.By masterminding the supply of four prizes, the Capella Hotel could use the
influences of its sought-after rooms and dining to benefit the sales of spas to guarantee
the overall profitability. Customers who won the favorite blind box would be
surprisingly satisfied. Those who do not could choose to transfer it to others as a gift.
And there is a chance that the gift receiver will forget about using it, which may bring
net revenue to the hotel.

Implications & Challenges

1.The negative side of the “Blind Box™ promotion is the difficulty of scheduling a
chance to redeem. why so? And how to avoid being put in this situation?

2.The popularity of the “Blind Box +product” will decrease gradually as it will lose
attraction to the consumers one day. How could we maintain the sustainable
development of our “unpopular” products in a long run and continue to lift the influence



of the hotel?
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