Case Name

The Hilton Shanghai Hongqiao Yuanyi

Theory

Competitive advantage; Position; New product development

Keywords

Postnatal Retreat Center

Background information

1, The Hilton Shanghai Hongqiao Yuanyi has over 700 rooms. As a business hotel, it is
far away from the Hongqgiao CBD business district and has a daily occupancy rate of
only around 20-30%. It is at a disadvantage in the local business hotel market in
Shanghai and is in desperate need of an effective marketing tool.

2. The location of the Hilton Shanghai Honggiao Yuanyi is not close to the CBD, but
not far from one of Shanghai's upscale residential districts, Gubei. The residents of
Gubei are mainly from Japan, Korea, Taiwan, Singapore and some of Shanghai's more
affluent areas, their incomes and needs play an important role in the local high-end
consumer market. The concept of postnatal retreat center is not new to the high-end
consumers. In Asia, particularly Taiwan, such high-end retreats are popular, but are
still a new concept in Shanghai.

Marketing strategy

Through study and analysis of the hotel's location, it became clear that there were no
high-end retreat facilities of this kind in Shanghai at the time, particularly in the Gubei
district. The residents were keen to have a high-end maternity center nearby. Our visit
to a high-end international maternity and childcare hospital in the Hongqiao district
revealed a huge demand in the market. After pinpointing the potential customers, the
hotel began a carefully planned campaign and attracted a number of suppliers to rent
hotel rooms for their maternity centers and work with the hotel's catering department
to provide complementary maternity meals.

Outcomes

Through targeted marketing and promotion, the largest single rental contract was signed,
generating over RMB 10 million revenue for the hotel each year and over RMB 30
million in revenue from 3 consecutive years in total.

Implications & Challenges

This marketing example indicates that there is no shortage of customers in the market,
though we need to locate them precisely. In the future, the hotel's clientele will tend to
be more diversified and personalized, such as: family tourists, field trips, recreational
customers, young and trendy party goers, etc.
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