Case Name

Grand Bay Hotel Zhuhai Starry Sky Tent Festival

Theory

Product innovation, Consumer preferences; Differentiation

Keywords

Starry sky tent; Family-friendly; Customized; Edutainment; Differentiation marketing.

Background Information

According to data from the National Bureau of Statistics, the camping industry in China has
been growing steadily in recent years, with revenues reaching 125 million yuan in 2020. Due
to the impact of the pandemic, many people choose to go camping as a safer and more
affordable alternative to traditional travel. The target customers for this activity are families
with young children looking forward to enjoying fun and educational activities together.

Marketing Strategy

The Grand Bay Hotel Zhuhai Starry Sky Tent Festival focuses on targeted marketing and
personalized experiences for families. The hotel promoted the event through social media and
targeted advertising to reach families with young children. The activities and entertainment are
designed to be family-friendly and educational, with a focus on hands-on experiences and
outdoor activities. The hotel also offered customized packages for families, including themed
tents and personalized workouts.

Outcomes

The Grand Bay Hotel Zhuhai Starry Sky Tent Festival has attracted families and increased
brand awareness. The hotel has hosted over 20 children's activities during the festival,
generating over 200,000 yuan in revenue and gaining over 40 potential customers. It has also
successfully hosted over five secondary marketing events, establishing itself as a leader in the
camping industry and increasing its brand awareness.

Implications & Challenges

This event faces challenges in ensuring safety and creating differentiated products in a
competitive market. The hotel must continue innovating and developing new activities and
experiences to keep up with the changing consumer preferences and trends. Additionally, it
needs to ensure that all activities and facilities are safe and secure for families, which may
require additional resources and investment. Overall, it must continue to focus on providing
personalized and educational experiences for families to maintain its competitive advantage.
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