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Background Information

1. Modern life's travel frequency and fast pace are increasing astonishingly. Hotels, which

used to be a place for quick rest and simple food, have become a place for seeking
relaxation, rejuvenation, and tranquility in our busy lives. From livable art galleries or well-
designed spaces to important ritual moments, more and more unique hotels and restaurants
have emerged.
A good hotel or restaurant is not only a travel destination but also a merging of historical
inheritance, art collection, innovative design, and inspirational experience that can provide
us with beautiful memories, inspiration, and an atmosphere full of happiness, sincerity,
openness, and inclusiveness. A new way of life therefore begins.

2. The word "CROSSING" not only means "crossroads" but also signifies "interaction and
connection." Crossing Hotel, located in the city's center, originated from Zhengzhou. Its
location that has connected the north and south makes people meet here. And different
cultures converge here to create new business opportunities. The meaning of CROSSING
has thus been well-reflected. As a new brand that just opened half a year, Zhengzhou
Crossing Hotel uses the Whisky Carnival to introduce itself to the public.

Marketing Strategy

On the Crossing Hotel's first floor is a bistro specializing in American-style sharing meals. At
night, it transforms into a whisky bar. In this way, Zhengzhou Crossing Hotel tries to awaken
more people's sensory world with whisky as an inspiration. Using the language of whisky, the
Crossing Hotel tries to join hands with arts, cultures, and even technologies to communicate
with more customers and achieve more brand exposure. The event lasted two days, and nearly
a hundred exhibitors were invited, including hundreds of high-quality wineries worldwide.
Meanwhile, the hotel invited masters of the wine-brewing industry to bring eight classes to
the fans on-site. Regarding ticket selling, four whisky-included set packages and the basic
single-person package are also provided for wine lovers. They are priced at 198 RMB, 398
RMB, 698 RMB, and 1288 RMB, and each package comes with a bottle of whisky of different
quality.

Outcomes

This event generated revenue of 80,000 RMB from exhibiting booths and 30,000 RMB from
selling tickets. After deducting costs and expenses, this event did not bring direct economic
benefits to the hotel, while more importantly, its brand made some exposure.

Implications & Challenges

1. This promotion eventually brought few economic benefits to the hotel, given insufficient
preparation time with a new brand; only some customers were attracted immediately.

2. The business partners had higher recognition among local whisky fans, so during the event,
participants needed to focus on the CROSSING itself entirely; thus, the hotel needed to
harvest more attention.

3. Professional personnel need to be prepared to operate a whisky bar. The hotel needed to
focus more though on the bar in the beginning. Due to a lack of relevant talents in



subsequent operations, the popularity of the promoted product lasted only a short time,
leading to unsatisfactory results.
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