Case Name

"Hearing the Music of Gulangyu Island - Andaz Xiamen Hotel Music-themed Suite Promotion
Theory

4V model(Variety, Velocity, Veracity and Volume); Integrated online marketing

Keywords

Customized cultural tour of Gulangyu Island; Music-themed suites; Humanistic commercial
integration

Background Information

1.

Gulangyu Island is an important tourist attraction in Xiamen, famous both domestically
and internationally. The Gulangyu Historic Cultural District is China's 52nd World
Heritage Site. According to the tourism statistics released by Xiamen in January-September
2019, the city received 74.99 million domestic and foreign tourists. Gulangyu Island
received 7.4 million visitors, accounting for 9.9% of the city's total tourist flow.

The Andaz Xiamen Hotel features a unique Nanyang style. Designed by top hotel designer
Jaya Ibrahim, the hotel's color scheme is bright and combines both Chinese and Western
elements. The design inspiration comes from the villa style on Gulangyu Island, creating a
Nanyang-style mansion that blends in with the local characteristics.

According to the 2019 Xiamen Tourism Statistics Bureau data, the average consumption
per overnight tourist in China was 2,536 yuan, an increase of 4.69%. Transportation,
accommodation, shopping, and dining accounted for over 15% of total consumption. From
the perspective of tourist age structure, young and middle-aged tourists are the leading
group, and parent-child travel has become a new trend in the market. The integration of
culture and tourism continues to deepen.

Marketing Strategy

1.

Product design - cultural integration. In response to new tourism demands and trends,
Andaz Xiamen Hotel has designed a series of music-themed suites that represent its brand
positioning and design style and are tailored to the changing trends of consumer groups.
Based on the consumption characteristics of consumers, the hotel has integrated the
historical and cultural significance of the piano island on Gulangyu Island, closely linking
it to the suites. It has launched a 2-hour customized tour of Gulangyu Island, providing
one-stop services and specially equipped lecturers to interpret the cultural history of
Gulangyu Island.

Promotion and publicity to enhance brand transmission. Andaz Xiamen Hotel has
conducted live discussions and invited the founder of Jian Nan Hua, the founder of New
Grid Culture. The president of the Gulangyu Oral History Society to participate in a themed
discussion on the "Humanistic Business Concerto" on its first anniversary, further
integrating the cultural heritage of Gulangyu Island with the Andaz Xiamen Hotel to shape
its image. On the second anniversary, the hotel continued with the music theme. It held a
music salon, inviting Dr. Lin Rukun, a violinist, and Gao Xiang, the lead singer of the
Apple Band, to closely link the music theme with the suites, giving them a more romantic
and profound meaning and enhancing the image of the product in the minds of consumers.

Outcomes

1.

Strengthening brand characteristics to create a landmark hotel. Andaz Xiamen Hotel has
closely integrated its style with the culture of Gulangyu Island, strengthening its local
Nanyang style and starting a new landmark in the minds of consumers.



2. Increasing brand awareness and converting online visiting flows. Through live streaming
platforms and various sales channels, Andaz Xiamen Hotel has attracted much traffic and
successfully transformed it into a business.

Implications & Challenges

This project integrates the Andaz Xiamen Hotel's characteristics with local culture, closely
following the trend of cultural tourism integration, changes in consumer structure, and the
demand for consumer upgrades. The hotel has launched customized product packages, created
a one-stop service experience, and successfully combined online and offline marketing models
to create representative products.
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