Case Name

Shangri-La Qiantan Shanghai

Theory

Segmentation; Differentiation

Keywords

Family customers; Children; Sesame Street; IP; Visual impact; Customer-centric thinking.

Background Information

The COVID-19 pandemic has significantly impacted the hospitality industry, shifting customer
demographics toward family customers, particularly those with children. As a result, hotels are
looking for ways to differentiate themselves and attract this new customer base. The challenge
is creating a unique and memorable experience that appeals to parents and children while
standing out from the competition.

Marketing Strategy

The marketing strategy focuses on customer segmentation and product differentiation, focusing
on meeting the needs of family customers, particularly children. Shangri-La Qiantan Shanghai
partnered with popular IPs, such as Sesame Street, to create a range of child-friendly activities
and amenities, including themed rooms, welcome gifts, and merchandise. The goal is to create
a visually appealing and memorable experience that appeals to parents and children while
differentiating the hotel from its competitors. The hotel also offers a range of amenities for
parents, such as a spa and fitness center, to ensure a relaxing and enjoyable stay.

Outcomes
Shangri-La Qiantan Shanghai's marketing strategy has successfully attracted family customers,
particularly those with children. The hotel has seen an increase in bookings for its themed
rooms and child-friendly activities, leading to higher occupancy and average daily rates. The
hotel has also received positive reviews and word-of-mouth marketing from satisfied
customers.

Implications & Challenges

Shangri-La Qiantan Shanghai's marketing strategy relies heavily on partnerships with popular
IPs, such as Sesame Street. While this has successfully attracted customers, it also means that
the hotel's product differentiation is not absolute and can be imitated by competitors. To
maintain its competitive advantage, the hotel must continue innovating and updating its
offerings to keep up with changing customer preferences and trends. Additionally, the initial
investment in creating themed rooms and child-friendly amenities can be costly, which may be
challenging for some hotels.
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