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Background Information

1.

Consumption market for Children is enormous. In the era of children's consumption, the
parent-child format has huge potential. According to the survey of the China Children's
Industry Research Center, about 80% of children's expenditures take a share of 30% to 50%
of their family expenditures. Therefore, the parent-child market has broad space for
development in terms of quality and quantity.

More and more parents are paying attention to their children's education. How to provide
children with high-quality companionship and educate them in great fun? Children know
from a young age that their parents are going to work, and when they grow up, they will
understand where their parents work. But many children don't know what they do at work.
Parents can talk to their children about their job and share the sense of achievement and
happiness with them so that children can understand the diversity of life.

The event has been held for four consecutive years. Suzhou Kempinski is located on the
edge of Suzhou Jinji Lake, which is naturally suitable for being a site to do parent-child
activities. The event was held for four consecutive years until it was forced to stop due to
the pandemic outbreak. This shows that the event is viral, and the market response is
positive.

Marketing Strategy

1.

Concept Spreading — Form the concept of a “children's vacation paradise.” Every year in
May, 6-12-year-old children are recruited online. The selected children can experience
some hotel professions, such as managers on Children's Day, which could help the kids
understand the hotel's working procedures and explore children's new facilities, catering,
and services. Children can learn various job skills and enjoy the fruits of their work. This
can make the kids comprehend society more in advance and get in touch with all aspects
of real life.

Holding hands to expand promotion channels. Cooperation was forged with a high-end
Children's Photo Gallery, and the hotel was in charge of online recruitment, activity
organization, and picture & video making for the summer vacation program. As target
customers are the same, a mutual goal of brand promotion has been achieved through the

respective output media.



Outcomes

1. The brand awareness has been improved. The fun experience provided by the hotel in 2017
created a hot registration wave in the Suzhou market. The market has widely recognized
the event and held it for four years. Although it was suspended due to the pandemic, many
families still called in to inquire whether this activity would continue this year, indicating
the high popularity of the activity and people's enthusiasm.

2. Income increased through co-marketing. Through promoting activities, many parent-child
products were staged in the summer, including themed rooms, outdoor activities,
swimming classes, cooking classes, and other products. In addition, adult projects
customized to meet the needs of parents were also launched, such as bridge yoga, water
survival, American football, holiday cycling, etc.

Implications & Challenges

In 2017, digital marketing was not widespread yet, and the media's promotions were only
limited to WeChat, on which friends ‘circles had been used to publicize. The boring
propagating method, to some extent, was not ideal for a dramatic increase in income. However,
it was still a successful marketing strategy years ago.
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