Case Name

M Chalet -Shanghai Millennium Seagull Hotel

Theory

Demand management; SWOT, Segmentation; Product innovation and development
Key words

Staycation

Background Information

Millennium Seagull Hotel Shanghai is in the center of Shanghai with a 60%
afforestation ratio and 18,000 square meters of designed gardens and landscapes. The
insufficient propagation of its valuable resources made many guests have left the hotel
without knowing such a good environment, which was a waste of resources. Due to the
restriction on trans-provincial travel after the epidemic, the suburban family-friendly
resort hotels continue to be popular, and consumers prefer to take their holidays in a
more natural environment. In the face of reduced MICE and business customers,
Millennium Seagull Hotel needs to explore the consumption needs of the local
customers and re-integrate and innovate the hotel products.

Marketing Strategy

1.By analyzing the "staycation" hotel products in the market, Millennium Seagull Hotel
realized that more and more customers prefer to have their holidays close to nature in
short-distance trips, as well as they put concerns on the privacy and hygiene of the
vacation, and of which these aforementioned factors were made the focus of the
customers.

2.By applying SWOT theory for the analysis of its advantages, Millennium Seagull
Hotel created differentiated products and promoted them. Combining the advantages of
the garden, the hotel created an "M Chalet," a Swiss-style house with a sloping roof and
wide eaves in the core location. At the same time, various food and beverages such as
chalet afternoon tea, chalet customized dinner, and outdoor picnic were offered
altogether. The room products' attractiveness and revenue were both increased through
room- packages and combo-sales, such as "family room + chalet afternoon tea" and
other packages.

Outcomes

The promotion was an instant hit in the market, with bookings for the cabins boomed
and F&B revenue increased. By making better use of the hotel garden, more guests
familiarize themselves with the environment, which is one of the main advantages of
the hotel in the competitive market.

Implications & Challenges

After the epidemic, the suburbs' family tour products are highly imitable. To avoid
falling into the market price war, we need to insist on providing differentiated products
and services and prioritize our product with more exposure for better recognition. What
strategies can we take to increase guests' recognition and loyalty to the hotel brand?



Reference list:
M Chalet -Shanghai Millennium Seagull Hotel (2021), Retrieved 18 March 2023 from
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