Case Name
Crowne Plaza Chengdu West
Theory

Cross-border cooperation ; Sustainable Marketing

Key words

Charming Ranch summer camp

Background Information

As the first high-end international brand hotel in Chengdu High-tech Zone, Chengdu
New Hope Crowne Plaza mainly targets business and conferences. Since there is an
obvious difference between the high and low seasons of the market, but residents prefer
outdoor activities and road trips, therefore it is considerable to develop products
targeting the market of residents, which would reduce vacancy of hotel rooms and could
make more revenue for the hotel. The New Hope Ranch, one hour drive away from
Chengdu, covers an area of 383 acres. It is the most extensive dairy farm in Sichuan
and a popular place for family activities. It would be a new marketing direction by
combining agriculture and landscape with production facilities to develop tourism
products. The key to agricultural tourism is to improve the interaction and experiences
of guests. The agriculture + tourism approach would also improve the local economy.
Marketing Strategy

First in the local market, the Charming Ranch Summer Camp of 3-days and 2-nights
was launched. In addition to the themed rooms, bakery workshops and family sports
programme, the highlight of the event was the exploration tour of the New Hope Farm.
Watching 1,500 imported Uruguayan cows closely, participants learned about the daily
life of cows and the process of producing milk. They were also able to experience
feeding calves and milking cows. The gala dinner was adequately arranged. It included
a family seafood buffet along with local specialties. Participants were encouraged to
post their experiences on social media apps to gain as much attention as possible.
Outcomes

The revenue earned from the plan was a good supplement of that besides the revenue
earned at weekends, festivals, and holidays to the business hotel. It broke the traditional
business model by increasing the volume of leisure customers and achieved good
feedback. The key methods as utilizing internal resources, accurately capturing market
demand, and innovating experiential services maximized the hotel room occupancy and
food and beverage sales. Six of the themed packages were sold in eight months and the
hotel made an 8% more revenue.

Implications & Challenges

For family guests, there was still a lack of detailed consideration as no children-friendly
wash basin and furniture that was not safe to children, etc. Additionally, there should
have been more consideration to selection of food and services that meet the needs of
children.
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