Case Name

"Cloudy Dreamland" Wedding Art Exhibition - Hangzhou Fayun Anman

Theory

Immersive marketing; Digital marketing

Keywords

Outdoor wedding; Wedding art exhibition; Immersive marketing; Digital marketing.

Background Information

Hangzhou Fayun Anman is the second resort of the Anman Group in China, located in a
picturesque valley on the west side of West Lake, surrounded by tea gardens, forests, and seven
ancient temples. The resort has 46 village guesthouses, suites, and villas, attracting tourists
seeking tranquility and natural spiritual healing.

Compared to traditional weddings, outdoor weddings are increasingly popular among young
couples, with more than half showing great enthusiasm for outdoor weddings. The peak season
for outdoor weddings is from mid-May to late September, and the trend of combining wedding
design with natural elements and returning to nature is gaining momentum.

Marketing Strategy

Hangzhou Fayun Anman held a wedding art exhibition themed "Cloudy Dreamland" in April,
inviting guests to participate and enjoy the different scenes presented in the "Dreaming,”
"Chasing," and "Finding" stages. The exhibition featured traditional Chinese and Western
wedding ceremonies and a healing ceremony using singing bowls to immerse guests in the
experience. After the show, the resort promoted the event through social media platforms such
as WeChat, video platforms, and Little Red Book, using images and videos to attract young
users.

Outcomes

The wedding art exhibition attracted much attention from netizens, with 763 likes and 555
shares related to wedding shows on the WeChat video platform. It also attracted many inquiries
from couples interested in outdoor weddings. The exhibition reinforced the brand image of
Hangzhou Fayun Anman, allowing guests and netizens to understand the resort's uniqueness.

Implications & Challenges
With more and more hotels and venues offering outdoor wedding services, competition is
becoming increasingly fierce, leading to price wars. Hangzhou Fayun Anman's positioning is
relatively luxurious, with higher prices than the market average. How can the resort increase
revenue while maintaining its high-end positioning? This is the challenge and reflection that
the resort needs to consider.
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