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Opening the Christmas celebration to any location in Hong Kong — The incredible
takeaway afternoon tea experience provided by Conrad Hong Kong
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SOR model (Stimulus Organism Response); Product differentiation & STP
(Segmentation, targeting and positioning)
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Background information

1, In the winter of 2021, according to the announcement by the Department of Health,
the number of daily new cases in Hong Kong remains high at five-digit figures with an
on-going rising trend. The government has restricted the social distancing measures for
catering businesses which only allows opening every day from 5 am to 2 am of the
subsequent day with a maximum number of four persons per table. It significantly
influences the opportunity for Christmas celebrations and gathering with many people.
On the other hand, it was tremendous impacts and challenges on the hotel and restaurant
business.

2, Christmas is one of the key festivals, particularly in Hong Kong, which there is an
international city. Many important events and activities will be held during that festival
period. Unfortunately, the outbreak coincided with Christmas. It significantly affects
the business opportunity for hotels and restaurants. From the perspective of Food &
Beverage revenue, it’s expected that Christmas will be the top revenue generator for the
whole year.

3. Because of the endless Covid-19 outbreak, the hotel industry has to change its
business strategy to maintain profit and loss, especially in Food & Beverage department.
Conrad hotel developed the afternoon tea takeaway concept with a fashionable box
design — A calendar box (The first hotel launch in Hong Kong) and the unique
Christmas’s Conrad bear. Bring the experience to the customers who celebrate the
Christmas with your beloved one at any location in Hong Kong with safety and hygiene.




Marketing Strategy (From the operator’s perspective)

1) Social media boost post

Conrad hotel has implemented a boosted post via Facebook and Instagram to the
targeted users who will be automatically received the afternoon tea takeaway post from
Conrad on Facebook and Instagram. Undoubtedly, it can reach more potential
customers interested in the takeaway afternoon tea set.

Regarding the boost ad post, Conrad hotel focused on the following:

1) Age of 20 — 36 years old & Gender: Female (Demographic Segmentation)

3) Middle class (Psychographic segmentation)

4) Users who had liked or followed the hotel’s page (Behaviour Segmentation)

These market segments were targeted, and the product was positioned on these
segmentation.

2) Product selling on a variety of online platforms

Conrad used online marketing. The takeaway afternoon tea set was sold on different
online platforms to reach other groups of customers and maximize revenue. Model is
also applied to this marketing plan. Conrad Hotel was selling the takeaway afternoon
tea set via its own Eshop channel, Kkday, and Klook, which have a strong brand
awareness in Hong Kong (Brand stimulus). In addition, plenty of KOLwere invited to
enjoy the takeaway afternoon tea set for free and share a post/ video on their channel
(Social stimulus).

That stimulus leads the organism customers who are satisfied with pleasure by
perceiving the value of luxury and uniqueness of the takeaway afternoon tea.Ultimately,
it will lead the response; customers will buy the takeaway afternoon tea set and share
the great experience with a friend (WOM) and post on social media (EWOM) with a
tag of “Conrad Hong Kong”, “Fashionable takeaway afternoon tea”, “Christmas
Conrad Bear”,“Fantastic calendar box design”

3) Early bird offers via the hotel’s own E-shop

Conrad hotel had implemented an early bird 15%discount offer on its E-shop channel.
There are several benefits. First, it can attract more potential Hong Kong local
customers to purchase in advance who are highly price sensitive. Moreover, the pre-
payment can maximize and secure the revenue of the takeaway afternoon tea set.
Furthermore, from the perspective of operation, it is beneficial for the chefs and
operation team in terms of food preparation and logistic arrangement.



Outcomes

The Christmas takeaway afternoon tea set remarkably changed the traditional concept
of a dining experience where the afternoon tea set can be enjoyed everywhere in Hong
Kong, not limited to the hotel’s Lobby lounge. Moreover, the fashionable Christmas
Calendar takeaway box design (First launch in Hong Kong) and unique Christmas
Conrad bear provides the luxury and exceptional experience to the customers. The
marketing plans were successfully implemented. According to the Q4 revenue report
by Conrad Hotel, a total of 1400 boxes were sold in November and December 2021.
Many great comments were received from the hotel’s email, Kkday, and Klook
regarding the taste of food,presentation of the takeaway box, quality of staff service,
logistic arrangement, etc.

(Tradition) Diningat the hotel’s Lobby Lounge (Now) Everywhere
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Video of Afternoon takeaway tea set from Conrad Hong Kong:
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M. 'Tis the season! Share this gourmet takeaway afternoon tea box with... | By
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