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Background Information

The case takes place in 2021 during the COVID-19 pandemic. The hotel is in Hangzhou, China.
It does not appeal to clients from financial and consulting companies because it is outside the
central business district. To ensure the hotel's regular operation during the pandemic, finding
stable customers who still travel has become a top priority.

At first, the hotel launched executive lounge services to attract business guests. Although the
occupancy rate has increased, the effect is not significant. Through communication with
customers, the sales department learned that most colleagues in consulting companies still stay
at various hotels and hold online meetings, which is not convenient. They still miss the
interaction of offline meetings, and the meeting results are also more significant.

Marketing Strategy
Through customer profiling analysis from January to August 2021, the sales department
identified that the financial and consulting industries were the most active business travelers
among the ones who could still travel, while leisure travelers had significantly decreased. The
sales department prepared several promotional activities, including additional points for
cumulative stays, special treatment in the executive lounge (not a standard luxury brand
feature), and complimentary weekday meeting rooms. These promotions targeted the core
concerns of business travelers, including personal benefits, dining convenience, and work
convenience. The sales department also identified that the Boston Consulting Group project
team consisted of 3-4 people per group, with stays lasting 4-5 working days. The project lasted
three months, with up to four project teams in Hangzhou.

To accurately attract business travelers, the sales department planned to reach out to project

team clients through various channels:

1. Prepared promotional posters and sent them to Mr. Pan, the executive in charge of Boston
Consulting's Shanghai office, to promote the hotel's special meeting room services through
the company's intranet.

2. Upon arrival, The hotel's front desk staff introduced the meeting room services to all project
team clients and provided sales business cards.

3. The sales department proactively contacted project team clients and arranged the meeting
room layout to meet their needs, providing a venue tour to stimulate their senses.

In terms of pricing, due to the pandemic, all companies' travel budgets were being compressed.
The hotel also considered the competitive market environment and provided all meeting rooms,
lounges, and free laundry services to project team guests for free, making it the final
promotional offer.

Outcomes

From October 2021 to May 2022, the Boston Consulting Group achieved a production volume
of 869 room nights, a 7.2-fold increase compared to the entire year of 2019. During the hotel's
peak period, 80 room nights were fully booked, with four project teams staying simultaneously.

Implications & Challenges



This case demonstrates the hotel's successful marketing strategy in response to the pain points
of business travelers during the pandemic. By timely monitoring the market environment
(PEST) and using the 4P method to customize the first version of the promotional plan quickly,
the sales department was able to adjust and add promotional content based on market feedback,
adjust promotional channels to achieve precise positioning, and deliver it to clients accurately
and quickly, ultimately achieving sales performance.
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