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The Ball- Hyatt on the Bund Shanghai Hotel
Theory

STP; Festival Marketing
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Background information

1.With the rapid development of the Chinese economy, high-end consumers are gradually
seeking unique luxury experiences. At the same time, five-star hotels in Shanghai are also
experiencing a surge in growth. How to provide guests with a unique experience in the fierce
market competition has become a challenge for Hyatt on the Bund Shanghai Hotel.

2.The general manager of the Hyatt on the Bund Shanghai Hotel comes from Vienna, the music
capital of Austria. It has always been his wish, as well as many Europeans living in Shanghai,
to have his daughter participate in the traditional Vienna Opera Ball. After the news of Chinese
people being invited to the Queen Charlotte Ball in London, the high-end consumer group in
Shanghai became very interested in debutante balls. It led to the framework of a marketing plan
centered around this theme - The BALL.

Marketing strategy

1.From 2012 to 2016, Hyatt on the Bund Shanghai Hotel held "The BALL" for four times. The
hotel's 800-square-meter grand ballroom had decorated with a dance floor, a band performance
area, and a banquet area that could accommodate 400 people. Hyatt on the Bund Shanghai
Hotel invited the famous Vienna Meiquan Symphony Orchestra to accompany, and Mr.
Matthias Fletzberger, the Vienna music wizard, was the artistic director and conductor. In
addition to traditional performances such as soprano, baritone, ballet, and violin solo, the hotel
invited Chinese artists to participate in this grand event, successfully integrating Chinese
elements.

2.To encourage guests to participate, Hyatt on the Bund Shanghai Hotel invited students from
the Shanghai Theatre Academy's dance department to demonstrate European court dance steps
before the ball began, successfully promoting traditional Austrian culture.

3. After the Austrian Consulate in China announced the news of "The BALL" through its
official website, many European staffs purchased tickets for their families. This event also
attracted many local Shanghai artists, celebrities, and entrepreneurs to participate.

Outcomes

The price of The BALL increased from 1,200 yuan/person in 2012 to 1,888 yuan/person in
2016, and it also offered a package including two tickets and one night's stay for 5,888 yuan.
Although the ball did not bring much revenue to the hotel, the banquet sales were ideal. In
addition to traditional conferences and weddings, thanks to good contacts with various
consulates, the hotel undertook many exotic-themed banquets such as French-style boxing
viewing banquets, American-style Halloween parties, British and Irish traditional banquets,
and Indian aristocratic birthday parties, winning high-quality customer groups such as the
Austrian Consulate in Shanghai, the British Consulate, the British Chamber of Commerce, and
the Indian Consulate.



Implications & Challenges

The rapid increase in the popularity of The BALL attracted many sponsors to support this event,
providing free drinks, accessories, and evening dresses of different styles. Compared with
music halls holding such concerts, the Hyatt on the Bund Shanghai Hotel has substantial cost
advantages in the use of venues, accommodation, and meals for invited musicians, and
demonstrates the ability of events services and Western cooking skills. With the successful
holding of the ball, the Hyatt on the Bund Shanghai Hotel has successfully established a brand
image of "elegance and nobility" in the high-end market of Shanghai.
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Hyatt on the Bund Shanghai Hotel Vienna Opera Ball’s photos:

Figure 1. The highlight of Vienna Opera Ball is the introduction of debutante couples.
(http://www.absolutemagazine.cn/News/Line/000528.html )
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Figure 2. Guests are dancing at Vienna Opera Ball
(http://www.absolutemagazine.cn/News/Line/000528.html )
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