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Background Information

1.

China's coffee consumption market is growing rapidly

With the improvement of living standards and changes in consumption habits, more and
more Chinese people have begun to accept and like coffee, especially among young people
in the cities, where coffee has become an indispensable part of daily life.

The hotel lobby is the facade of the hotel and offers the first impression for guests when
they check-in

The hotel lobby's design, layout, and service immediately affect guests' evaluation of the
hotel. Therefore, improving guest satisfaction by providing high-quality services and
increasing the repurchase and recommendation rates is an essential issue that the hotel
industry needs to address.

Ele. I and Meituan are the largest online ordering platforms in China, with a large number
of users online.

By cooperating with the two platforms, we can effectively lead customers to consumption
and, in the meantime, uplift the fame of our brand through their influence.

Marketing Strategy

1.

Provide free coffee to improve customer experience

Every guest staying in the hotel can get a free cup of coffee at the coffee bar in the hotel
lobby.

This initiative aims to enhance guest satisfaction and loyalty and let them feel the hotel's
hospitality and thoughtful service.

Online operation, use social media for promotion

Post-event information on social media platforms such as Weibo and WeChat to attract
user attention so that they can participate and build a fan base to increase individual online
visitors. At the same time, guests are encouraged to share their experiences on social media
platforms to increase exposure and influence the event.

Cooperate with Ele. me and Meituan so that their high frequency can stimulate the low-
frequency

Through cooperation with Ele. me and Meituan can push information about free coffee
events to their users and guide them to book hotels and come to the store for free coffee.
This can increase the event's participation with the help of their traffic and increase the
popularity of their brand through their platform.
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Outcomes
1. Customer satisfaction and loyalty has been improved.
By providing free coffee, the hotel's guests felt its warm hospitality and thoughtful service,
which significantly improved their satisfaction and loyalty.

2. The exposure and influence of the event has been enhanced.
Through social media promotion and cooperation with Ele, me, and Meituan, the event
information was successfully conveyed to more users, significantly improving its exposure
and influence.

3. Brand awareness for our hotel has been increased.
The company's influence successfully improved brand awareness through cooperation with
Ele, me, and Meituan.

Implications & Challenges

This project gave me a direct understanding of implementing a marketing strategy by providing a
high-quality customer experience through online operations and cooperation with large platforms.
What impressed me most was that we successfully attracted guests' attention by giving them free
coffee and improved their interest and loyalty to the hotel. At the same time, through cooperation
with Ele. Meituan and I borrowed their platforms and brand influence to achieve our marketing
goals.
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