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Background Information

1.In Qingdao, the peak season for weddings and business events is from May to October,
while the sub-high season is the two months of May and June. The hotels that meet the
requirements for outdoor weddings are minimal and the schedules of venues are tight.
2.A resort hotel in Qingdao has significant advantages in holding weddings and
business events since there are 1,800 rooms, convention space of 12,000sqm, a Gothic
wedding hall and a private semi-outdoor green garden adjacent to the coastline at the
hotel.

3.The “Z generation” refers to the people who are born between 1995 and 2009. They
are so connected to the net information world as they are born. With great influences
by digital information technology, instant communication devices and smart phone
products, they prefer outdoor weddings in western style but less demand to traditional
Chinese wedding banquets.

Marketing Strategy

1.This hotel has established a long-term cooperation with a famous local wedding
planning company. Targeting Generation Z who like small western-style weddings, the
hotel offers a unique small outdoor wedding package with 60-80 attendances for the
price of RMB 10,999. The package includes 2 room nights, setup of wedding ceremony
and soft drinks, etc. The costs of the package are about RMB 3,000 per ceremony so
that there is a high-profit margin.

2.Cooperate with cinemas for promotion. To advertise the product, play a fifteen-second
video of an outdoor western-style wedding before playing new movies to generate wide
attention.

3.Invite young female bloggers to share videos and photos of their experiences and
feedback on outdoor weddings or ocean-view honeymoon suites on social media
platforms such as Xiaohongshu, WeChat, TikTok and Weibo. Multi-frequency exposure
enhances the sense of intuition and attracts the attention of clientele who plan to get
married. It will surge the bookings.

Outcomes

There were 53 packages of wedding venues and services were booked after the
promotion Vs. the booking of only 12 packages originally, which significantly
increased the occupancy of venue and earned more revenue. At the same time, it also
opened the local market and established the brand image of outdoor wedding hotels
among young people.

Implications & Challenges

Succeeded in cross-border cooperation and promotion, there would be more
competitors copying the products. A price war will surely happen. Wedding planners
need to ensure their profits, but the hotel cannot lose money in operation, either. In that
case, they will reduce costs of hosting weddings. The hotel might lose its reputation if
they cannot guarantee the quality and services of weddings. How should we solve this
problem?
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