Case Name

Banyan Tree Wellness Journey

Theory

Target market segmentation; Consumer demand
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Background Information

Banyan Tree Group has supported local communities by integrating local culture and
characteristics into its hotels. Recently, Banyan Tree Resort in China launched the Banyan Tree
Wellness Journey, which aims to promote wellness and a healthy lifestyle by incorporating
wellness practices into travel experiences.

Marketing Strategy

The Banyan Tree Wellness Journey is designed to provide a unique, personalized experience
promoting wellness and a healthy lifestyle. The program includes the Banyan Tree Wellness
Passport, tailored to each hotel's local characteristics and includes various wellness activities.
Guests are rewarded with a hotel room voucher after completing all the activities in the passport.
The program also includes free activities such as sunset meditation, qigong, and sports and
paid activities such as dining on wellness cuisine, spa treatments, and handicraft workshops.

Outcomes

The Banyan Tree Wellness Journey has increased revenue from wellness packages and related
products. The wellness rooms are equipped with yoga mats and other facilities, and their high
floor location and price contribute significantly to the hotel's average room rate growth. The
program has also helped to promote a healthy lifestyle and spread awareness of wellness
practices.

Implications & Challenges

One challenge is that only guests interested in the wellness journey will likely participate in
the activities and complete the passport. The hotel must find ways to encourage more guests to
participate in the program, especially those not staying in the wellness rooms. The hotel should
consider offering more incentives or promoting the program more effectively to attract a
broader range of guests. Additionally, the safety and preferences of different guests should be
considered carefully. The hotel must continue innovating and developing new wellness
experiences to maintain its competitive advantage.
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