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Background Information

Diaoyutai MGM Hospitality is a joint venture between Diaoyutai State Guesthouse and MGM of
the United States. DNA (MGM's brand) is an entertainment product portfolio. As Louis Mayer,
the founder of MGM, said, "MGM is not a hotel industry, but a model of the world's entertainment
industry." In addition to its gambling attributes, MGM is also a platform for global entertainment.
National laws restrict MGM in China, and its gambling products cannot be implemented. Still, its
entertainment attributes are ideally implanted in MGM hotel products. MGM hotels that have
opened in China are the leaders of regional events and activities. The hotel revenue corresponding
to each event activity has created the most significant regional traffic and the highest average room
rate.

Marketing Strategy
Event traffic
1. Target market: MGM China is positioned as a gathering center for regional international
industry exhibitions, global luxury new product releases, and global entertainment dynamic
displays.

2. Unique supporting facilities: MGM hotels are equipped with professional performance
stages (professional T-stages), special-shaped swimming pools, and experienced water
system designs to meet the needs of various types of performances worldwide.

3. Global directional sales: MGM's global professional customized sales team sends
entertainment, luxury releases + art performances, and other needs to MGM China hotels
through multi-channel brokerage companies for docking, process tracking, and follow-up
arrangements.

4. Create label products: MGM is not just a standard hotel but a carrier of global entertainment,
fashion, luxury goods, and art displays. Its attributes are unique and label-based. It is the
preferred platform for global entertainment, art, and luxury product displays. Therefore, it
is the main venue for various large-scale art events. The hotel product prices corresponding
to each event are not set according to the regional off-season prices, so it is also the leader
of regional prices.

Media Cooperation
1. Each brokerage company and the hotel strategically cooperate to introduce large-scale
events continuously.

2. Sign a contract with self-media (social media influencers) to promote the event and attract
traffic through a third-party platform.
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3. Sign a contract with upstream and downstream business chain merchants to participate
jointly in the event and design a business model.

Label products

The hotel industry was the earliest to mark China's reform and opening up. After 45 years
of continuous and rapid development, most global hotel brands have landed in China. In
the past 30 years, with the increase in the number of hotels in various places and the
intensification of homogeneous products, the development of China's hotel industry has
reached the stage of optimizing inventory, highlighting product content, and creating label
products. The current situation of traditional marketing methods, strategies, intelligence,
and digital sales methods being copied is the main reason for the final price war of regional
products. Hotel products need to be labeled, which is also the core competitiveness of
hotels to operate stably and benignly in the long term, and it is also the future development
trend of China's hotel industry.

Outcomes
Analysis of successful cases of MGM Shanghai West Bund and Bellagio by MGM Shanghai:
1. Since its opening, MGM Shanghai West Bund has adhered to MGM's core and has
successfully undertaken large-scale international business and show exhibitions (such as
the GUCCI Global New Product Exhibition and Michelin Global Tasting). During the
event period, ADR and OCC ranked first in the region. GOP has been positive (net profit
has been generated) 6 months after opening. There are no competitors in the area.

2. The market positioning of Bellagio by MGM Shanghai, the second hotel in the world, is
more precise. It is Shanghai, China's designated luxury reception hotel for large-scale
global events. The hotel has a core product design that standard brand hotels do not have,
a standard performance stage, and the banquet hall has the second auto-stereoscopy display
screen in the Asia-Pacific region. It is the designated reception hotel for large-scale art
performances worldwide and the first-ranked ADD hotel in Shanghai. Their high-end
customer base has absolute loyalty to the hotel. The various marketing strategies of
competing hotels in the surrounding area cannot attract their customer base. This is why
label hotel products can permanently occupy the market share.

Implications & Challenges

Although the marketing strategy of event activities has a strong ability to attract traffic, it conflicts
with the consumption patterns of guests from different markets in the same period. The parent-
child market prefers living environments, while young holiday guests prefer a relaxing and quiet
atmosphere. How do we integrate guests with various holiday styles in the same period? It does
not affect the room rates and traffic of multiple channels, poses a particular challenge to the long-
term stable income of label hotels, and requires in-depth research on marketing methods and
product design such as services, entertainment, and venue facilities.
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