Case Name
Wuhan Wanda Ruihua Hotel -From our kitchen to yours
Theory

STP (Segmentation) ; Positioning; Joint Marketing
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Background Information

1.In the winter of 2022, the outbreak of covid-19 resumed in many parts of China. The
government advised people to celebrate New Year locally and reduce interstate
traveling and gatherings with high numbers of people, such as celebrations and dining
at restaurants. Under such conditions, there was no doubt that it brought enormous
impacts and challenges to the consumer market of hotels, catering and other service
industries.

2.The outbreaks of the covid-19 and the Chinese New Year coincided. The gala dinner

at Chinese New Year Eve " 4F 1& ¥t " is the most important celebration and
p

communication for families, parents, children, friends and colleagues, and is the most
crucial time for the hotels and restaurants industries to generate revenue as well.
3.Due to the impact of the epidemic, huge losses have incurred in the hospitality
industry, and the industries had to start changing business direction. After cooperation
with food delivery apps such as MeiTuan and E Le Ma, Wuhan Wanda Hotel found that
the actions above might only meet the basic needs of food safety and hygiene; however,
to fulfill the requests of gourmet food, ceremony and cooking is out of this plan.
Marketing Strategy

By cross-border cooperation and promotion activities with the luxury car brand, Aston
Martin, and the local luxury residential community on social media platforms, Wuhan
Wanda Ruihua Hotel targeted new high-end clientele. Together with her partners,
Wuhan Wanda Hotel seamlessly offered customers VIP star privileges - famous chefs,
celebrity cars and unique residential service so that customers can enjoy their best gala
dinner on New Year's Eve at home.

Outcomes

The Dine-in New Year’s Gala Dinner ““F-#Z4R”’ made customers free from limits of

location. It delivered high quality food and excellent cooking by famous chefs onto the
tables at customers’ homes. It also changed the tradition of dining on festivals.
Meanwhile, customers purchased pre-sale credits instead of paying a deposit upfront.
It not only creates a new concept of gifting in Chinese New Year but also relieves the
pressure on inventory and capital for the hotel.
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