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Background Information

1.China's newlywed market is enormous:

The Ministry of Civil Affairs recently released the "2021 Civil Affairs Development Statistical
Communiqué," which shows that in 2021, 7.643 million couples will be registered according
to law. The 25-29 age group has the most significant number of people with 5,393,000,
followed by the 30-34 age group with 3,052,000, the 40+ age group with 2,779,000, the 20-24
age group with 2,529,000 and the 35-39 age group with 1,332,000.

2.Most couples have wedding anxiety:

Getting married is the happiest moment in life, but many people will have some inexplicable
thoughts before the wedding and even begin to fear marriage; it is likely to have pre-wedding
anxiety. Because the various preparations before the wedding are more complicated, people
will be stressed. And for the unknown life, everyone might have some sense of fear.

3.This plan coincides with the Chinese Tanabata Festival:

The festival began in ancient times, became popular in the Western Han Dynasty, and
flourished in the Song Dynasty. It is a festival of love, with the folklore of "Cowherd and
Weaving Maiden" as the carrier, and a comprehensive festival mainly for women, also known
as Chinese Valentine's Day by many young people. For those in love, this day is significant;
every year, Tanabata is the peak of the wedding season.

Marketing Strategy

1.Brand communication strategy-precision positioning:

In the Internet era, facing the new generation of consumers, brand marketing communication
has entered the era of "precision guidance"; therefore, the marketing communication strategy
must be able to position the target consumers precisely. The brand story of "All in for Love" is
based on real emotional needs and aims to resonate with consumers - helping young couples
reduce their wedding preparation anxiety and achieve the wedding of their dreams at every step.
2.Cross-border collaboration to expand brand communication potential:

To strengthen the emotional stickiness and social interaction with young couples, the "All in
for love" project teamed up with Meitu App, based on the attributes of the platform and similar
user profiles, launched the Chinese Tanabata Festival's hotspots, released two Marriott Bonvoy
wedding theme cameras, and integrated multiple marketing resources on the website to jointly
channel to the official user collection platform of Marriott Bonvoy, opening up the
communication path from front-end marketing to back-end customer retention.

3.Ultimate creative content and digital marketing to create effective interaction:

This project refined three dimensions of core messages for the brand - the best wedding venue,
the most suitable wedding menu, and the most thoughtful wedding service. The project took
two months to produce two sets of creative visuals and three brand videos, which were applied



on online social media platforms, media placements, PR communications, offline exhibitions,
and all-channel promotions on TV and LED screens in more than 400 Marriott hotels
nationwide, to convey personalized, high-conversion marketing messages to young newlyweds.

Outcome:

1.Significantly increased brand awareness:

Provided newlyweds with the "perfect wedding" solution in terms of venue, catering, and
wedding services through Marriott Bonvoy's 400+ hotels. The campaign achieved 234.6
million impressions and 4.8 million engagements to maximize brand awareness, exceeding KPI
by 1200%. Four thousand eighteen leads were collected from the MBV Leads Collection
System, achieving seven times of targeted goals. Ninety million copies of revenue were
generated for the wedding business throughout the campaign.

2.Attracting Internet traffic and transforming and impressing the communication path:

We are integrating the multiple marketing resources of each platform, jointly leading the traffic
to the official user collection platform of Marriott Bonvoy, opening up the communication path
from front-end marketing to back-end customer retention, achieving the transformation from
traffic to business, successfully developing a new platform partner and cooperation model for
the brand.

3.Create a good reputation for the brand with the heat:

With the heat of the Tanabata Festival, people's enthusiasm is raised to the highest level. At the
same time, the brand is based on the most real emotional needs of customers, provides one-
stop wedding services, and aims to let customers experience the most thoughtful care.
According to the consumers' mindset, the product can inspire customers to influence,
recommend and develop other users around them, which can better break through the market
barriers.

Challenges/Reflection:

This project allowed me to understand the image of the Marriott Bonvoy brand directly. What
impressed me most was the core three content segments - food, venue, and service- perfectly
encapsulated the demands of newlywed consumers to stop having pre-wedding anxiety and
achieve their perfect wedding. At the same time, through the precise targeting of digital
marketing, it reaches users directly. It performs multiplying growth of the customer group and
revenue, which is an exemplary case of marketing in the hospitality industry.
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