Case Name

Jumeirah Nanjing Hotel’s Customized Helicopter Service
Theory

41 Theory (Interesting, Interests, Interaction, Individuality)
Keywords

Helipad; Creative Marketing Plan

Background Information

Helicopters have fewer requirements for runways and airports than large passenger planes. As
long as they meet the requirements for vertical takeoff and landing, there should be unlimited
possibilities for creative activities of customization on helicopter platforms. It can also innovate
and combine various hotel package deals to generate revenue for the hotel. Jumeirah Nanjing
Hotel has adhered to the group's core brand value of "stay different and enjoy the
extraordinary." The hotel has been committed to providing personalized services for high-end
customers. It uses the unique advantages of its helipad to create different marketing plans,
allowing the guests to have an extraordinary experience and beautiful memories.

Marketing Strategy

1. Brand-promotion Strategy - Advertising Spree
Promote the successful helicopter short-distance take-off and landing contest the Jumeirah
Dubai Hotel held recently. Famous Red Bull pilot Luke Zepiela performed helicopter stunts
and later landed on a helipad only 27 meters in diameter above the ground. The whole
process was wonderfully exciting, demonstrating the helipad's practicality.

2. Co-branding Activities
The well-known local helicopter operators were invited to cooperate with the hotel in
developing a week-long helicopter tour. During the week, helicopters can be seen taking
off and landing constantly every day; in this way, more people can witness the practicality
of the helipad. Meanwhile, journalists and media were invited to report and retweet,
through which the popularity of this hotel had been promoted. Cooperation with helicopter
operators in developing new room packages has been initiated to attract local and foreign
customers who are encouraged to book the hotel and experience the fun of a helicopter.

3. Creative Proposal Marketing
The hotel's marketing department organizes monthly brain-storm meetings and conducts
market research on “helipad proposals.” Staying in touch with the sister hotel -Zuo Mei Ya
Dubai Sailing Hotel in Dubai headquarter, the hotel has forged cooperation with well-
known local companies who are professional in wedding planning to create precious
memories for couples and unique brand values with significant revenue for the hotel.

Outcomes

Jumeirah Nanjing Hotel has staged many unique and innovative stories on its helipad, each of
which is a masterpiece of marketing promotion. Recently, the hotel joined hands with a local
real estate company to showcase an event in the air lounge inspired by the Jumeirah Dubai
Hotel, which shares the same world-class aerial view and stands on a beautiful tower like a
painting. The opening ceremony of the air lounge of this real estate project was kicked off on
the helicopter platform.

Implications & Challenges
Jumeirah Nanjing Hotel will stage more unique and innovative stories on its helipad in the
future, and we hope each one of them can be a masterpiece of marketing promotion.
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