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Fashion Marketing Trends

1 Experiential 
Activations

Brands are increasingly leveraging Experiential Activations by incorporating immersive offline experiences, 
such as workshops and themed activities like cycling, to captivate potential consumers. These strategies turn 
engagement into deeper brand connections and increased spending.

2 Cross-brand 
Collaboration

Travel brands are increasingly partnering with more mainstream, everyday brands. Through engaging joint 
activities and special promotions, these collaborations create mutual benefits, enhancing visibility and 
consumer engagement for both brands.

3 Art Events Hotel brands are increasingly integrating with the arts through various interactive experiences, such as 
exhibitions, workshops, and creative activities. This trend enriches the guest experience and strengthens the 
brand's cultural connection.

4 Platform 
Interaction

Travel brands are increasingly partnering with platforms like RED, Douyin, and OTAs, blending online 
activities such as interactive H5 pages and hashtag UGC campaigns with offline pop-up events. This strategy 
enhances consumer involvement and amplifies brand impact.
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Trend 1 Experiential Activations
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Marriott launched the "#ExploreElsewhere" 
campaign in April, attracting customers with 
multi-city cycling events and fun workshops, 
promoting their coffee and alcohol packages, 
generating substantial engagement.

• Offline Activities: Marriott partnered with 
BROMPTON and BATCH for cycling activities in 
various cities, along with workshops and experiential 
events. Marriott offered special "Morning Coffee, 
Evening Alcohol" packages at a discounted rate of 
9.9 yuan with room bookings.

• User-Generated Content (UGC): Marriott 
promoted the event on WeChat, Weibo, and RED, 
encouraging UGC with hashtags like 
"#ExploreElsewhere." Many KOLs participated and 
promoted the event.

• High Engagement: The campaign garnered over 
5.5 million views on social media and over 17,000 
discussions.

Marriott × BROMPTON & BATCH’s Multi-City Cycling Events

Marriott collaborated with BROMPTON and 
BATCH to host cycling check-in activities in over 

ten cities. Some cities offer afternoon tea and yoga 
experiences, with boat tours in Beijing and themed 

sightseeing buses in Xi'an.

Marriott's "Morning Coffee, Evening Alcohol" package allows 
guests to enjoy morning coffee and evening cocktails for an 
additional 9.9 yuan with room bookings. Various interactive 

activities include graffiti flag workshops, Wing Chun performances, 
fruit picking, hand-made lemon tea, and DIY art therapy.

Marriott promoted these activities and offers on 
WeChat, Weibo, and RED, launching the hashtags 

#ExploreElsewhere and #MorningCoffeeEveningAlcohol 
to encourage UGC and giveaways, with KOLs 

participating and promoting the events.
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Asia Airlines hosted a bus parade in Shanghai 
and Guangzhou to promote their new African 
routes, featuring interactive activities and prize 
draws with local KOLs promotion, resulting in 
significant engagement.

• Offline Activities: The parade included African-
themed floats, engaging passersby with 
performances and balloon giveaways. Attendees 
could take photos and participate in song-based prize 
draws.

• User-Generated Content (UGC): The event was 
promoted on Weibo, RED, and Douyin, with hashtags 
#AsiaAirlinesNewDestinations and 
#DiscoverWithAsiaAirlines encouraging user-
generated content. Many local KOLs participated in 
the promotion.

• High Engagement: The campaign achieved over 
280,000 views, with more than 1,000 users 
interacting and posting content on RED.

Asia Airlines’ Mobile African Safari Parade

Asia Airlines launched a mobile African Safari-
themed bus parade in Shanghai and Guangzhou, 

featuring giant African animal displays and 
information about Nairobi, Kenya.

The event offered opportunities to board the bus for photos, 
participate in prize draws for free flights, and enjoy live African 
music, drumming, and interactive activities. There were also 

balloon giveaways and dance performances at popular locations.

Promoted on Weibo with teaser videos on Douyin 
and RED, the event encouraged UGC with the 

hashtag #DiscoverWithAsiaAirlines on RED. Many 
KOLs participated in promoting the event.

https://resonancedigital.com/
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The Peninsula Hotel collaborated with 
BROMPTON and Rayli to launch 3 cycling 
events with different themes in Beijing, 
featuring interactive activities. The campaign 
connected participants from different brands’ 
communities to increase engagement.

• Offline Activities: A checkpoint was set up in 
Peninsula Beijing's lobby for participants to receive 
flower bouquets. The campaign hosted 3 cycling 
events: a Children's Day-themed ride featuring a DIY 
workshop; a Chinese culture-themed ride featuring a 
Forbidden City ride route; a Dragon Boat Festival-
themed ride featuring Zongzi packages and a Beijing 
city ride route.

• User-Generated Content (UGC): RED hashtags 
#EnergizedCyclingSummer and #LifeLivedBest 
encouraged UGC to receive gifts. RED KOLs posted 
notes to promote the event.

• High Engagement: The cycling campaign 
garnered a total of 180,000 social media views.

The Peninsula Hotel × BROMPTON × Rayli’s Multi-theme Cycling Events

The Peninsula Beijing collaborated with BROMPTON 
and Rayli Magazine to host 3 cycling events with 
different themes: a Children's Day family ride, a 

Chinese culture-themed Forbidden City route ride, 
and a Dragon Boat Festival Beijing city ride.

Each of the 3 cycling events featured events 
matching the theme: the family ride included a DIY 
canvas bag workshop, the Chinese culture-themed 
ride featured Hanfu events, and the Dragon Boat 

Festival ride offered a Zongzi package from the hotel.

The BROMPTON cycling events could be booked 
via the WeChat Mini Program. UGC was 

encouraged online, with participants posting 
photos with RED hashtags to receive gifts. RED 
KOLs also posted notes to promote the event.
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BRANDS INSIGHT

MARRIOTT
Marriott's campaign utilized cross-industry collaborations and multi-platform promotion, integrating unique local hotel features with 
cycling events and workshops. The aim was to increase brand engagement and visibility. By leveraging KOLs and encouraging user-
generated content on social media, Marriott effectively enhanced its reach and interaction with customers.

ASIA AIRLINES

Asia Airlines' bus parade featured interactive activities and prize draws to promote their new African routes. The event engaged the 
audience with themed floats and performances, while online promotion encouraged user-generated content. This approach illustrates the 
effectiveness of blending live, immersive experiences with social media engagement to boost brand awareness and foster community
involvement.

THE PENINSULA BEIJING
The Peninsula Beijing, in collaboration with BROMPTON and Rayli Magazine, hosted a charity cycling event to engage participants with 
test rides, themed activities, and exclusive gifts. The hotel's art space and UGC interactions further boosted brand visibility. This approach 
effectively combined live experiences with social media promotion, enhancing brand recognition and user engagement.

Trend 1 Insights Experiential Activations
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Trend 2 Cross-brand Collaboration
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HILTON Hotel partnered with STARBUCKS to 
integrate membership platforms and create a 
series of joint promotional events to attract new 
members. The campaign effectively increased 
the two brand's platform membership.

• Event Activation: Starbucks set up a Hilton hotel 
bed installation at Green Workshop in Shanghai 
Qiantan Taikoo Li, attracting numerous KOLs to take 
photos and upload on RED with the hashtag 
#StarbucksHiltonCollaboration.

• Co-membership Benefits: Hilton and Starbucks 
integrated their membership platforms to expand the 
benefits for joint members. Hilton members who 
register and link with Starbucks can receive gifts, 
while Starbucks members who register and link with 
Hilton can earn 500 points. During stays at Hilton, 
joint members purchases at Starbucks will earn 
double stars.

• High Engagement: The collaboration campaign 
garnered 1.92 million views on social media.

HILTON × STARBUCKS: Unify Membership Platforms and Expand Benefits Together

Starbucks set up a giant Hilton hotel bed 
installation at Green Workshop in Shanghai 

Qiantan Taikoo Li, offering participants a 
spot to check in and take photos.

Starbucks and Hilton integrated their online 
membership platforms and created joint membership 
benefits. Members of both platforms can enjoy mutual 

benefits such as Starbucks stars and Hilton points.

The RED hashtag #HiltonStarbucksCollaboration 
gained significant attention, with KOLs uploading 

related check-in content under the topic.

https://resonancedigital.com/
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W Shanghai Hotel partnered with Liushen to 
launch custom co-branded suites and gift 
boxes, offering a variety of events on the hotel’s 
rooftop party with Douyin live promotion, 
resulting in significant engagement.

• Offline Activities: Liushen and W Shanghai Hotel 
launched themed co-branded suites and gift boxes, 
featuring various events, including a giant installation, 
a rooftop party, live DJ performances, exclusive co-
branded cocktails, and desserts.

• Social Media Promotion: The rooftop party at W 
Shanghai Hotel was live-streamed on Douyin all day, 
with co-branded gift boxes given away in the 
livestream room. The hashtag #LiushenWStayCool 
was promoted on RED and Douyin, with multiple 
KOLs sharing promotional videos.

• High Engagement: The collaboration between 
Liushen and W Shanghai Hotel garnered 4.78 million 
views on Douyin, with the campaign achieving over 
1.43 million social media views in total.

W Shanghai Hotel × Liushen’s Collaboration Live Party on the Rooftop 

Liushen partnered with W Shanghai Hotel to 
launch themed co-branded suites and gift 

boxes. The hotel was decorated with a 
limited-time Liushen theme.

The Liushen rooftop party at W Shanghai 
Hotel featured a giant installation, live DJ 
performances, and exclusive Liushen-

themed cocktails and desserts.

The rooftop party was live-streamed all day on 
Douyin, with gift boxes given away in the 

livestream room. Numerous KOLs posted co-
branded promotional videos on Douyin.

https://resonancedigital.com/
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Guangzhou Pullman Hotel partnered with Inlex 
Bear to launch themed suites and a series of 
interactive activities within the hotel to 
strengthen connections with guests. This 
approach effectively increased brand visibility.

• Offline Activities: Guangzhou Pullman Hotel 
collaborated with Inlex Bear to launch themed suites 
and set up a giant installation at the hotel entrance. 
The hotel offered a co-branded buffet, and a QR code 
for guests to receive an event map. By collecting 
stamps at 4 check-in points, guests could have a 
chance to win a Inlex Bear keychain.

• User-Generated Content (UGC): Online, RED 
content was published to encourage UGC, and 
participants who geotagged the hotel and posted 
about the event on RED could receive a co-branded 
fridge magnet.

• High Engagement: The campaign garnered 
40,000 views on social media in total.

Pullman × Inlex Bear: Create Engaging Activities through Hotel Partnership

Inlex Bear partnered with Guangzhou 
Pullman Hotel to launch themed suites 
and set up a giant Inlex Bear check-in 

installation at the hotel entrance.

The hotel offered a co-branded buffet and guests 
could follow Inlex Bear’s WeChat account and 

receive an event card. By collecting stamps, they 
had a chance to win a keychain in a raffle.

RED encouraged UGC, participants 
geotagged Guangzhou Pullman Hotel and 

posted about the event on RED could 
receive a Inlex Bear fridge magnet.

https://resonancedigital.com/
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Nanjing Golden Eagle Hotel and Chengdu 
Fairmont Hotel partnered with Guerlain to launch 
themed suites and offer a variety of branded gifts 
and services to guests, effectively attracted 
audiences.

• Event Activation: Nanjing Golden Eagle Hotel and 
Chengdu Fairmont Hotel collaborated with Guerlain to 
launch themed suites. Guests staying in these suites 
can enjoy a complimentary dinner for two, themed 
afternoon tea, and receive a Guerlain-themed paper 
sculpture lamp gift box.

• Additional Brand Benefits: Guests at Nanjing 
Golden Eagle and Chengdu Fairmont hotels can 
receive samples from Guerlain’s Orchidée Impériale 
collection and a ¥200 discount voucher at the hotel 
front desk, along with a complimentary spa treatment.

• High Engagement: The collaboration campaign 
garnered over 450,000 views on social media.

Golden Eagle & Fairmont × GUERLAIN: Enhance Guest’s Stay Experience

Guerlain partnered with Nanjing Golden Eagle Hotel 
to launch a Guerlain-themed suite, offering guests a 

range of Guerlain gifts and services.

Guerlain partnered with Chengdu Fairmont Hotel to 
introduce a Guerlain-themed suite, offering guests a 

range of Guerlain gifts and services.

Guests staying in the Guerlain suite can receive 
a paper sculpture lamp gift box and a ¥200 
discount voucher at the hotel front desk.
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China Eastern Airlines partnered with Disney to 
create a Zootopia-themed aircraft, offering 
passengers a park-like experience with celebrities 
and KOLs O2O promotion, leading to significant 
engagement.

• Event Activation: Disney and China Eastern Airlines 
launched a Zootopia-themed aircraft and introduced a 
co-branded flight and hotel package. Passengers could 
receive limited-edition themed boarding passes, and a 
lottery at the check-in counters offered Disney park 
tickets.

• O2O Social Media Promotion: Offline, a live-
streamed press conference was held with media 
coverage, featuring interactions with celebrities Wu 
Yanshu and Ayunga. Online, KOLs promoted the 
campaign using the hashtag #MeetCEADisneyZootopia 
on RED.

• High Engagement: The Zootopia collaboration 
campaign received over 1.21 million views on social 
media in total.

China Eastern Airlines × Disney: A Theme Park Experience with Zootopia-Themed Flight

Disney partnered with China Eastern Airlines to 
create a Zootopia-themed aircraft, with interior 

decorations to match, and introduced a co-
branded flight and hotel package.

Passengers could receive limited-edition themed boarding 
passes and participate in a lottery at the check-in counter. 

The offline live-streamed press conference featured 
interactions with celebrities Wu Yanshu and Ayunga.

The RED hashtag #MeetCEADisneyZootopia 
was used by several KOLs to share related 

content and check-in photos, promoting the 
collaboration.
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BRANDS INSIGHT

HILTON × STARBUCKS HILTON and STARBUCKS' joint membership campaign leveraged online platforms to integrate their systems, 
creating shared benefits that boosted member growth and brand engagement.

W HOTELS × LIUSHEN
The W SHANGHAI HOTEL and LIUSHEN collaborative party campaign utilized the unique location of the hotel 
rooftop to create a series of offline events, combining with live streaming on Douyin and synchronized 
promotion by KOLs, increasing brand exposure.

PULLMAN × INLEX BEAR PULLMAN and INLEX BEAR's campaign combined offline check-ins with activities at hotel entrances, lobbies, 
and restaurants, encouraging UGC on RED with themed gifts, boosting engagement and brand awareness.

GOLDEN EAGLE & FAIRMONT × GUERLAIN
NANJING GOLDEN EAGLE and CHENGDU FAIRMONT with GUERLAIN's campaign created branded hotel 
services for guests, complemented by GUERLAIN gifts and exclusive coupons, effectively improving user 
conversion rates.

CHINA EASTERN AIRLINES × DISNEY CHINA EASTERN AIRLINES and DISNEY's Zootopia-themed airplane campaign brought theme park-like services 
to the airport, enhancing user engagement through celebrity and KOL promotion.

Trend 2 Insights Cross-brand Collaboration
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Trend 3 Art Events
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Guangzhou Garden Hotel launched its "Summer 
Garden Tour" in August, attracting consumers 
with two main interactive activities and various 
workshops.

• Offline Exploration and Workshops: The event 
featured an art stamp collection and a plant detective 
treasure hunt, as well as summer workshops 
including an eco-themed salon and coffee DIY 
sessions. These activities offered participants 
immersive and hands-on experiences.

• UGC and Social Media Campaign: Promotion 
on WeChat encouraged bookings, while RED 
facilitated user-generated content (UGC) by 
motivating attendees to share their experiences and 
interact with the brand online.

• High Engagement: The campaign garnered over 
380,000 views and more than 20,000 notes posted 
on RED.

Guangzhou Garden Hotel: Cultural Checkpoints and Workshops

Guests can get a punch card map to explore 26 cultural 
and artistic checkpoints in the hotel, collecting 10 stamps 

to redeem a sheep-themed cultural product. They can 
also join the Plant Detective activity to find specific plants 

in the garden and take photos to receive gifts.

The hotel promotes and updates these events on 
WeChat, encouraging participants to share UGC on 
social media through the punch card activities. This 

led to participants spontaneously sharing event 
guides and their experiences on RED.

Guangzhou Garden Hotel offers fun summer craft classes 
every weekend, featuring different themed workshops like 

plant dyeing, bamboo fan weaving, filigree enamel, and glass 
painting. In collaboration with NESPRESSO, they host eco-

friendly coffee salons and coffee scrub DIY workshops.
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Waldorf Astoria Shanghai On the Bund and toy 
brand AWHITE launched a joint plush art 
exhibition, promoting it on RED and Weibo.

• Offline Exhibition and KOL Interaction: The 
event featured a free public exhibition in the hotel 
lobby, showcasing AWHITE plush dolls. Two 
exclusive afternoon tea options were offered, with the 
plush dolls included. Various KOLs were invited to 
experience the exhibition and afternoon tea, 
enhancing the event's appeal.

• Social Media Promotion: The collaboration was 
promoted on RED and Weibo using the hashtag 
#awhitePlushArt. This strategy involved both brands 
announcing the event and KOLs sharing their 
experiences, which helped drive visibility and 
engagement.

• High Engagement: The campaign achieved nearly 
290,000 views on social media.

Waldorf X AWHITE: Plush Art Exhibition with Exclusive Afternoon Tea

The Waldorf Astoria Shanghai On the Bund and toy brand 
AWHITE collaborated on a plush art exhibition open to 
the public for free. The display showcased a diverse 

collection of AWHITE’s signature plush dolls.

AWHITE and the Waldorf Astoria promoted the 
collaboration on RED with the hashtag #awhitePlushArt. 
KOLs from Weibo and RED visited the event, checked in, 

and shared promotions on social media.

During the event, the two brands introduced a collaborative 
afternoon tea, where purchasing the plush-themed art 

exhibition, combined with the classic red velvet afternoon tea, 
included a complimentary AWHITE classic dragon plush doll.

https://resonancedigital.com/
mailto:HELLO@RESONANCEDIGITAL.COM
http://linkedin.com/in/randhan
https://resonanceradar.beehiiv.com/SUBSCRIBE


- 19 -

VISIT US ON THE WEB HTTPS://RESONANCEDIGITAL.COM EMAIL: HELLO@RESONANCEDIGITAL.COM FOUNDER / CEO LINKEDIN: HTTP://LINKEDIN.COM/IN/RANDHAN SUBSCRIBE TO RADAR REPORT: HTTPS://RESONANCERADAR.BEEHIIV.COM/SUBSCRIBE radar report resonance

The Ritz-Carlton and Pudong Art Museum's 
"Radiant Era" collaboration blended luxury 
with cultural engagement, offering an 
immersive themed experience.

• Offline Interactive Events: The collaboration 
featured a Spanish masterworks exhibition paired 
with a themed afternoon tea, including live 
Spanish music, dance performances, and a craft 
workshop. Guests who purchased a set for two 
received a limited-edition gift.

• Social Media and KOL Engagement: The 
event was promoted on WeChat and RED, with 
local KOLs sampling the afternoon tea and 
sharing their experiences. This strategy aimed to 
drive both online and offline engagement.

• High Engagement: The campaign garnered 
nearly 160,000 views on social media.

Ritz-Carlton Shanghai X Pudong Art Museum: Radiant Era Afternoon Tea

The Ritz-Carlton and Pudong Art Museum's 
collaboration draws inspiration from Spanish 

masterpieces at the Prado Museum, blending art and 
cuisine. A purchase of the duo experience includes a 

limited-edition themed refrigerator magnet.

The collaboration is promoted on WeChat and RED, 
encouraging visits to the museum. The Ritz-Carlton also 
offered a limited-edition pocket notebook for sharing visit 
photos and comments on RED. Many KOLs visited and 

promoted the event on RED.

While enjoying afternoon tea, guests can experience 
live Spanish music and dance performances. 

Additionally, experts from the Pudong Art Museum 
lead a Baroque-style printing workshop where 

attendees create their own fabric bags.
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BRANDS INSIGHT

GUANGZHOU GARDEN HOTEL

Guangzhou Garden Hotel’s "Summer Garden Tour" effectively engaged guests through interactive activities such as art stamp collection 
and plant detective treasure hunts, alongside eco-themed workshops and coffee DIY sessions. These hands-on experiences 
encouraged participants to create and share content, enhancing personal engagement and driving organic visibility through user-
generated content.

WALDORF
Waldorf Astoria Shanghai On the Bund’s collaboration with AWHITE for the plush art exhibition created a unique draw with its free 
public access and exclusive afternoon tea options featuring AWHITE dolls. By leveraging KOL visits and endorsements, the event 
generated significant buzz and engagement.

RITZ-CARLTON SHANGHAI 
The Ritz-Carlton and Pudong Art Museum’s "Radiant Era" collaboration highlighted a themed afternoon tea paired with Spanish 
masterworks and live performances. The addition of a craft workshop and limited-edition gifts enhanced the experience, while KOLs 
shared their visits on RED, boosting engagement and visibility through their endorsements.

Trend 3 Insights Art Events
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Trend 4 Platform Interaction
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The New Zealand Tourism Board's #Off-
SeasonNewZealand campaign leveraged multi-
platform KOL collaborations to boost tourism 
visibility and engagement.

• Offline and Interactive Elements: The campaign 
invited 15 KOLs to visit New Zealand and organized 
a sharing event. An interactive H5 page on RED 
offered lottery points through check-ins.

• UGC and Social Media Campaign: RED 
produced travel documentaries, while the Tourism 
Board used Douyin for the 
#HotWeatherHeadToNewZealand topic to drive user-
generated content. Both platforms, along with KOLs, 
actively promoted the campaign.

• High Engagement: The campaign achieved over 
92 million views, with nearly 33 million on RED and 
over 59 million on Douyin, engaging over 50,000 
participants.

New Zealand Tourism Board X RED: Engaging KOL Adventures 

RED's #WorldSlowTravel series began with 15 users 
and KOLs visiting New Zealand to experience local 

attractions, resulting in a short documentary series. The 
New Zealand Tourism Board supported the event.

The New Zealand Tourism Board and RED hosted the #Off-
SeasonNewZealand sharing event, where five participating 

bloggers shared their travel stories and recommended routes 
on RED. The Tourism Board’s Asia GM gave speeches.

On RED, the Tourism Board created an #Off-
SeasonNewZealand H5 page with daily tasks for points and 
gifts. RED held a raffle for the next trip. Douyin launched 

#HotWeatherHeadToNewZealand with many KOLs.
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The Australian Tourism Board and RED's mid-
year promotional campaign successfully 
combined online and offline strategies to boost 
travel interest.

• Offline and Interactive Elements: The campaign 
featured pop-up events in five cities, offering coffee 
tastings, family activities, and travel agent 
consultations. An H5 page on RED supported the 
#618HeadToAustralia hashtag, integrating travel 
products and promotions.

• UGC and Social Media Campaign: The 
campaign leveraged KOLs who posted videos, and it 
was promoted on Weibo and Douyin with animated 
content. RED's interactive elements encouraged user 
engagement.

• High Engagement: The #618HeadToAustralia 
campaign achieved over 12 million views on RED, 
with more than 2,000 related posts. Total social 
media views exceeded 13 million.

Australian Tourism Board X RED: Combining Offline Events and Online Promotion for 618 Campaign

In multiple cities across China, the Australian 
Tourism Board hosted the "Aussie Weekend" pop-

up events featuring coffee tastings and family 
games. Travel agency partners were on-site to 

plan trips and answer questions.

On Weibo and Douyin, the Australian Tourism Board 
created animated videos to promote the mid-year 618 

event. On RED, they collaborated with travel KOL @天亮
就睡 and other influencers to share Australia travel 

videos, which were also promoted by RED.

The Australian Tourism Board and RED set up an H5 
campaign page with over 40 partners for a mid-year 

promotion. The page offered travel products, and RED 
published posts to promote the event and travel tips 

for Australia.
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The Korea Tourism Organization collaborated 
with Qunar and RED to promote summer travel 
to Korea through discounts and engaging 
online and offline interactions.

Offline and Interactive Elements: The campaign 
featured red dot icons at Korean landmarks for tourists 
to check in, take photos, and post notes with hashtags to 
receive exclusive gifts. An H5 page on RED supported 
the #I’m Going to Korea hashtag and engaged 15 
influencers.

UGC and Social Media Campaign: The campaign 
utilized Qunar’s homepage banner for voucher 
distribution and promoted user-generated content on 
RED. Influencers helped drive engagement with posts 
and interactions.

High Engagement: The campaign generated over 14 
million views on RED, with more than 2.27 million users 
participating and posting notes.

Korea Tourism Organization X Qunar & RED: Online Promotion and O2O Check-ins for Summer Travel

The Korea Tourism Organization first partnered with 
Qunar, inviting consumers to click on exclusive 
pop-ups on the Qunar platform to unlock new 
experiences in four cities and enter a lottery for 

large flight and hotel vouchers.

Additionally, they collaborated with RED to launch the #I’m 
Going to Korea campaign on a dedicated H5 page. Participants 
could complete tasks and post UGC to earn points and join a 
wish lottery for limited-edition gifts. They also invited 15 well-
known KOLs to travel to Korea and share their experiences.

Offline, small red dot icons were placed at famous 
landmarks in Korea. Consumers were invited to find 
these icons, take photos with them, and post on RED 

with the hashtag #I’m Going to Korea to receive 
exclusive passport holders and luggage tags.
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The Dubai Tourism Board's campaign effectively 
utilized interactive and social media strategies to 
enhance local tourism visibility.

• Offline and Interactive Elements: The campaign 
featured an H5 interactive experience and a lottery on 
RED. Users could earn flight and hotel vouchers by 
completing tasks and posting UGC. KOLs and RED 
officials also promoted the campaign.

• UGC and Social Media Campaign: The Dubai 
Tourism Board promoted the campaign across Weibo, 
WeChat, Douyin, and RED, sharing details about 
summer travel activities, discounts, and routes.

• High Engagement: The campaign achieved over 
9.45 million views on RED, with related content 
totaling more than 12 million views across social 
media platforms.

Dubai Tourism Board X RED: Localized Interactive Campaign and KOL Partnerships

The Dubai Tourism Board partnered with RED to launch 
an H5 interactive campaign, featuring new landmark 

guides for Dubai. Participants can earn flight and hotel 
vouchers by completing tasks and accumulating points.

Dubai also collaborated with prominent travel KOLs, 
sponsoring their trips to Dubai to explore and showcase 

top travel spots. Their promotional videos and travel guides 
are featured on the H5 interactive page.

RED promoted the campaign and recommended Dubai 
travel destinations. The Dubai Tourism Board published 

several notes highlighting local attractions, dining options, 
and a guide specifically for Chinese tourists.
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Royal Caribbean's campaign effectively 
combined interactive and social media strategies 
to boost engagement for the Spectrum of the 
Seas' return.

• Offline and Interactive Elements: The campaign 
featured a Spectrum of the Seas-themed pop-up 
installation in Shanghai, where attendees checked in 
for surprise gifts. It also included an H5 activity page 
and a lottery on RED, encouraging users to share 
their cruise experiences.

• UGC and Social Media Campaign: The campaign 
was promoted through the #ThisCruiseIsAmazing 
hashtag on RED and Douyin, with celebrity Liu 
Genghong and other KOLs enhancing visibility.

• High Engagement: The campaign achieved over 
830 million views across social media platforms and 
generated more than 20,000 pieces of user-generated 
content.

Royal Caribbean X RED & Douyin: Pop-Up Installation and KOL-Driven Multi-Platform Campaign

On RED, Royal Caribbean launched the 
#ThisCruiseIsAmazing hashtag campaign and an H5 

interactive page, offering chances to win merchandise 
through participation. Numerous KOLs promoted the 

Spectrum of the Seas experience.

Royal Caribbean also collaborated with Douyin to launch 
the #ThisCruiseIsAmazing hashtag campaign and activity 
page. They invited influencer Liu Genghong and various 

travel KOLs to experience the cruise and create 
promotional videos.

Offline, Royal Caribbean set up a giant Spectrum of the 
Seas installation in Shanghai’s North Bund, encouraging 

visitors to check in for surprise gifts. Many KOLs 
participated in the event and promoted it on RED, where 

RED officially supported the pop-up activity.
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Marriott Bonvoy’s campaign for June graduation 
effectively combined on-campus activities with 
social media engagement to attract new 
members.

• Offline Activities: The campaign featured themed 
events at three universities, including parades, brand 
experience zones, check-ins, and performances, with 
Fliggy setting up a booth.

• UGC and Social Media Campaign: Tmall 
Campus promoted the events on Weibo, while 
Marriott Bonvoy also launched a UGC campaign and 
prize contest on RED, and collaborated with Fliggy on 
a graduation-themed campaign with exclusive 
benefits for new members.

• High Engagement: The campaign achieved over 
210,000 views across social media platforms.

Marriott Bonvoy X Tmall Campus & Fliggy: Campus Interactive Events

Marriott Bonvoy collaborated with three universities in 
Shanghai and Hangzhou for a summer graduation 

campus tour, featuring themed zones and activities like 
membership gifts, cocktail and beer tastings, prize 

draws, and live band performances.

Attendees used the hashtag 
#MarriottBonvoyShowsYouTheWorld to receive gift boxes. 

Tmall Campus promoted the event on Weibo, while Fliggy and 
Marriott Bonvoy advertised on RED, launching a photo-sharing 

contest with rewards. KOLs also promoted the campaign.

Marriott Bonvoy offered exclusive, limited-time benefits 
for graduates and students, including special red 

envelopes and discounted room rates through Fliggy, as 
well as room upgrades for members. These perks 

provided added value and encouraged new memberships.
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BRANDS INSIGHT

New Zealand Tourism Board X RED The New Zealand Tourism Board’s #Off-SeasonNewZealand campaign, launched in partnership with RED, utilized 
interactive features like offline briefings and curated travel experiences with influencers to enhance tourism visibility.

Australian Tourism Board X RED The Australian Tourism Board’s mid-year campaign with RED boosted travel interest by combining engaging offline 
pop-up events with interactive online booking options, making travel purchases more enjoyable and accessible.

Korea Tourism Organization X Qunar & RED The Korea Tourism Organization’s campaign effectively merged offline check-ins at landmark icons with online user-
generated content through the #I’m Going to Korea H5, enhancing both visibility and interaction.

Dubai Tourism Board X RED
The Dubai Tourism Board’s campaign showed that blending KOL collaboration with UGC and interactive rewards can 
significantly boost engagement. This highlights the value of combining influencers and incentives to enhance 
participation.

Royal Caribbean X RED & Douyin
Royal Caribbean’s campaign showed that blending offline pop-up events with online celebrity endorsements can greatly 
amplify engagement. This highlights the effectiveness of integrating physical experiences with influential social media 
promotion to drive interest and participation.

Marriott Bonvoy X Tmall Campus & Fliggy Marriott Bonvoy’s campaign highlighted the impact of combining on-campus events with social media-driven UGC. By 
using diverse interactive activities and brand incentives, they effectively attracted young graduates.

Trend 4 Insights Platform Interaction
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we create resonance
Resonance is an industry leading marketing agency 
based in Shanghai, China. Our service is “everything 
digital / social marketing”. We’ve been around since 
2008 and have done great work for many of the world’s 
most well-known lifestyle brands. Visit us on the web
or email us to find out more

Radar Report
The Radar Report is a monthly deck we distribute to 
clients, partners, and industry peers. It’s a useful way to 
see the latest, most interesting brand and platform 
strategies. This format allows readers to see new trends 
as they develop, one case study at a time. The report is 
free, to subscribe: https://resonanceradar.beehiiv.com/
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