Case Name

Hangzhou Cultural and Innovation Bazaar - Integrated Marketing Plan for Cultural Tourism
Consumption Event

Theory

Integrated marketing; Differentiation

Keywords

Cultural tourism; Theme marketing; Interactive content; Cross-industry collaboration;
Immersive experience.

Background Information

Hangzhou is a historic city and was the capital of the Southern Song Dynasty. Today,
Hangzhou's cultural foundation inherits the poetry, music, painting, calligraphy, and other
artistic achievements of the Song Dynasty. Hangzhou is renowned worldwide for its long
history, beautiful natural resources, and romantic cultural heritage. The Hangzhou Cultural
Tourism Consumption Event is a series of activities promoting cultural tourism consumption
for 3-6 months. The event aims to strengthen Hangzhou's artistic image, enhance residents'
spiritual and entertainment environment, and attract tourists from outside Hangzhou. The event
includes cultural temple fairs, culture and creativity expos, concerts, dance performances, and
other cultural activities. It is popular among both local and foreign tourists. Since the outbreak
of the Covid-19 pandemic in 2020, the Hangzhou Cultural Tourism Consumption Event has
faced various restrictions, and tourist traffic has decreased significantly. In 2022, as the
pandemic control measures gradually eased, the event organizers needed to find ways to
revitalize Hangzhou's cultural tourism industry.

Marketing Strategy

1. Combine Song Dynasty culture with modern Z-generation culture to create a unique
cultural identity that appeals to young consumers. Incorporate elements such as Chinese
fashion, IP, and murder mystery games to create a cultural symbol with Chinese
characteristics and regional identity.

2. Innovate and upgrade the cultural tourism market by focusing on Song Dynasty culture.
Transform the traditional temple fair into a unified Song Dynasty-style landscape. Dress
some staff in Song Dynasty costumes and incorporate ten Song Dynasty-themed
exhibitions and five experiential activities to create a comprehensive cultural tourism
market that integrates sightseeing, entertainment, experience, photography, dining, and
souvenirs.

3. Collaborate with different industries to create unique and interactive content. The
"Hangzhou Non-legacy Art Gallery" collaborates with the China Academy of Art to use
digital projection and virtual imaging technology to create a unique time and space art
tunnel for visitors. The "One Glance Across a Thousand Years" project collaborates with
the Hangzhou Museum to use 3D naked-eye technology to bring visitors closer to the
museum's Song Dynasty cultural relics collection.

4. Innovate content and focus on the visitor experience. Visitors can dress up in Song Dynasty
costumes and experience a day in the life of a Song Dynasty citizen. From morning rituals
to evening poetry readings, visitors can immerse themselves in the culture and have fun.
The "Moonlight Light Food Record" provides visitors the ultimate experience of enjoying
Song Dynasty cuisine while boating on the beautiful West Lake.

5. Upgrade communication methods. The event organizers introduced AR technology to
create an online H5 game called "Song Chao - Wonderful Cloud Market." The game
includes Al face-changing, AR lantern blessings, and other interactive games. Visitors can
enter a miniature version of Lin'an City to learn about the cultural tourism market and



participate in various activities. The game also includes inviting friends to play, one-click
sharing, and social media forwarding, attracting many online market visitors.

Outcomes

Through a series of PR campaigns, social media promotions, and online interactive games, the
Hangzhou Cultural and Innovation Bazaar gained a lot of online discussions and exposure. It
attracted the highest number of offline visitors in three years. The attendance was the highest
in recent years, driving residents' enthusiasm and attracting tourists from surrounding cities.
The success of the cultural tourism bazaar has also led other cities in Zhejiang Province, such
as Shaoxing and Ningbo, to participate in the cultural tourism consumption season and launch
their own Song Dynasty-themed activities. In the foreseeable future, Song Dynasty culture will
be not only the cultural theme of Hangzhou but also a cultural symbol that other cities in
Zhejiang Province will follow, making the Zhejiang Cultural Tourism Consumption Event
even better and stronger.

Implications & Challenges

The preferences of young people are constantly changing, and in today's content explosion,
how to make traditional cultural content more exciting and appealing to young consumers is a
challenge that every cultural tourism industry practitioner needs to learn and explore
continuously. The challenge for Hangzhou Cultural and Innovation Bazaar is to maintain its
uniqueness and differentiation while keeping up with the changing preferences of young
consumers. Additionally, the market must control operating costs while providing immersive
experiences and interactive content.
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