Case Name

“The Tastes of Hong Kong” Marriott International Hotel Group Accommodation
Experience Program

Theory

Market Segmentation; Product Differentiation; Positioning

Keywords

Culinary Culture; Word-of-mouth; Social Media

Background information

1. Tourists who have visited Hong Kong multiple times want to visit its classic
attractions and hope to explore its authentic local culture in-depth and seek out the most
accurate "Hong Kong" flavor. However, repetitive travel itineraries require more work
to achieve this goal. Allowing visitors to understand the essence of Hong Kong's local
culture has indeed become a challenge for Hong Kong's local tourism and hotel industry.
2. Against this background, ten Marriott International hotels in Hong Kong have
partnered with a local real estate company to launch the "Taste of Hong Kong"
accommodation program. Visitors who stay at Marriott International Group hotels in
Hong Kong for two consecutive nights on weekends can participate in a complimentary
food tour, discovering the most authentic local snacks and exciting stories with locals
and experiencing the Oriental Pearl from a brand-new perspective.

Marketing strategy

The "Taste of Hong Kong Food Tour" offers a guided culinary experience that includes
making fish balls loved by famous actor Chow Yun-fat. 90% of fish balls in Hong Kong
are produced in the very well-known Kowloon City, where participants could go
behind-the-scenes and make fish balls with the masters themselves. Hong Kong's most
authentic milk tea was born in the unique Winter Mushroom Pavilion Wing Yuen
restaurant, where time has stood still for a century and the teacups have remained
unchanged, recording the passage of history. Other activities include uncovering egg
tarts, drinking tea, eating tofu pudding, and other authentic snacks that only locals know
about. The food tour changes its itinerary periodically, inviting mainstream media, key
opinion leaders (KOLs), and key opinion consumers (KOCs) from top-tier cities such
as Beijing, Shanghai, Guangzhou, and Shenzhen to participate and share their
experiences on social media platforms such as WeChat, Weibo, Xiaohongshu, and Tik
Tok during the launch of each new event.

Outcomes

The campaign is very successful. It improves customers’ satisfaction rate and increases
hotel occupancy and overall revenue by word-of-mouth communication of guests.
Marriott has taken this opportunity to expand this model to China and other countries
in Asia, such as the "Beauty of Mountains, Travel to China" launches by Marriott
International in the mid-western region in 2019, and the combining of local food culture
with the bicycle tour to Phu Quoc Island at the JW Marriott Phu Quoc Island in Vietnam.
This model is being continued by Marriott International.

Challenges/Reflection

Marriott International hotel group has launched the "Taste of Hong Kong"



accommodation experience program in the Hong Kong area, creating a customized
tourism service that allows guests to not only enjoy great a stay but also explore the
authentic taste of Hong Kong, making their stay more unique and memorable.
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