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Spring City - Rabbit King theme room package of Jinan Shangri-La Hotel
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Background

1.Jinan is a city with 72 springs called "Spring City". There is a legend about a rabbit
king in Jinan. A local craftsman who is an inheritor of intangible cultural heritage made
the rabbit king clay sculptures inspired by the tale. He integrated the unique spring
water elements and landscape into the clay sculpture's design and perfectly presented
Jinan's spring culture perfectly. "Rabbit King" is now an intangible cultural heritage of
Shandong province.

2.Families who have experienced various hotel services through tourism not only have
higher requirements for geographical location, comfort level and safety but also pay
more attention to whether the hotel can bring them novel experiences.

3.Nowadays, developing and expanding intellectual property (IP) theme rooms have
become a hospitality trend. IP is the core element, and the specific content and operation
of IP rights have become the essential characteristics that distinguish the theme room
from the shared space. Ensuring the hotel's features and personalized services while
effectively expanding is a tremendous challenge to the selection and operation of IP.

Marketing Strategy

Based on the classic and elegant rooms of the hotel, Jinan Shangri-La Hotel integrates
Jinan’s cultural characteristics and Rabbit King this provincial intangible cultural
heritage to create detailed IP theme rooms full of charm. It mainly targets young
families with children to provide them with a customized one-stop service. Besides, the
summer holiday is the peak period for domestic family travel. Jinan Shangri-La hotel
offers various activities for family guests that combine the Rabbit King theme with the
“Shangri-La Happy Growth Program” for children launched by Shangri-La Group
during this time, giving children a happy growth experience to cultivate their
independence and confidence.

Outcome

The design concept of this highly cultural and creative family-themed room breaks the
restriction of the traditional room theme. It combines the city's landmark cultural
symbols with the room design to provide families a unique hotel stay experience. While
increasing the popularity and profits of the hotel, it also improves the relationship
between parents and children and promotes the local culture of Jinan.

Implications & Challenges
IP marketing is topical and communicative with a considerable customer base and
market. The business logic of IP marketing in Jinan Shangri-La hotel is it binds "Rabbit



King" this specific IP of this city to export values by consistently producing quality
content, and through discounts to attract customers. This case interprets that the hotel
service's value and competitiveness will be recognized when customers achieve identity
and character recognition.
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