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Background information

In recent years, a dramatic change has taken place for the tourist ‘hot spot’ that those
artificial scenic spots are going down the drain while the precious ancient downs of
Yangtze River region have become more sought-after and remarkably valuable for their
uniqueness and rarity. The water-town tours before 2003 were all related to Zhouzhuang.
As the earliest opened-up old town of accommodating tourists, Zhouzhuang provides
high-end services that tourists can enjoy a very convenient stay here, sometimes too
commercial though. In comparison to Zhouzhuang, Wuzhen has not been overly
commercialized that it boasts a beautiful water-town with nice people. Wuzhen is rich
in all sorts of local festivals and folk activities, which can be introduced to more people
through proper marketing promotions.

Marketing Strategy

1.Public relations and celebrity impact strategy. The famous Chinese director Huang
Lei was preparing to shoot a movie about the water towns, but the cost of rental in other
water-towns were extremely high. When learned about the situation the management
decided to provide accessible shooting locations and financial support instead of
proposing tourism commercials as usual. In comparison to regular commercials, an
intimate touch of water-town and halo of movie stars would be more appreciated by the
public. For the movie's success, Wuzhen became a hot topic of the year.

2.Exclusively admission pricing strategy. Usually, ancient towns offer free tickets for
residents who often choose not to stay overnight, and charge a pretty high entrance fee
on tourists, which has resulted in complaints and controversies. However, Wuzhen
offers a flat or lower admission fee to tourists so that they can choose to stay overnight
after watching the evening light show since the relevant expenditures created by the
staying tourists will surely exceed the money they make from selling tickets.

3.Launch a unique marketing strategy. When other ancient towns were focusing on
tourists, Wuzhen initiated an Art Festival, hosted large-scale conventions such as the
World Internet Conference to cultivate the market and stick to its differentiation strategy.
Outcomes

Wuzhen came to be a 5A National Scenic Spot and well-known town listed in the first
batch of National Historical Cultural sites after a series of marketing and promotions.
The 79 square kilometers Wuzhen receives 9 million visitors every year and makes a
revenue of more than 2billion RMB. The success of Wuzhen proves that the marketing
should not confine itself but always keep up with the times. The influence of Wuzhen
has been increased by combining its advantages with the ongoing hot issues which lead
to a win-win situation on both social and economic benefits. These opened a new
chapter and chart a new course for the exploration of new tourist markets.
Implications & Challenges



During the process of tourism development in ancient towns, there were inevitable
positive and negative impacts on the culture, economy, and life of the local community.
How shall we solve this problem?
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