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Background information

1.The large business or official meetings dominate the conference clientele of hotels.
They bring huge demand of accommodation and catering to hotels along with
purchasing the conference services. At the same time, the periodic meetings and
conferences would make repeated clientele stable, which helps to increase the hotel's
revenue. With the increasing demand for local activities by the conference clientele, the
hotel has added products of tours and holidays merged with local culture while
maintaining the demand of conferences. Guests experienced the essence of Mongolian
culture and the demand for conferences and holidays were well balanced.

2.Xinchang, located in the eastern part of Zhejiang Province, was established as a
county in the Tang Dynasty. It belongs to the economic region of Shanghai, Ningbo and
Hangzhou. With her thousand-year-old culture of Buddhism, poetry of Tang Dynasty
and local opera the Tunes, Xinchang is the birthplace of Chinese landscape poetry and
landscape painting and as well as the place where the essence of the Tang Poetry Road,
Buddhism Tours and Tea Ceremony can be found in eastern Zhejiang Province. As the
first hotel in the Shaoxing region, Courtyard by Marriott Xinchang combines the local
culture and history with the hotel's MICE services to develop a new conference and
training product. The innovates hotel products that have local characteristics in the
domestic conference market and strengthens the differentiation of brand to attract
customers.

Marketing strategy

By combining history, culture, tea ceremony, Tang poetry and local cuisine, the hotel
has created a unique cultural conference and training product - "Time Travelling
through a thousand years and Dreaming the Tianmu Mountain ". Firstly, the abbot of
the local Big Buddha Temple was invited to lecture guests Buddhism, and afterwards
guests would have meditation courses and Big Buddha Longjing Tea Ceremony to
experience the one-thousand-years culture of Buddhism. On the aspect of food and
beverages, the hotel named the 15 dishes of the banquet inspired by the Tang poem
"Dreaming of a Trip to Tianmu" written by Li Bai. Each dish matches a line of the poem,
which perfectly merged the local cuisine of Xinchang, and brought guests' taste buds
back to the Tang Dynasty. At the same time, the “Tianmu Poetry Banquet” was created
with the local Xinchang opera - the Tunes about the famous characters in history.
Outcomes

Combining Tang poetry culture with Marriott's brand culture, the banquet provided
target customers with a deeper understanding of the local culture with simulation of
historical scenes and demonstrations. It was such a pleasant experience of vision and
palate. The waiting staff dressed in Tang Dynasty costumes and accompanied with
cascading performances when serving. It created an immersive cultural experience in



terms of culture + dining. This kind of dining experience left a lasting impression and
continue to build the brand. It has established a differentiation strategy among other
brands in the market. The Palace Banquet let customers merge themselves in the
cultural experience and achieved the personal needs. It is a combination of traditional
Chinese culture and hotel brand culture and gradually turning into a brand label. It is
also an effective propaganda of brand culture.

Implications & Challenges

For a hotel brand to thrive, it should understand the needs and preferences of its
customers better than the others and continuously generate consumers’ interests in
marketing. Differentiated marketing that combines local history with brand culture can
produce good results in the market in short term. But in the long term, if the hotel wants
to have sustainable development, it should focus on the needs of the target group and
strengthen the combination of brand and culture to create a more personalized
experience.
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