Case Study

Creating a Taste of Hangzhou - West Lake State Guesthouse

Theory

Sensory Marketing; Emotion Marketing

Key words

Anchoring Effect

Background information

1.The anchoring effect refers to the fact that when people judge someone or something,
they are easily dominated by the first impression or the first information, just like an
anchor that sinks to the bottom of the sea and fixes people's thoughts in a particular
place. For the hotel, breakfast is the first impression it gives the guests about the quality
of hotel dining. However, most Chinese hotels still follow the continental style of
breakfast, which looks like a wide range of varieties, but all the same. Today's travelers
are more and more critical of the quality of their breakfasts: they are not excited about
smoked salmon on the table but want to taste the local flavor of the breakfast. In terms
of improving the quality of hotel food and service, if it can be combined with local
characteristics, guests will likely experience the local history and culture more deeply,
and the perception of the hotel brand will also be enhanced.

2.West Lake State Hotel is located nearby the west of West Lake, with a courtyard area
of 360,000 square meters. It is the most famous garden of West Lake because of its
beautiful environment, exquisite architecture, and elegant furnishings. As an essential
government reception hotel, it has been in operation since the 1970s. Facing the fierce
market competition of local high-end resort hotels, West Lake State Hotel needs to
explore its advantages and consider how to integrate history and culture into the hotel
products and brand building.

Marketing strategy

It will be an incredible memory for the customers if the breakfast is varied and delicious.
West Lake State Hotel hired a unique chef, a local from Hangzhou, to make Hangzhou-
style breakfast. It successfully attracted guests' emotions with taste buds and instantly
brought the magnificent State Guesthouse closer to the guests. Combining national
breakfasts such as Chinese pancakes, soybean milk, fried dough, scallion noodles, Ding
Sheng Cake, and zongzi with Hangzhou elements, the various breakfast pictures
vividly showed the Hangzhou-style breakfast to the guests. They created a more
emotional connection with the hotel.

Outcome

West Lake State Guesthouse perfectly integrates "luxury hotel" and "local flavor" and
strictly follows the standard of "making breakfast into a formal meal, a big meal, and a
banquet." The product is high-end and friendly, successfully anchored in the bottom of
guests' hearts, and thus widely praised. By carefully analyzing the composition and
needs of the guests, we optimized the breakfast-categories. It emphasized the local
breakfast on its types and varieties to enrich the guests' overall dining experience.
Implications & Challenges



For a long time, state-owned hotels have been okay with profitability, no matter how
poorly they were run. Inevitably, they must compete with hotels of international chain
brands. What should be done to build a brand image and improve its competitiveness?
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