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Background Information

1.

Hilton Zhuji is a five-star hotel jointly built by Greentown China Holdings Limited and
Hilton Group in Zhuji. It inherits the quality requirements and cultural genes of Greentown,
China, and provides professional and high-quality guest services under the management of
the Hilton Group.

Zhuji, a county-level city under the jurisdiction of Zhejiang Province, is managed by
Shaoxing City. It has a long history and rich culture. It's the former site of Yue State and
the hometown of Xi Shi and is a famous pearl town. 98% of the world's freshwater pearls
are produced in China, and more than 80% of China's freshwater pearls come from Zhuji,
Zhejiang.

Marketing Strategy

1.

Fully integrate with local characteristics to create a unique cultural atmosphere for the
hotel

Using local cultural elements (Xishi and pearl) as the hotel's unique selling point, whether
it is the Xishi Square and Xishi sculpture at the entrance of the hotel or the Xishi washing
scene created by pearls in the hotel lobby, chocolate pearl-shaped snacks, pearl shell menus,
and wall pearl decorations, all allow guests staying in the hotel to feel the local cultural
characteristics from the inside out. All of these have given me a deeper understanding of
Zhuji, Xishi, and pearls, as well as a deep impression of the unique artistic atmosphere of
Zhuji Hilton.

Customer experience and digital marketing

In-depth integration with Zhuji's local characteristics, cooperation with local pearl
suppliers, and providing high-quality pearl products are convenient for customers to
purchase. At the same time, set up on-site clam opening experience activities to attract
guests to participate and share on social media. Zhuji will also promote related experience
sessions through official online channels to enhance the richness of hotel activities and
brand awareness.

Outcomes

The hotel successfully integrated Zhuji's cultural elements into its design and services, providing
a unique customer experience. By combining culture and luxury, the hotel has established a
distinctive brand image in the market and promoted the inheritance and promotion of Zhuji culture.
Customers' participation in cultural experience activities has increased their satisfaction and
loyalty to the hotel.

Implications & Challenges
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This project is an excellent example of hotel brands and local culture integration. The in-depth
combination of Xishi, Pearl, and the hotel's complex facilities and soft services enriched the
customer experience and clarified the hotel's characteristics. However, how to continue to innovate
in local culture and accurately match the interests of the target customer base is still a question
worth exploring in subsequent brand marketing.
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