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Creating a New Cloud Room Experience - Marketing of the Chinese Traditional Style Rooms
at Hyatt Regency Xuzhou
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Background Information

1. Han culture is quietly rising in China. In recent years, more and more young people have
started wearing Hanfu (Han Dynasty Traditional Dress) and walking the streets. The
increasing national confidence has made the representative of Chinese traditional culture
come off the niche to be a popular fashion and transition from the Internet to daily life. The
popularizing of Hanfu festivals, societies, and makeup has added a solid touch to the rise
of Han culture. Traditional cultural experiences, with Hanfu as an example, have become
an essential window for experiencing the beauty of tradition and understanding its culture.
Our traditional culture has gradually become rooted in the youngsters' life and socializing
and has become an important way of innovative rituals, self-expression, and social life.

2. Beijing represents the civilization of the Ming and Qing dynasties, while Xuzhou displays
the culture of the Han dynasties. Xuzhou was the capital of Xiang Yu and the hometown
of Liu Bang. Relying on the city's profound cultural heritage, the hotel launched themed
rooms reflecting Han culture to increase the hotel's overall revenue.

Marketing Strategy

Promotion Content: 799 RMB package, including a one-night stay in a Han Dynasty-style room,

two vouchers for breakfast at the coffee shop, a Hanfu experience for two, on-site making-up

service, and two tickets to the Guishan Han Tomb.

1. Promotion Plan:
Online- promotion channels: Hotel WeChat platform, APPs from Suning, Hyatt Group and
Fliggy flagship store, Ctrip package sales, Shanghai Huiji Network, and Weekend Hotel
Special.

2. Promotion through hotel-owned social media: WeChat promotion, Tik Tok short-video

exposure, Weibo microblog promotion, and Little Red Book promotion.

Promotion through KOL and KOC.

Paid media promotion: WeChat Moments advertising.

5. Hotel Toolkit: Campaign Key Visual, LCDs, Banners, and social media assets.

P w

Outcomes

1. These promotions have boosted the exposure of the Hyatt Regency Xuzhou significantly.
Through three KOLs in Shanghai and KOCs in Hangzhou and Nanjing, Hyatt Regency
Xuzhou has been promoted through multiple channels numerous times, resulting in
excellent social and economic benefits. The video-browsing on Tik Tok mounted to 1.32
million.

2. The different platforms like Little Red Book and TikTok have played an essential role in
the promotion. The Tik Tok is the new way of promotion for the hotel.

3. The hotel's overall revenue has increased by 520,000 RMB by selling 307 sets of
promotional packages, and 2,000 new customers become new fans of Hyatt Regency
Xuzhou.



Implications & Challenges

As multiple channels have been involved in the promotion, the product's design must be re-
adjusted constantly. For the options of tour sites, the Hang Tomb will be replaced to cater to
the preference of young customers so that they can have more fun.
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5. Hotel Toolkit: Campaign Key Visual, LCD displays, Banners, Social media
assets
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