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EXECUTIVE SUMMARY

The overall marketing strategy for 2009-2011 was based on the Market Analysis and also followed the recommendations of the Marketing
Report completed in September 2008 for the World Bank. For example, the international positioning approach of Shaoxing: Vintage
China was adopted for this plan. The marketing strategy goals (Positioning, Image, and Branding; and Target Marketing) were pervasive
and reflected in all aspects of the Implementation Plan.

The Implementation Plan Marketing Mix provided a detailed description of these actions and tasks according to the 8 Ps of Destination
Marketing (Morrison, 2009). The marketing mix elements for the International Marketing Plan were as follows:

Programming (25 @ 100% Vintage Shaoxing Experiences)

Product (Supportive Product Development)

Promotion (Promotion, Internet Marketing, and Integrated Marketing Communications)
Partnership (Partnerships and Cooperative Marketing)

People (Human Resources and Training)

Packaging

Pricing

Place (Distribution Channels)
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MARKET ANALYSIS, AND MARKETING GOALS,

OBJECTIVES AND INITIATIVES

Market Analysis

It was important to understand the composition of the existing inbound tourism
markets for Shaoxing, and especially the major sources of demand during the
recent past years (2002-2007). The main sources of these data were the
Zhejiang Provincial Tourism Bureau and Shaoxing Tourism Bureau.

4 Analysis of existing inbound tourist markets
4 Analysis of trends of inbound tourist markets
4 Analysis of market interview results

Priority Markets by Geographic Origin

% First-priority markets: Compatriots (Hong Kong, Macau and Taiwan), Japan

and South Korea
4 Second-priority markets: Southeast and South Asia markets
4 Third-priority markets: Long-haul markets
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