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Abstract

With the development of economic globalization, holding the international
conferences has gradually become an important standard to measure the
internationalization level of a city. How to attract more international
conferences to be held and construct the destination of international conferences
have become common problems faced by major first-tier cities. Under the
background of information explosion and fierce market competition, conference
destinations must use various marketing methods to highlight their own
characteristics and stand out from competitors.

Taking Hangzhou as an example, the thesis uses the PEST analysis model
to analyze the current status and future development possibilities of Hangzhou
in the political, economic, social and technological. This thesis also analyzes the
characteristics of highly representative international conference destinations
domestic and abroad during their development. The paper explores the direction
for further development and available marketing strategies of Hangzhou in

construction of international conference destinations, which has a certain
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referential role in promoting Hangzhou’s construction of conference
destinations.

This thesis finally puts forward a marketing strategy for promoting the
construction of international conference destinations taking Hangzhou as an
example, which mainly includes: conducting joint marketing with Shanghai,
emphasizing common ground while reserving differences, advancing strengths
and avoiding weakness; promoting the satisfaction of conference organizers and
participants by personalized marketing; improving the humanistic atmosphere,
expanding the influence and recognition; strengthening the linkage among the
exhibitions and conferences to achieve a win-win situation for the exhibition

and the conference.

Key words: international conference destination; Marketing strategy;
Hangzhou; PEST analysis
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