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A worldwide 
network built 
on a prestigious 
heritage 

BENEFIT FROM 
THE DE VELOPMENT 

SU PPORT OF ONE 
OF THE WORLD ’ S  TOP FIVE 

HOSPITALIT Y G RO U P S ,  
J IN J IANG INTERNATIONAL .

Founded in 1962 in the Netherlands, Golden Tulip 
has always had an upscale positioning, thanks to its 
4-star hotels all around the world.

Golden Tulip is part of Louvre Hotels Group,  
a subsidiary of Jin Jiang International since 2015. 
Golden Tulip hotels benefit from both the hospitality 
expertise of Louvre Hotels Group and the strong 
development capacity of Jin Jiang International.

SO UTH AMERICA

Brazil
Cuba
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+180 
HOTELS

24,000 
RO OM S

+40 
CO U NTRIES

COUNTRIES HOSTING GOLDEN TULIP HOTELS

EU ROPE

Belgium
Bulgaria
Cyprus
France
Georgia
Germany
Italy
Malta
Netherlands
Poland
Portugal
Romania
Russia
Spain
Switzerland
Turkey

AFRICA

Benin
Comores
Egypt
Ethiopia
Ghana
Kenya
Morocco
Nigeria
Tanzania
Tunisia
Uganda

MIDDLE E AST

Bahreïn
Jordan
Lebanon
Oman
Qatar
Saudi Arabia
United Arab Emirates

ASIA

Bangladesh
China
India
Indonesia
Kyrgystan
South Korea
Taiwan, China
Thailand
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Today, Golden Tulip’s 
clients expect more than a hotel  

that fulfills all basic needs.
They want to enjoy new experiences, see 
the city, taste the food, and meet the locals. 

Their private and professional lives overlap. 
They want diverse, seamless, multi-functio-
nal experiences. They crave the joy of new 
discoveries they can share with loved ones.

BU SINESS TR AVELLERS
ENJ OY BLU RRING 

THE LINES BET WEEN 
WORK AND PL AY.

B U T TH E  R E A LITI E S O F  B U S I N E S S TR AV E L 

A R E  V E RY  D I F F E R E NT:

“Business travel always sounds 
exciting in theory, but the reality 

always turns to frustration because 
of the lack of opportunities to live 

and share new experiences”.
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At Golden Tulip, we provide 
a playful outlook on life, work and 

travel, enriched by the local culture.
This means that a Golden Tulip hotel is full 
of seamless, local and playful experiences 
for guests to enjoy and share.

This vision is perfectly captured by our 
brand signature: Playtime. Anytime. 

An innovative positioning guaranteed 
to meet the modern business traveller’s 
needs.

AT GOLDEN TU LIP,  
WE HELP O U R CLIENTS 
TO MIX WORK & PL AY. 

Playtime.
Anytime.
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Golden Tulip’s
brand values 

Openness
Surprise

Fun
Complicity
Intelligence
Generosity
Elegance
Sharing

THESE VALU ES COME TO LIFE 
THRO UG HO UT GOLDEN TU LIP HOTELS : 

FROM THE OPEN - MINDED AND 
FRIENDLY AT TITU DE OF THE MANAG EMENT 

AND STAFF,  TO THE ELEGANT AND SU RPRI S ING 
E XPERIENCES OFFERED BY GOLDEN TU LIP 

BR AND MARKERS .
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The three 
Golden Tulip 

pillars
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1
New Basics

2
Brand markers

The three 
Golden Tulip pillars
Each Golden Tulip hotel is unique.  
Yet some key experiences are shared by  
all hotels: from fine-tuned basic services 
and facilities to distinctive merchandising  
and unique brand markers, ensuring 
guests enjoy a memorable stay and keep 
coming back to our hotels.

- STRIKING BAR
- LIVELY LOBBY
- RESTAURANTS CONCEPTS FOR EVERYONE
- COMFORTABLE YET SURPRISING ROOMS
- WELLNESS AND SPORTS AREA
- CREATIVE MEETINGS AND EVENT FACILITIES

- TANDEMS
- BODY CARE BAR
- FOOD TRUCK
- DIGITAL EXPERIENCE
- IMPACTFUL LOCAL GAME
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3
A premium 
and playful 

brand identity

The three 
Golden Tulip pillars
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The New Basics are at the core of the Golden Tulip 
experience. Golden Tulip has developed spaces and 
services that follow the latest trends and answer 
the needs of the clients. They are easy to implement, 
easy to adapt locally, and ensure guests will have  
a comfortable stay.

The elements outlined here 
are inspirational guidelines, 
including some key features 
that should be implemented to 
deliver the core Golden Tulip 
experience.

1 .  STRIKING BAR

Golden Tulip’s bar is one of the best 
spots to relax over a drink. From fun bar 
staff to cocktails and snacks, everything 
is there to ensure guests can mingle,  
have a laugh, pair coasters and even 
share a selfie with the noughts and 
crosses winner. Guest will leave the bar 
with a smile on their face every time.   
 
KEY FEATURES 
–  Central and linear bar with 

a spectacular back bar
–  Bar stools
–  Iconic lighting

1

New Basics
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2 .  LIVELY LOBBY

The lobby is the living room of the hotel. 
It is the place where guests can check-in 
anytime they want, working, eating and 
relaxing in an open, social and dynamic 
atmosphere.   

KEY FEATURES 
–  Several open spaces: co-working areas, social 

zones, food & beverage areas
–  Body Care Bar
–  Tandems
–  Variety of design, furniture & seating

SIMPLE GU IDELINES 
TO IMPLEMENT IN ANY 
GOLDEN TU LIP HOTEL
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3 .  RESTAUR ANT CONCEPTS FOR EVERYONE

Golden Tulip restaurants are just like a good meal: they mix 
local flavours, comfort food, surprising ingredients and healthy 
products. They attract both hotel guests and locals.

You can implement all three concepts in one hotel, or simply 
choose the concept that suits your hotel best.

CONCEPT 1 :

A relaxed coffee lounge

KEY FEATURES

–  Comfortable, easy going, a cool 
place to drink, eat, work and relax 
with the laid-back staff.

–  Exclusive and extensive range 
of coffees and teas from all over 
the world (hot & cold options)

–  Signature hot chocolate, several 
breakfast options, snacks and 
plates to share straight from 
the oven

–  Coffee lab to share tips and taste 
new products arrivals with coffee 
experts

–  Natural materials, high tables, 
workstations, areas to relax

1
New Basics

DE VELOPING A 
COMPLETE AND 

CON SI STENT FO OD  
& BE VER AG E 

OFFER HAS NE VER 
BEEN SO E ASY.
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CONCEPT 3 :

A contemporary brasserie

KEY FEATURES

–  International and adaptable offer 
with local, seasonal and organic 
dishes, with French touches

–  Golden Tulip rituals
–  Iconic design furniture and spaces: 

 
- open kitchen 
- bar counter 
- wine cellar 
- terrace 
- sharing tables 
- chef table

CONCEPT 2 : 

An affordable gastronomic 
restaurant 

KEY FEATURES

–  Fine dining in a confidential, 
contemporary and open atelier

–  Local, fresh, limited offer (a new 
menu everyday)

–  High excellence, but at an 
affordable price

–  Relaxed and casual but with 
an exclusive feel (booking 
necessary)

–  Young chefs and sommeliers 
dedicated to each table, excellent 
service

–  Modern, contemporary 
and featuring a distinct marble bar 
counter
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KEY BATHROOM FEATURES

–  Open space between bathroom  
& bedroom

–  Spa effect with LED color & XXL 
Italian shower

–  High quality design & inspiring 
furniture

4 .  COMFORTABLE  

YET SURPRISING ROOMS

Golden Tulip’s rooms are not just elegant and 
comfortable: they are full of unusual and unexpected 
design details, surprising amenities and local snacks 
that will ensure guests will want to come back again.

1
New Basics
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KEY ROOM FEATURES

–  Intuitive technology devices: 
mirror TV, power source  
& connectivity pannel

–  Frame with original photo
–  Scenario for Instagram shoot
–  Mix of furniture, color and texture: 

artistic headboard, oversize 
objects, sofa or bench
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5 .  WELLNESS 

AND SPORTS AREA

Feeling good and healthy is extremely 
important to Golden Tulip’s guests.  
In our wellness and sports area, we let 
well-being in and leave stress out.  
Our guests can enjoy unlimited access  
to our equipment and classes.

Golden Tulip spas can be developed in 
partnership with Deep Nature, a specialist 
in the spa and wellness market. The spa 
concept is open and flexible, and has been 
specifically designed for Golden Tulip, 
with no Deep Nature branding present.

KEY FEATURES:

– Treadmills
– Yoga & Pilates classes
– Beauty salon
– Spa & massages

1
New Basics
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6 .  CREATIVE MEETING 

& EVENTS FACILITIES

Co-working, networking, pitching, 
brainstorming, designing, discussing; 
any kind of meeting or deal closing can 
be done in a Golden Tulip hotel. Each 
hotel develops its own meeting facilities, 
specific to its market. Golden Tulip offers 
additional elements that are easy to adapt 
and to implement according to the needs 
of each hotel: creativity room, playful box, 
surprising furniture, etc.

KEY FEATURES

– Playful coffee breaks
– Impactful local games and playful box
– Lounge and relax area
– Private work zones
– Social work zones and sharing tables
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Golden Tulip hotels are designed to stand out from  
the crowd. 

The brand markers go beyond basic services, 
allowing guests to enjoy never-seen-before 
experiences, unique to Golden Tulip. They are 
designed to surprise guests and make sure they 
remember their stay.

These brand markers are easy to implement and need 
to be present in every Golden Tulip hotel. This will 
ensure guests recognise the Golden Tulip experience 
whether they are staying in Marseille or Shanghai.

1 .  TANDEMS

Our Golden Tulip tandems are 
surprising and fun, allowing 
guests to share a memorable 
experience. They can be used 
as striking lobby decoration, 
or rented out to guests, giving 
them the chance to discover 
the town in an unforgettable 
way.

Benefit from ready-made 
communication supports to 
promote this service to your 
guests.

2

Brand markers
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2 .  BODY CARE BAR

Our Body Care Bar is a unique 
welcome gift for our guests. 
Instead of finding amenities 
in their bedroom like in other 
hotels, guests can select their 
favorite body care products 
from our playful and elegant 
Body Care Bar.

They can also purchase their 
favorite products from the 
nearby Shopping Time area 
as a souvenir or as a gift.

The Body Care Bar and 
Shopping Time area can easily 
be installed in the lobby thanks 
to clear implementation and 
operational guidelines. 

O U R BR AND MARKERS
ARE E ASY TO

IMPLEMENT,  ME ANING
YO U CAN AVO ID

MA J OR REFU RBI SHMENT
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3 .  FOOD TRUCK

Our guests don’t like to stick to strict 
timetables. So we offer them the Golden 
Tulip food truck. Tailor made for Golden 
Tulip hotels, the truck is sure to attract 
guests and locals with its surprising 
suitcase look & feel. Guests can enjoy 
a selection of the best meals on offer at 
the hotel, in take-away format. They can 
also choose from a range of drinks and 
snacks to enjoy at any time of the day. 

4 .  DIGITAL EXPERIENCE

The Interactive Wall is the hub of any  
Golden Tulip hotel. Placed in the lobby,  
it tells our guests almost anything they 
want to know. 
Guests can access it on their mobile 
via the Golden Tulip app, or using the 
touch-display in the lobby, seeing straight 
away what’s on in town, what’s to eat and 
where, suggestions on how to spend their 
free time, guests’ tips, must-sees, got-to-
try’s, even local no-no’s.

2

Brand markers
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5 .  IMPACTFUL LOCAL GAME

Each region has its own games. Golden Tulip promotes 
these local traditions by allowing guests to discover 
local games. Games are showcased through impactful 
designs and surprising dedicated areas. 
A good reason for guests and neighbours to come and 
visit the place.

AT THE GOLDEN TU LIP 
FO OD TRUCK , 

IT ’ S  ME ALTIME .  ANY TIME .
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3

A premium 
and playful 

 brand identity

GOLDEN TU LIP ’ S
IDENTIT Y PERFECTLY 

REFLECTS O U R 
HOTELS ’  PL AYFU L 

SPIR IT. 
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Every hotel product, every communication, 
is a chance to play with codes – hotel 
codes, business codes, everyday codes – 
to provide guests with a new perspective. 
A Golden Tulip letterhead becomes a tulip 
origami, a snack plate becomes a game 
of naughts & crosses, and an umbrella 
becomes an excuse for an undercover stint.

Golden Tulip’s visual 
identity delivers a premium 

and playful impression 
that will make guests want 
to share their experience 

with loved ones and 
on social networks. 
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The Golden Tulip 
platform: a powerful 

support tool
By joining Golden Tulip, you benefit 

from all the experience and expertise of Louvre Hotels Group,  
a subsidiary of Jin Jiang International. 

2 .  MERCHANDISING

– Elegant,  p lay ful  and memorable 
merchandis ing  provided by 
Louvre  Hote ls  Group.

–  PARSE appl icat ion :  on l ine  p lat form 
to  suppor t  market ing  programs ,  create 
communicat ion  suppor ts  and store 
image l ibrar y

1 .  COMMUNICATION

– Regional  communicat ion  campaigns 
& wor ldwide  par tnerships  with  Air 
France  KLM ,  American Express

–  Customer  Re lat ionship  Management : 
post-stay  and book ings  e-mai l ings , 
e -newlet ters

–  Promotions :  d i f ferent  c l ient  prof i les 
targeted ,  packages  with  advantageous 
pr ices  and specia l  of fers
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3 .  LOYALT Y PROGR AM S

– Flavours :  loya lt y  programs a l lowing 
frequent  guests  to  earn  points  for  
the  monetar y  va lue  of  the ir  book ings

– Ambassador  Club :  unique 
concept  deve loped to  reward trave l 
profess ionnals

–  Connect ions :  a  loyalt y  program in 
par tnership  with  14  major  f requent 
f lyer  programs .  Al lows guests  to  earn 
mi les  dur ing a  stay  at  any  Golden 
Tul ip  hote l ,  whi le  mak ing i t  poss ib le 
to  reach more  than 20,000,000 
trave lers

O U R TE AM S ARE HERE 
TO HELP YO U MANAG E 

THE HOTEL IN ALL 
C IRCU M STANCES .
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4 . REVENUE & DISTRIBUTION

– G o ldres :  G o lden Tul ip  brand ’s  centra l 
reser vat ion  system ,  p owered by  O rac le ,  fo r  a l l 
d i s t r ibut ion  channe ls

–  E- commerce :  O n l ine  Trave l  Agenc ies ’s  d i re c t 
connec t iv i t y,  metasearch  and D rupa l  content 
management  supp or t

–  D is t r ibut ion  p lat forms :  e - d is t r ibut ion ,  centra l 
reser vat ion  of f i ces  and hote l  ass i s tance

– Revenue Management :  revenue b o oster, 
inc lud ing t ra in ing ,  revenue management 
system ,  rate  shopp ing to o l  and comp et i t ion 
moni tor ing

– Pr ic ing  s t rategy and s t ruc ture

5 .  SALES PL ATFORM

– Corp orate  so lut ion :  ta i lo r-made so lut ions  to 
s imp l i f y  bus iness  t rave l

–  Le isure  so lut ion :  at t rac t ive  of fe rs  de d icated 
to  tour i sm profess iona ls

–  Group desk :  3 60°  event- long p lann ing

6 .  DESIGN AND TECHNICAL SERVICES

– D es ign and t ra in ing ass i s tance  for  a l l 
concepts

–  O pt imize  investments  ( investment  cost 
contro l ,  management  of  op erat ions  and 
func t ions)

–  Resp e c t ing  Louvre  Hote l s  Group brand 
standards

– R isk  and lega l  conformit y  management

–  Energy p er formance & maintenance
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8 .  T WO POSSIBLE PARTNESHIP  

MODELS:  FR ANCHISE AGREEMENT  

OR MANAGEMENT AGREEMENT

– Franch ise  agre ements :  the  owner  manages 
the  hote l  on  h i s  own ,  but  b enef i t s  f rom 
branding e lements  and brand standards , 
centra l ize d reser vat ion  systems ,  sa les 
&  market ing  campaigns ,  qua l i t y  contro l 
guarantees ,  and op erat iona l  supp or t

–  Management  agreement :  the  owner  b enef i t s 
f rom a l l  f ranch ise  ser v ices ,  wh i le  tak ing 
advantage of  Louvre  Hote l s  Group supp or t 
in  human resources  management,  t ra in ing , 
l ega l  supp or t ,  f inance  supp or t ,  op erat iona l 
supp or t ,  p r i c ing  & revenue management, 
qua l i t y  sup er v is ion  and sa le  &  market ing 
supp or t

7.  SUPPORT SERVICES

– Engine er ing :  hote l  techn ica l  ass i s tance ,
pro jec t  management  ass i s tance  &
sup er v is ion

– Franch ise  Ser v ices  Managers :  ensur ing 
smo oth co l lab orat ion  b et ween the  hote l s
and the  brand

– Va lue  dr iver  ana lys i s :  moni tor ing  hote l 
p er formance and the  prop er  usage of  the 
cha in ’s  to o l s

–  Q ua l i t y  insurance  pro gram:  ex terna l
aud i t ing  (BDRC )  to  ensure  the  brand
standards  are  resp ec ted across  the  ent i re
p or t fo l io

–  Fo o d safet y  assurance :  hyg iene
regulat ions ,  fo o d safet y  e -b o ok for
t ra in ing ,  fo o d safet y  aud i t  in  restaurants

-  Pro curement :  comp et i t ive  pr i ces  for
fo o d and non-fo o d i tems f rom g loba l
supp l ie rs

–  G loba l  op erat ions :  op erat iona l  exp er t i se
mo de l l ing ,  p ro jec t  gu idance ,  f lu id
communicat ion  b et ween brand and hote l s

–  Un ivers i t y :  t ra in ing cata lo gue and long
course  t ra in ing ava i lab le
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PART OF LO UVRE HOTELS G RO U P


