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Background information

As consumer preferences continue to evolve in China, there is a growing demand for
personalized travel experiences, which places higher demands on destination marketing efforts.
In response to this change, the well-known Chinese customized travel platform, Huang Bao
Che, released an innovative video that showcases its brand values and addresses the pain point
of young people who are too busy to travel with their parents. The video aired before the
Chinese New Year holiday, a crucial peak period for outbound travel among Chinese tourists.
The goal was to establish an emotional connection with potential users and resonate with them,
ultimately leading to conversions.

Marketing strategy

The marketing strategy employed by Huang Bao Che in 2018 was a short video called
"Stranger Son." It was shot from a third-person perspective, highlighting how the company's
tour guides accompany elderly parents instead of their actual children during their travels.
Through this narrative twist, the video reminds viewers of the importance of returning home
and spending time with family, conveying Huang Bao Che's care and warmth toward families.

Outcomes

The video's most significant highlight is that it does not try to play the role of an all-knowing
and all-powerful brand. Instead, while showcasing the unique features of the tour guide service,
it expresses a traditional Chinese family concept — that even the most perfect service cannot
replace the companionship of loved ones. The film concludes by providing a solution: spend
time with your parents in a new place this year and let Huang Bao Che travel with you to
explore the world together.

Challenges/Reflection

At the 2018 China Content Marketing Golden Eye Awards ceremony, "Stranger Son" was
named the Creative Advertising Marketing Value Award winner among nearly a thousand
entries. To create a hit, one must deeply understand users and their needs. Only then can one
appeal to decision-makers in real life, evoke emotional resonance, and trigger word-of-mouth
effects, genuinely making the brand memorable.
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Huang Bao Che’s promotion video and post :

Figure 1. Huang Bao Che Promotion video
"Stranger Son."( www.shangyexinzhi.com/cases/735528/)
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