Case Name

Daming Shan Sky Resort

Theory

Product Innovation

Keywords

Winter Sports

Background information

With the rise of snow and ice sports, the number of people who enjoy winter sports has
gradually increased. Especially after successfully hosting the 2020 Winter Olympics in
Beijing, the number of ski resorts has also increased nationally. Compared to the north,
although constrained by geographical factors, the economically developed regions in
the south are still able to attract the construction of many large ski resorts because of
their strong visitor base and the obvious advantage of location. Located in Lin'an,
Hangzhou, the construction of the Daming Mountain Ski Resort started in July 2010
and was opened on January the 18", 2011. With a total investment of more than 50
million yuan and a capacity of 3,000 people skiing at the same time, it is the largest
paradise of enjoying snowy scenes, playing snow and skiing at the highest altitude in
East China. As being a ski resort with outdated facilities and a single business format
for 10 years, Daming Mountain is facing a huge challenge in terms of competition in
the market with many other new winter sports venues in East China.

Marketing strategy

1.Experience the unique activity. Promoting “Snow Hotpot”, a highly differentiated
experience, while presenting “Snow Ballet”, “Violin Concert in Snowy Theater” and
other ornamental experience and creating personalized and rare experiences.
2.Exquisite Netflix scene creation. Building luxury snow camp hunting chairs as the
style of Nordic Ins, snow bar, outdoor living room and other popular photo spots for
young girls. Not only can you ski, but you can also take photos and short videos in
styles and post them on social media platforms quickly.

3.The events that touch hearts. With the contrast of “cold skiing” and “steaming hotpot”
to meet the feelings and attitude of the young clients who were in the shadow of the
epidemic in 2020, the campaign proposed the slogan of "Over every cold, it is a hotter
us". Going to Damien Mountain is not only skiing but also a ritual event of saying
farewell to the year 2020.

Outcomes

Through the marketing strategy above, Daming Mountain Ski Resort received a
ridership three times as much as that of previous year. It not only filled the gap of winter
tourism in Lin'an, but also combined sports in leisure with landscape tourism, and that
is another innovative case of tourism in Lin'an. It has made Lin’an a hot spot of winter
tourism in East China.

Implications & Challenges

Along with the popularity of the skiing market, there are still many problems in the
domestic ski resorts. For example, the general awareness of skiing is low, the consumer
demand for skiing has not been fully developed, and there are still many problems in
the operation and management of ski resorts.
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