Case Name

Global Villa Hot Spring Paradise

Theory

Network marketing; Multi-channel promotion

Keywords

Outdoor experience activities; Campsite; Family vacation

Background Information

People, especially families, and groups, are more inclined to natural and interactive outdoor
vacation activities in the post-pandemic era. After three years of relatively close living, people
are stepping out of their homes and are more inclined towards natural and interactive outdoor
vacation activities, especially families and groups. The May Day holiday saw a surge in tourists
at various tourist attractions nationwide, indicating a strong desire for offline interaction.
Therefore, we have launched outdoor camping experience packages tailored to families,
couples, and group customers to satisfy their desire to be close to nature.

Marketing Strategy

1. Personalized services: Provide customized activity content for different customer segments.
For example, activities for families with children may include performances and camp
sports, while activities for couples and friends may include afternoon tea and DIY projects.
Team customers may enjoy expansion activities and bonfire parties, while customers
seeking health and wellness may participate in the Eight Section Brocade exercise and food
making.

2. Multi-channel promotion: Launch family and couple packages on OTA platforms to
facilitate experience planning and increase booking prices for individual customers. Create
short videos and purchase links for package activities on other new media platforms to
convert hot traffic. Promote products through offline travel agencies and other channels for
group customers.

3. Collaborate with bloggers and KOLs to increase exposure and conversion rates for activity
content.

Outcomes

1. Increase the catalogs of hotel products, avoid the high homogeneity of vacation hotels, and
create differentiated products while providing warm and thoughtful services.

2. Improve customer experience by providing customized product content and combining
local cultural characteristics with experiential activities, which can help improve the hotel's
rating on OTA platforms.

3. Provide customized services for different customer needs to increase overall consumption
and achieve revenue growth.

Implications & Challenges

Outdoor experience activities have captured the current consumer demand, but more
innovation is needed in activity content and updates to attract more customers and avoid
imitation by competitors. Only by achieving differentiation and uniqueness can high-quality
products and services be provided in the long term. The hotel must also ensure that personalized
services are genuinely tailored to the needs of each customer segment.



A LR SR I - D B & AR 56 B B 4 (L 4
BRI

M E L ZIRTEHE

REgiA

JUMARES; B SR TR

HRER

JRREEIRAH N, R =B AR, AMTEHKT, EhiET AR
NN T 2, e K E AR R R B I N . Bt Ja AR H
LTI T A, AENINGE 5 R KA, 4 S i 5 XCAR B I 1 90 2 %
MIBLE, DISEBA T L T 26 e 1610 1 B DAL A 2 1 7 e s AR B i
g, LA AT 2RI 2RIE H AR 75K

B R

L AMECERIIR S . EHRASFE B R NSRRI E RSN S . 2R TR AT
AR BB SR, BIaEEAITR TR, DIV HilfE, HE A
JEWEBN . FEKAE, A FHZLRREIR B NAT R TRAE I\ B i it . R A SR Bl

2. ZULEAMEST: BEXHUERAAE OTA EHE M SR 2% 1 A4 1 2 0 B4 3 7 (i
RS TE 255 R S I e = T2 A o (R A LA A G R i
BRI SRR, MR E A B0 R PSR T RAT AL A R AT
IREREE I

3. HEGAME. KOL FEIEEA, HBINGSINFRILR, i,

B

Lo SR i 4, B RS S R AL R, ATiEZE e, IR
TR MG L IR 55 o

2. I NI, SERIA N AT HEE & SR B A S5 ), AN
EH R A S RS, A B TSR OTA 7 & P47t

3. BRI F R AUE R SS, IRTHEREH P, BB BT K.

5 RE

JUAMAREAIUE 1 H B 58 TR A, EAEESI N E N o B EREE L
RIG0Hr,  LAIR 515 2 % N BLRFR i 58 5 o5t T (AN TR0y, J0 I A3 22 3 AU RUR 2
A R KR AR SRR i AR 55



