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Background Information

In 2022, camping has become a popular outdoor lifestyle. The analytical report "Insight into
the Chinese Camping Market in 2022" released by “Yiguan Analysis” has pointed out the
following intrinsic reasons behind the popularity of camping:

1.

Impact of the pandemic: During the pandemic, people paid more attention to safety, health,
freedom, and closeness to nature when it came to travel. Long-distance travel was restricted,
and suburban camping could meet the needs above.

Upgrade of Consumption: With the upgrade of consumption, people's demand for travel
has been constantly increasing, and their expectations for a good travel experience are also
increasing. Camping, as a new way of travel, can meet people's needs for a diversified tour
experience.

Media promotion: There have been more and more reports and promotions on camping
from the media in recent years, which will attract more people to learn about this emerging
outdoor lifestyle.

Policy support: The support by the government for camping is also increasing, which
provides vital assistance for the development of the camping industry.

Marketing Strategy

1.

All-inclusive service

As camping sites are located in the suburbs, and most of the trips require an overnight stay,
the campsite must provide visitors with pleasant activities to stay energized. Therefore the
organizers have used nearly 80% of the land for building various entertainment facilities,
such as kayaking, fishing, hiking, outdoor movies, and KTV; Dining is also as important.
Three meals plus evening snacks are always available for each visitor to let the customers
feel a bargain of the deal.

Event planning

The operating team found that camping has a distinctive social attribute compared to
traditional hotel homestay products. In a semi-enclosed space, visitors must always
communicate with strangers face-to-face. Thus, the team has tried to guide social
interaction among strangers and hold various activities such as wine tasting, music, or
parent-child activities to help all visitors find their circles, make new friends, and become
repeat customers.

Share for proliferation

The campsite provides free professional travel photographing services for each visitor.
Usually, a few days before the guest arrives, the butler will contact the guest through
WeChat and make an appointment for a photo shoot. Before the guest leaves, the butler
will send the guest nine beautifully edited photos (nine-grid for WeChat Moments). This
has satisfied the guests' need for taking photos at “must-see places” and pushed promotions
by proactive sharing. According to statistics, the guest's voluntary sharing rate can be more
than 70%, forming an effective word-of-mouth promotion.



Outcomes

1. All investments have been paid off in a period of six months

2. A new model site for camping and travel destination has been created, and a popular must-
see place has been formed on social media.

3. A new financing round has been secured to expand the business in other areas.

Implications & Challenges

With the dissipating pandemic, the recovery of long-distance travel is gradually affecting the
camping market, and the quality of camping sites varies greatly, significantly impacting the
industry's reputation. As a leader of the industry, Gosafari should gradually formulate and
standardize the industry, promote the progress of the entire camping business, and gradually
settle down and stride in calmful steps to improve its strength.
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