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Background

1.The RV market in China started late compared to Europe and the US. The rise of
short-distance travel and camping activities has driven the high growth of China's RV
market. The country has introduced policies on RVs to support its development in
several aspects, such as recreational campsites, vehicle licensing, and tourism planning.
In terms of scale, it is growing from 2015 to 2021. It reached a new high in 2021, at
27.17 billion yuan, up 30.44% year-on-year.

2.In May 2020, the domestic epidemic was initially controlled, however, it needed to
be more evident to the willingness of the consumer to travel, and there was also a higher
demand for safety, hygiene, and privacy in travel. To stimulate consumer confidence,
China Tourism Group's RV company, together with scenic spots, hotels, and travel-
related service providers across China, is planning a multi-provincial tourism marketing
campaign called "RV Relay, Travel China."

Marketing strategy

Firstly, through live streaming platforms such as TikTok, Auto Quicker, Buy Together,
the quality of tourism resources in Yunnan, Sichuan, Shaanxi, Shanxi, Hebei, Beijing,
and Liaoning have been linked up in the form of "cloud tourism", allowing to travel
without leaving home. This is a great opportunity for netizens to view China's great
rivers and mountains without leaving home. At the same time, well-selected travel
experts from different regions formed a caravan to travel from Kunming, Yunnan
Province, all the way north to introduce the beautiful natural scenery, ethnic culture,
and historical relics to netizens across the country through live broadcasting. With the
strong support of local governments, leaders of cultural and tourism departments,
officials from various provinces and cities, as well as local media jointly participated
in the live streaming to promote local tourism resources to netizens from nationwide.
Outcomes

The whole marketing campaign lasted for half a month, with a total of more than 20
million people watching the live broadcast and extensive coverage by local TV channels,
newspapers, and other media, coming to a very good marketing effect. While enhancing
the business recovery of China Tourism Group's various segments and helping to revive
the tourism industry, the campaign also fully demonstrated the cultural characteristics
and tourism resources of various regions, allowing the advantages of integrated
development of culture and tourism to be maximized.

Implications & Challenges

The development of the RV industry in China is very rapid, but the number of campsites
is low. The lack of “all-inclusive” service platforms and shortage in well-designed
caravan road maps are the problems it needs to tackle in the future. What can we do to
take care of these issues?
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