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Background information

1.As the economy grows, urban citizens gradually started paying attention to health
issues. As an outdoor activity with relatively low difficulty and intensity, hiking is
becoming more popular, especially among young people who like socializing and
family consumers who like to be close to nature. Tourism accompanied with hiking
have become the new hot spot in the market.

2.Maofeng Mountain Forest Park, built-in 1997, 28 km away from Guangzhou city,
covers a total area of 6671.07 hectares. It is one of the ten scenic spots in Guangzhou
and furthermore a famous natural oxygen bar in the suburbs. With an elevation of 534m
above sea level, Lianhua Peak is the highest peak in Guangzhou city. Despite the
excellent natural resources, the Park is still less popular and has a lower number of
visitors compared to others. Young people living in Guangzhou City prefer to hike in
areas that fit more to their needs but relatively further away. On the other hand, family
consumers prefer theme parks due to the difficulty of the regular hiking routes. In such
situations, Maofeng Mountain needs the right marketing strategy to gain market
awareness urgently and occupy shares in the market as much as possible.

Marketing Strategy

1.Fully consider the needs and abilities of the target customers to design routes and
provide activity support. Participants can sign up for the activity in Family Groups or
Professional Groups. For family groups, the organizing committee specially designs a
“Scavenger Hunt” throughout the hiking activity. With the necessary knowledge of
survival skills for outdoor activities and the main tour route of Maofeng Mountain, the
family participants may search for all the corresponding marks during the tour and pass
their challenges. Finally, they can receive prizes. Therefore, the plan can thoroughly
motivate all participants. There are six first aid and service stations at different spots
along the route to ensure that participants will have enough drinking water. The rescue
and service personnel ratio reaches 1:5, which is much higher than that of the standard
of other scenic hiking events.

2.1t can lower the costs of the event by cooperating with outdoor event sponsors and
attract more participants by relatively lower prices of the event tickets. Additionally,
sponsors should provide race packs containing hiking equipment, such as clothes, food,
raincoats and drinks to the registered participants. At the end of the race, sponsors can
set up booths to promote their products. Therefore, participants get the benefits, the
sponsors sell their products, and the scenic spots get the promotion of the event. That
is a perfect triple-win model.

3.Co-work with public charity organizations and promote the event by charity activities.
Donate 50% of the ticket income to public charity organizations as activity funds. This
will achieve the goal of “taking from the people and using it for the people”.



Outcomes

By holding a public-benefit hiking race, Maofeng Mountain gains a lot of media
exposure in a short period of time and draws and gathers public attention. At the same
time, it also gives local hiking enthusiasts a platform to communicate with each other,
and that gradually makes Maofeng Mountain one of the most popular scenic spots. In
addition, such activity can attract the public to care about charity. The structure of
"tourism + public-benefit + hiking" may trigger a strong mass effect, the good
comments in the market, and at the same time, also achieves certain gains.
Implications & Challenges

1.Recently outdoor hiking activities have increasingly developed, nevertheless
accidents of safety issues also happened with higher ratios regardless. Besides the lack
of self-protection and experience when participants are in an emergency, improper
management by event hosts has a lot to do with it as well. In the case of Maofeng
Mountain Scenic Spot, how should we face this challenge and make decisions in the
future?

2.0ne of the selling points of the event is to cooperate with relevant sponsors, thus
providing participants with lower registration fees. However, a low-price strategy is not
the best option for marketing. In the long run, what else is possible to increase the share
of Cap Hill in the market?
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