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Background information

According to statistics from China's Ministry of Culture and Tourism and online travel trading
platforms, users who travel on holidays with families occupy a more significant proportion;
meanwhile, local trips and short-distance excursions have started to dominate the travel market.
Overseas Chinese Town Holdings Company (OCT) aims to integrate culture and tourism in the
long term, deeply exploring the unique cultural features of the cities where its projects are
located, innovatively integrating traditional Chinese culture into urban spaces, and creating a
captivating cultural and tourism experience. Since 2018, OCT Cultural Tourism Festival has
celebrated different themes each year, attracting great attention from the market. The theme for
2018 was "Imagination opens up a better life"; 2019 was "Joy together, let's set off again"; and
2020 was "As scheduled, let's travel happily together." OCT fully leverages the plasticity and
creativity of cultural and tourism products, creating a broader imagination space for cultural
and tourism integration development.

Marketing strategy

1.The marketing strategy includes resource integration across regions and industries. First,
OCT integrates nearly 50 theme parks and scenic spots in seven areas across the country,
allowing well-known scenic spots such as "Window of the World" and "Happy Valley" to drive
relatively remote scenic locations in Yunnan, Hubei, and other places.

2.Second, it encourages its employees to promote the cultural tourism festival by registering a
"Flower Orange" mall account and generating product posters and QR codes for promotion.
The employee will receive a corresponding commission while selling products.

Outcomes

During the cultural tourism festival, OCT launched a unique 399 RMB Hua Cheng Card
program. With this Card, tourists can enter unlimited times in 50 OCT chain scenic spots across
the country. To solve the problem of low hotel occupancy rates due to the impact of the
epidemic, OCT also launched a "999 RMB package", including two nights of a hotel stay,
double breakfast, two scenic spot tickets, "9 RMB Food Coupon", and annual cards for various
scenic spots. Once OCT launched the promotion, Hua Cheng cards were sold out immediately.
In addition, OCT will select the best employees each week, and the top three employees in
performance will receive cash or gifts such as mobile phones. This activity promoted a total
sales of hotel products of 10.78 million yuan and 27,508 room nights.

Implications & Challenges

OCT Group is famous at planning different celebration events, such as carnivals, beer festivals.
OCT Group fully taps into the excellent culture of the project location, combines its tourism
product advantages, empowers tourism with culture, and promotes cultural inheritance through
tourism.
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Overseas Chinese Town Holdings Company (OCT) Cultural Tourism Festival’s photos:
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Figure 2. Hua Cheng Card (https://www.sohu.com/a/403007387 383514)




Figure 3. Parade at Beijing Happy Valley Themed Park during the Culture Tourism Festival
(https.//www.sohu.com/a/403007387 383514)




