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Theory

Joint Marketing; New Media Marketing

Keywords

Photography clubs; Spring Airline; Online Live Streaming

Background information

Jiu Longkou is in Jianhu County, Yancheng City, Jiangsu Province. With the rich
ecological resources of wetland and natural landscape, Jiu Longkou is a AAAA grade
national tourist attraction. It is also part of the "Yellow and Bohai Sea Migratory Bird
Habitat (Phase I)", the intertidal wetland world heritage site, which is the first in China
and the second in the world. In 2019, Spring Tourism Group developed joint projects
with Jiu Longkou Scenic Area in Yancheng and opened intercity flights between
Yancheng and Shanghai, Shijiazhuang, Ningbo, Fuzhou, Shenzhen, Tianjin, Hohhot
and Yinchuan. It is imperative to develop tour routes with the local scenic spots and
surrounding areas of Jiu Longkou.

Marketing strategy

1.By the influence of the photographers contracting with National Geographic
magazine, it could drive photography clubs in Shanghai to Jiu Longkou for photography
tours. Depending on the weather conditions, each group will spend 5-8 days in Jiu
Longkou. The goal is to photograph the iconic features of Jiu Longkou which are clear
starry sky, 10,000 mu of reeds and pictures of the fine lodges, and along with the Huai
Songs, to highlight the cultural heritage of Jiu Longkou as the home of Huai opera.
2.1t would draw attention by the video composed by the best selected photos that shows
the breathtaking scenery, the Huai Songs and the beautiful accommodation. At the same
time, the photos and videos are disseminated offline within the photography
communities to generate good word-of-mouth and bring more offline target customers
who are fans of photography.

3.Wang Zhenghua, the founder of Spring Tourism Group, broadcasted live to endorse
his hometown of Jiu Longkou, a famous tourist attraction in Yancheng, Jiangsu
Province. The addresses of destination and QR code are posted during the live broadcast
and at the end of the video as well. The QR code links the public number of the scenic
spot, which is the core of the marketing. The public number has services such as
purchasing tickets of scenic spots, booking hotel rooms and purchasing food and
agricultural products. It also allows you to purchase air tickets of Spring Airlines and
thousands of other tourism products by the secondary program. The guest service staff
also interacts with Spring Airlines members online and generates a repeated purchase
rate while promoting the scenic spots.

Outcomes

By online live streaming and video on social media platforms, the campaign gained
huge popularity, with a cumulative total of over 12 million viewers and 1.01 million
people maximum online at the same time. The total intended amount of product sales
and aircraft spray sales by the entire live stream exceeded RMB 30 million. It became
a model of cross-border cooperation and creative communication for airlines.



Implications & Challenges

The challenge of the project is, firstly, whether the airline + travel portfolio could make
profits for airlines and then how to combine the products of tourism and airlines to
present better product experiences to guests.
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