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Background Information

Xi Island, located in the center of Sanya Bay, is an ancient fishing village with more than 400
years of history. Although it only covers an area of 2.8 square kilometers, it has gradually been
favored by tourists in recent years due to its unique island scenery and quaint fishermen's customs.
However, before the epidemic, the tourism development of Xi Island had yet to reach a high level,
and its popularity and influence were relatively limited.

The audience has always favored cultural and tourism variety shows in TV programs. In 2023,
travel and cultural theme variety shows have become the top number of variety shows. According
to the "Global Tourism Destination Analysis Report" data, 24.5% of Chinese tourists said that after
watching a particular film and television variety show, they would be attracted to a destination
they had never noticed. The "check-in point" at the filming location and taking the "same style as
celebrities" route are gradually becoming the trend. In addition, new media marketing is also the
most widely used, diversified, and innovative marketing method.

Marketing Strategy
1. Upgrade products
During the pandemic, Xi Island changed its management company. The new management
company renovated and upgraded the original basic reception facilities, B&Bs, and
entertainment facilities. It integrated the ancient fishing village and local ethnic minority
cultural elements into the environment, creating unique B&B products.

2. Implanted cooperative promotion
During the epidemic, Xi Island cooperated with popular domestic travel variety shows,
such as "Extreme Challenge" and "Hello Life," to showcase its beautiful scenery and
unique culture through program recording and broadcast. Besides, the epidemic
environment enhanced the audience's curiosity and yearning for Xi Island.

3. Social media marketing
While participating in filming travel variety shows, Xi Island also uses social media
platforms such as Weibo, Douyin, and Xiaohongshu to invite Internet celebrities to check
in and share their experiences. At the same time, tourists are encouraged to post travel notes
and strategies on the platform to form word-of-mouth communication.

Outcomes

After a series of marketing activities, Xi Island’s popularity has increased significantly, becoming
a popular tourist destination in Sanya. Xi Island also ranks first in Sanya on Ctrip’s list of popular
attractions and has been on Dianping’s must-do list for three consecutive years. On social media
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platforms, discussions and sharing about Xi Island have continued to increase, attracting more
tourists to come and experience it.

Implications & Challenges

In the fiercely competitive tourism market, continuously innovating marketing methods and
tourism products to maintain Xi Island's attractiveness and competitiveness requires long-term
consideration. In addition, in developing tourism products, the management team needs to balance
maintaining and inheriting the authenticity of the ancient fishing village and ethnic minority
culture and avoiding excessive commercialization.
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