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Background Information

Xinjiang Altay is the “origin place of human skin.”. Its unique natural scenery and abundant snow
resources make it a natural holy land for skiing in China. Since the successful hosting of the Winter
Olympics, a wave ofice and snow sports has been set off across the country. In this context,
Altay’s way of using unique resources to attract tourists through effective marketing strategies and
increasing customer loyalty has become a case worth researching.

Marketing Strategy

1.

Create a hot check-in spot for skiing

Promote the romantic sunset skiing scene of General Mountain through social media and
attract tourists to experience the perfect combination of skiing and natural landscape. This
strategy increased the popularity of skiing in Altay and made General Mountain a must-
see place forski enthusiasts. General Mountain, awell-selected natural attraction
in Altay forits  beautiful  sunset, has created  unforgettable  perspectives  and
backgrounds with its unique geographical features and made tourists crave filming and
sharing.  Convenient transportation, food catering, and restingareas near
the attraction were also ensured by the local authority so that tourists could enjoy the
beautiful scenery while having a comfortable experience. Convenient services can
encourage tourists to stay longer and increase the opportunity for encompassing
consumption. By working with Internet influencers or KOLs, the unique experience and
beautiful scenery of the check-in location have been shared on major social platforms,
triggered topics, and attracted public attention. The high-quality pictures and videos can
effectively convey the destination's charm and stimulate desire from potential tourists. In
addition to natural landscapes, Altay created unique cultural highlights and interactive art
installations that gave tourists an exceptional experience. These unique experiences will
likely spread on social media and attract more tourists to explore Altay. High-quality
pictures and videos can effectively propagate the destination's charisma to spur potential
tourists' interest. Clear reminders, such as free WIFI, hashtags, and check-in spots, have
been placed at the tourist attraction, encouraging the tourists to share their experiences on
social media platforms. This user-generated content (UGC) can effectively serve as word-
of-mouth promotion that attracts more attention from visitors.

Altay Ski Card Marketing

Altay Tourism Group has promoted a discount card for tourists — the Altay Ski Card, which
includes unlimited skiing for General Mountain, Keketuohai, and Hemu for six months. In
this way, not only is the cost of a single visit for tourists reduced but also their
returning possibility significantly increased. Therefore, the income from related
accommodation, catering, and equipment rental sectors will increase correspondingly. By
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providing this Altay Ski Card throughout the snow season, the probability of revisiting the
Altay ski resorts by tourists has increased dramatically. This has enhanced tourists' loyalty
to the Altay region and promoted word-of-mouth marketing. Due tothe terms
and conditions of the Altay Ski Card, 13 visits, the skiers can cover the entire card cost, and
the more they ski, the more cost-effective it will be. This policy can help attract more
tourists with limited budgets who love skiing and increase the number of tourists. Thus, the
related consumption is prompted: to ski here, tourists need food, accommodation, and other
services such as renting ski equipment. This has brought additional income to the hotel,
catering, and retail business in the Altay region and promoted the growth of the local
economy. Market differentiation: As an innovative marketing tool, Altay Ski Card makes
Altay stand out among many ski destinations, providingcustomers a unique
experience with higher market competitiveness. Data collection and customer relationship
management: Through the marketing ofthe Altay Ski Card, Altay Tourism Group can
collect a large amount of data on tourists' preferences and behaviors, providing references
for future market strategies and helping build closer ties with tourists. Uplift the regional
brand image: The release of the Altay Ski Card and its successful marketing activities
have increased Altay's popularity and image as a ski resort, attracting more attention from
domestic and foreign tourists.

Outcomes

These marketing strategies have achieved remarkable results. The online influencer effect of
General Mountain skiing resort has attracted many tourists, and the launch of the Altay Ski Card
has significantly increased the number of skiing tourists and their time of stay. Data shows that
compared with before the marketing campaign, tourists' average stay time and consumption in the
scenic area have increased significantly. The increase in income for hotels and ski resorts has, in
return, improved the development of tourism in the entire Altay region.

Implications & Challenges

Although these marketing strategies have achieved good results so far, we still need to improve
income for hotels and ski resorts as, in return,s. For example, how can we cope with the sudden
influx of tourists during peak season while maintaining service quality and avoiding excessive
consumption of the natural environment and resources? How can we further expand domestic and
foreign markets? To address issues, Altay needs to continue deepening the innovation and
application of marketing strategies in subsequent development while focusing on sustainable long-
term development. The implementation and analysis of this marketing strategy have brought new
growth to Altay's tourism industry and provided marketing references for other tourist attractions.
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