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Background information

The Gold Coast Project is one of the real estate brands on the verge of failure among
the tourism real estate projects in the Beijing realm. Yicheng Group, as the original
holder, had the sales of just over 40 million yuan in 2012 that no one had interests in at
all; the project was once identified as a "non-performing asset". Due to a lack of
infrastructure, the Gold Coast project could not avoid being abandoned by the market
although being located on prime beach with easy access to the Gold Coast in Changli
County, Qinhuangdao City, Hebei Province. In 2013, Mr. Yin Ma took over the project
and changed the name to Aranya, which means "the place of silence on earth, the place
to find oneself" in Sanskrit. It advocates the core value that life can be more beautiful,
emphasizes quality of life, aims to rebuild the relationships among people in the
community and returns to family and true life. It attracts many new middle-class people
in Beijing who pursue freedom, sentiment and literature and art with the concept of
starting from vacation and returning to community.

Marketing Strategy

1.Repositioning the new middle class born after 1980 in Beijing, Tianjin, and Hebei as
the target group, promoting mutual integration among owners and rebuilding
relationships in the community by establishing and managing communities.

2.In 2015, the video "the Loneliest Library in China" was played 600 million times
across the network. Since then, Aranya has become a popular tourist destination for
people who come to Qinhuangdao.

3.To enhance the popularity of the destination, at the same time, ensure the quality of
operational services, Aranya cooperated with the professional cultural tourism project
operators (Qixing Camp) by marketing and improving supporting services
comprehensively. In positioning the brand, it has become lifestyle providers besides
being as developers. The company hosted diversified cultural and entertainment
activities, including music festivals, art exhibitions and dramas, etc. to attract target
consumers while giving back to the community and enriching the lives of residents.
Outcomes

Aranya found its nirvana by the ultimate cultural and aesthetic experience. Build the
brand with the beauty of architecture, art and design by creating landmark buildings
such as the Lonely Library, White Auditorium and Art Center. With the vacation resorts
as a selling point, in 2017 Aranya achieved an impressive result of selling residential
properties at prices of 2-3 times higher than neighboring properties and reached
property sales of over 3 billion. In 2018, Aranya received 400,000 visitors annually and
reached a revenue of over 500 million yuan on the basis of community services.
Successfully Aranya strengthened the operation of the destination instead of only
working in the role of the traditional real estate company. It improved the level of



development and raised the value of the local place. The barren surrounding no longer
exists and is replaced by complete supporting and convenient transportation, which has
significantly made the region more competitive and driven the economy of the
Qinhuangdao area.

Implications & Challenges

After the success of Aranya, which combines tourism and real estates, it has attracted
many real estates and tourism companies who want to duplicate its way. As a marketing
manager, what should be done to successfully replicate and leverage the characteristics
of a brand?
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