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Background Information

1.

Longfor Group was founded in Chongqing in 1993 and has developed across the country,
covering real estate development, commercial investment, house rental, property services,
and many other businesses. It has also actively tested innovative fields such as medical
care and new-industry city development. It has accomplished a comprehensive business in
China's first—and second-tier high-energy cities.

With the continuing development of new media platforms, the cost and barrier to acquiring
online attention are gradually increasing. Meanwhile, customers' loyalty to brands is slowly
declining. Hot issues are fleeting, and customers are always jumping ship, which has made
the trend hard to follow.

The monotonous membership system could hardly capture the accurate picture of
customers. Despite the large number of consuming records, the information could be more
consistent and cohesive, which is challenging for enterprises with business modes on
various platforms.

Marketing Strategy

1.

Longzhu -Longhu's membership card can be used for all the consumption of the company’s
businesses, including renting and housing. The credit can be used for all the consumption
by different companies, which can forge customers' shopping habits within the Longhu
Group.

The entire membership system ranges from V1 to V5, and members are respectfully called
"Long Citizens," which enhances consumers' recognition of membership and the sense of
connection between members.

Consumers can earn Longzhu mainly through six ways: consumption in Tianjie shopping
mall, online purchasing on Longhu's platform, buying houses, long-term renting of
apartments, and payment of utility fees. In return, after conductivities after the pandemic,
they can use it to offset shopping mall consumption, house payments, property rentals, etc.
The so-called nine channels for internal deductions of Longzhu are all related channels
from its six significant businesses. This way, the incoming and outgoing credits can be
managed straightforwardly under this system. Customers would love to earn more Longzhu
credit, which will achieve high efficiency in the consumption closed loop.

With the help of the Longzhu Life Platform, consumers can use Longzhu credit to exchange,
deduct, and consume other APP goods and services, such as membership and gift cards of
Tuhu, Meituan, Members of various video Apps, Starbucks, Naixue, Apple, Fresh Hippo,
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etc., covering more than 80% daily-life consumption. In accumulating credit, customers no
longer need to worry about how to spend but are sure they can realize the card’s value
quickly on the phone. That is to say, the credit system has successfully removed the
obstacles for customers to cash the points they accumulated.

Outcomes
1. Up to now, the number of Longfor memberships has exceeded 40 million.
2. Longfor Group's sales and expense rate in 2022 is 2.13%, a decrease of 0.32 percentage
points year over year and 0.60 percentage points compared to 2020.
3. Credit points can gradually form a virtual currency system to reduce tax expenditures.
4. By integrating the membership data, credits, and benefits.

Implications & Challenges

Challenge:
When visualizing user portraits to obtain consumption models in multiple scenarios,
attention should be paid to the risk of privacy infringing.

Reflection:

After years of data accumulation, the group has transformed data into digital assets, which
helps the group conduct digital marketing better. This has provided a foundation for
drawing customers' attention and subsequent promotion.
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