Case Name

Immersive Vacation - Dali Ning Fu Sea Inn
Theory

Scene Marketing
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Background Information

1.

During the pandemic, people strongly desired a peaceful life and a life they could travel. In
2020, the pandemic swept across the country, and most Chinese people could not travel for
a long time; therefore, traveling became a stronger desire for everyone after the pandemic.
Tour Industry practitioners have gradually switched careers. After experiencing several
tourism shutdowns, more high-end homestays in Yunnan have withdrawn from the market.
As a result, those with excellent landscapes have become scarce resources.

The short video industry has undergone explosive growth. , During the pandemic, short-
video platforms such as TikTok gained explosive growth in their usage and sales of cultural
and travel products.

Marketing Strategy

1.

Build a highly-recognized IP and setting: After the old store was taken, Small changes were
applied to complete the new establishment of various scenes with different icons, such as
“flickering Cafe candles,” “waterfront terrace,” “immersive Er Hai holiday,” etc. These
scenes create an ambiance that makes guests voluntarily share their on-site experience.
Build marketing products: During this process, it is necessary to deeply understand the
market demand and conduct thorough research to set reasonable prices. A good homestay
product generally takes 3 to 6 months to materialize. Offering discounts to customers is
undoubtedly a good thing.

Choose the proper cooperation channels: In terms of cooperation channels, they can be
acquired in various aspects, but it is critical to identify the professionalism of these channels.
Potential sales should be made mainly on platforms such as Tik Tok and Little Red Book,
which are more suitable for displaying these memorable scenes. In addition, live streaming
is also as essential as a connection to influencers' accounts can achieve the best marketing
efficiency.

Outcomes

1.

The homestay became fully booked ten days after opening. During the pandemic, it
maintained a high occupancy rate for a long time and was the best-selling homestay in Dali.

2. The homestay ranked first in the local Tik Tok popularity, good review, and sales lists.
3. Pre-sale revenue of over 1.2 million yuan and a check-in rate of over 45%.

Implications & Challenges

1.

In the early stages of promotion, platform rankings are critical. Within half a month, we
achieved first place on Dali's good reviews, popularity, and hot sales lists. And we had
hung on these rankings for a long time. These rankings bring much browsing to the product
and are very helpful for conversion and other aspects.

From a strategic perspective, all the operations of grand-opening marketing can only help
homestays increase popularity and influence for a short period. It will only sometimes
maintain high exposure. Homestay owners need to plan and position their products at
different stages to gradually make the product reach the ideal state with the help of early-



stage promotion. Customers' word-of-mouth from their experience is something we can
ultimately rely on.

Our team found that there was a problem that we needed to pay more attention to private
traffic when doing marketing over the years. However, we later found that more private
traffic was needed to support when we wanted to make income through some activities.
Therefore, obtaining private traffic is crucial for successful future marketing.
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