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Case Name

Departure & In-depth Journey: New Experience of Cultural and Tourism Integration — Han
Ninghua

Theory

Consumer behavior theory; Product positioning theory

Keywords

Immersive experience; Cultural and tourism integration; Unique theme; Local culture

Background Information

With the development of the tourism market, people's requirements for tourism experiences are
increasing, and traditional tour groups can no longer meet consumers' needs. Therefore, this project
aims to create a new tourism experience model, providing tourists with a rich and unique
experience through in-depth experience and cultural integration.

Marketing Strategy

1.

Market research and positioning
Conduct market research to understand the needs and preferences of the target customer

group.

Determine product positioning, clarify features and advantages, and distinguish them from
traditional tourism products.

Product design and development
Design in-depth experience projects with unique themes for each destination, combined
with local culture and unique attractions.

Determine the time, location, cost, and other specific information for each experience
project.

Channel construction and promotion

Produce promotional materials, such as posters and brochures, conduct offline advertising,
and place them at docks, attractions, homestays, and hotels to showcase product features
and advantages.

Use social media platforms for promotion, publish attractive and unique experience content,
and attract target customers.

Cooperate with vertical tourism platforms to publish product information in major tourism
platforms to increase product exposure.

Customer service and experience
Provide customized services and personalized travel experiences according to customer
needs.

Two quotation methods, ordinary and independent groups, are available to meet users'
needs in different travel scenarios.
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5. Sales and promotion
Design a check-in reward plan to attract customers to repurchase products in other
destinations and participate in the experience multiple times.

6. Evaluation and adjustment
Evaluate the marketing effect in weeks and adjust the marketing strategy according to sales
feedback. Attach importance to customer evaluation, continuously optimize products and
services, improve customer experience, and maintain competitiveness.

Outcomes

Through the implementation of the marketing plan, it is expected to attract a large number of
tourists to participate in the experience, enhance product awareness and reputation, and increase
sales and market share.

The project is in the laying and implementation stage; relevant data has yet to be obtained.

Implications & Challenges

The biggest challenge is recruiting and training tour guides and interpreters. The current cultural
tourism market is booming, and the labor cost of tour guides has risen, making recruitment more
difficult. In addition, we have always pursued high consistency in the professional philosophy of
personnel. We require each partner to recognize service, entertainment, and experience. However,
there are very few such tour guides on the market. Failure to recruit employees also increases the
pressure on back-end training.
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