Case Name

Sichuan Chengdu Qingxia Mountain Residence Promotion

Theory

Digital marketing; 41 theory - Interesting, Interests, Interaction, Individuality
Keywords

Visiting flow conversion; Scenic and cultural attractions; Diffusion scenes

Background Information

1.

In 2022, the most popular content on TikTok was a combination of scenery and culture.
After the pandemic, users not only appreciate the beauty of the scenery but also crave to
experience it.

Qingxia Mountain Residence is in the international tourism resort of Qingcheng Mountain
in Dujiangyan, a world cultural heritage site, and a national 5A scenic spot. The
surrounding area has many attractions, which has made the location of the residence
excellently convenient.

Qingxia Mountain Residence is built on the mountain, surrounded by 18 acres of beautiful
scenery formed by flower sea, deep forest, and bamboo groves. The modern and artistic
oriental hotel building of more than 1800 square meters is integrated with a natural
environment, creating rooms of unique landscape. Guests can enjoy the beautiful mountain
scenery from afar and the lush greenery up close.

Marketing Strategy

1.

Showcase the attraction of the products for their peculiar design. Regarding the content,
the pivotal consideration is how to deliver the ideas on the internet to spur the interest of
potential customers, which can affect the final reservations. A combination of scenery,
customers, and products should be highlighted. This combination can stress the superiority
and ambiance of the site. Articles and BGM can also entice visual enjoyment and emotional
resonance later on.

Increase visiting flow through customers’ sharing. The offline team could assist customers
in sharing content, encourages users to share on platforms such as TikTok, Weibo, and
Little Red Book, and provides customers with small gifts, coupons, or other benefits.
Coordinate with KOL. Select a few influencers who can produce excellent content. Please
focus on something other than the visiting flow of these influencers but enrich their content.
In promoting high-end homestay residences, content-oriented influencers are preferred to
those with promotional channels. The latter usually advertise the cost-effectiveness rather
than the brands and their applications. As a result, lower price leads to lower brands.

Outcomes

1.
2.

Qingxia Mountain Residence's popularity has significantly increased in the area.

The residence has become the best-selling homestay in Chengdu ever since the visiting
flow was promoted and converted.

The improved content marketing has continuously guided guests to consume and become
repeat customers.

Implications & Challenges

Through digital marketing and precise promoting, we, as independent self-media, have
formed a consuming ambiance needed by the mainstream the customers and successfully
created new consumption hotspots. Following the new consumption trend, we continuously
grew customers and revenue. The residence has become the best-selling homestay in Chengdu



due to a new sustainable promotion, a successful marketing case of the homestay industry in
cyberspace.
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